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FTC Hits Chicle 
Co.'s ‘White Coat’ 


Oasis, Menthol 
igaret, to Bow 


on West Coast 
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ee 


May 20, 1957 

Volume 28 * Number 20 

15 Cents a Copy « $3 a Year 
CHICAGO 11 °* Published Weekly at 
200 E. Illinois St. » DE 7-5200 

NEW YORK 17 

480 Lexington Ave. « PL 5-0404 


= | ‘Factionalism, Intrigue at Work’... 


TV Commercials 


jest entry in the menthol cigaret 
|field, will be introduced on the | 
| Pacific Coast “probably before | 
| mid-June.” 


Based on Air Pictur 
e, | This new Liggett & Myers To-| 


Case Seen as First Big 


bacco Co. brand was scheduled to | iS 


. . bow May 20 in Los Angeles. But| @ 
Test of FTC-FCC Tie-up distribution difficulties have ne-|— 
WASHINGTON, May 15—In 


first big case aimed at distinctive- 
ly tv advertising, the Federal 
Trade Commission today charged 
that the spot announcements for 
American Chicle Co.’s Rolaids (1) 
disparage competing alkalizers and 
(2) seek to create the false im- 


TISING AGE learned today. 

New plans call for newspaper, 
Sunday supplement and spot radio 
advertising to break about mid- 
June in Los Angeles. This will be 
followed by a similar introductory 
campaign about a week later in 


its \cumee An a postponement, ADVER- 


pression that Rolaids are endorsed | Boston, the week after that in New 


by doctors. 

While other tv ads have been 
cited in earlier complaints, the 
commission noted, this is the first 


| York, then Philadelphia and then 

St. Louis. 

\s It was originally expected that 
new brand would have 


time that the deception itself is | ‘e 


. 
ig 
| 


Seant get caves out te Gltmer 270 GIDD er Chews Lert peer. Ge ED wate dete 
| gare wpewerenien Chie year, te mariee’s qrewery Oterer ane bie 
| 
| at quite 


fae letters cae ing per Seed Qeeetines chert te “big 


ee ee ee ee 


fone content ane tee amit ' 


| WEARIN THE GREEN—Green Giant 
Co. will use a page and following 
| spread in Life late this summer to 
(tell the story of its green giant 
| trademark. Above is the opening 


page. Leo Burnett Co. handles the 


ane ing hie ote» eo tee nant tor anger 


‘Sorry,’ Says Hobler, 
Adding That B&B Won't 
Alter a Word in Ads 


LAKELAND, FLA., May 16—Trou- 
ble looms for the $450,000,000 
Florida citrus industry, according 
to Paul S. Patterson, who has been 
ousted from his post as advertis- 
ing director of the Florida Citrus 
Commission (AA, May 13). 


In a statement to ADVERTISING | 
Ace, Mr. Patterson today laid the | 


blame for some of the industry’s 
woes to the advertising program 
plotted for the commission by 
Benton & Bowles, New York. 


“If our advertising over the 


pinned to the video portion of the| achieved national distribution by 


ad. In one instance, the complaint |®@"ly fall. But now it may be_ 


is aimed at a typical “white coat” 
spot, while the other two involve 
tests and demonstrations which al- 
legedly show that Rolaids neutral- 
ize acids more effectively than “old 
fashioned” alkalizers. 

The Rolaids case apparently will 
provide new insight, also, into the 
operation of the famous FTC-FCC 
liaison arrangement. Under this 
plan, FTC is supposed to notify 
FCC of actions involving radio and 
tv advertisers, so that FCC can 
relay copies of the FTC documents 
to stations and networks carrying 
the ad. 


s While there have been protests 
that FCC’s intervention may re- 
sult in unfair pressure on adver- 
tisers who have yet to be found 
guilty, FCC members have refused 
to reconsider the plan and have 
insisted station operators remain 
free to retain controversial com- 
mercials, at least until some final 
(Continued on Page 8) 


| 


closer to Thanksgiving before 
Oasis is available nationally. 

McCann-Erickson is the agency. 

Oasis is a filtered, “menthol- 
mist” cigaret, packaged in a hard 
| box, similar to the company’s L&M 
| brand. Oasis will be plugged as the 
big O, and it will wholesale for $9 
per 1,000 cigarets, or about the 
same price as other popular priced 
filters. 

Cartons for the new brand have 
been specially designed to open on 
the side. Three elements that will 
be stressed in advertising copy are 
the “pure white filters,” the light 
“menthol-mist” flavor, and the 
“flavor-tight” box. On radio and 
tv commercials and also in printed 
media, a logo will be carried 
stressing “O flavor, O freshness, 
Oasis.” 


® The new brand follows closely 
lthe new filter-menthol brand, 


Newport, introduced recently by | 


(Continued on Page 104) 


Downtown Retailers Plan Promotion 
War on Shopping Centers, NNPA Told 


Stolpe Tells Newspaper 
Promotion Men of Plans 
to Fight Suburban Threat 


New ORLEANS, May 15—What 
is happening in the classic “battle” 
for customers between the down- 
town retailers and the outlying 
shopping centers? 

According to a survey report re- 
leased here today, it looks as if 
many of the downtown groups 
are joining hands for the first time 
in years to fight their old bugaboo, 
the suburban shopping center. 


The survey is the third in aj/are using far fewer cut-rate sales 


series conducted by Bert Stolpe, 
promotion manager of the Des 
Moines Register & Tribune, and 
results were presented to members 
of the National Newspaper Promo- 
tion Assn. meeting here for their 
27th annual convention. The re- 
port was based on 70 replies to 
a questionnaire sent to 196 down- 
town organizations in cities in five 
different population brackets. 
Here are some of the highlights 


of Mr. Stolpe’s presentation: 


e In 1957 there will be dozens of 
jadditional downtown promotions 
|advertised as “bigger and better 
than ever.” 


e Downtown retailers and proper- 
ty owners have decided to band 
together and fight for their share 
of customers, because of static 
sales and declining profits. 


e Downtown groups are tending 
|more and more to long-range in- 
stitutional campaigns to woo shop- 
|pers—better selection, service, 
|credit, excitement, glamor—and 


events as lures. 


e The resurgence of downtown 
| areas can be seen in the slowdown 
in building of outlying stores. 
| Many downtown retailers who had 
|been planning to expand their 
| outlying shopping center chains 
have decided instead to revamp 
their parent stores. 


\° Old suburban shopping centers 


(Continued on Page 104) 


account. 


Trademarks Must 
Sell, Not Just 
Identify: Politz 


Green Giant's Mullowney 
Disagrees; Cites Peril 
in Overworking Symbol 


past two years had been designed 
to increase consumer wants for 
oranges in all forms, inventories 
of frozen concentrate and canned 
orange juice would not have piled 
up, and the situation would not 


Manoff Inc. Resigns 
Quality Importers 


New YorK, May 17—Quality 
Importers, which moved from 
Monroe Greenthal Co. to Richard 
K. Manoff Inc. last January, has 
been resigned by the latter agency. 

Cuicaco, May 16—The creators Mr. Manoff, who launched his 
of new commercial trademarks |S%0P in March, 1956, said today 
should be more objective in their | “there is no statement” about the 
|designing and produce symbols|'esignation. He added, hewever, 
|that not only identify products| ‘that his shop is picking up King 
‘but help sell them, Alfred Politz,|Kone Corp., which puts out Old 
president of Alfred Politz Re-|London melba toast and other 
search Inc., told a meeting of ad-| Products. King Kone was formerly 
/men and trademark lawyers here | With Dobin Advertising. 
| today. The Manoff agency will con- 

Another speaker, however, Jack | tinue to handle Quality Importers 
Mullowney, Green Giant Co. ad (Ambassador scotch whiskies, Am- 
|director, cited some of his com-|bassador gin) until the client se- 

(Continued on Page 105) |lects a new agency. + 


Last Minute News Flashes 


Grant Gets Campana Pursettes and KVP Accounts 


CHICAGO, May 17—Grant Advertising this week was named to handle 
advertising for Pursettes, Campana Sales Co.’s new entry in the san- 
itary protection field. A campaign in magazines and Sunday newspaper 
sections is planned for July. Grant also has been named to handle ad- 
| vertising for the KVP Co. (Kalamazoo Vegetable Parchment), manu- 
| facturer and converter of paper, effective Oct. 1. The account formerly 
was handled by Staake & Schoonmaker, Kalamazoo. 


‘Paulus Resigns as Jones & Laughlin Ad Director 

PITTSBURGH, May 17—J. D. Paulus has resigned as director of public 
relations and advertising for Jones & Laughlin Steel Corp., effective 
May 31. He will join another company in the same capacity. His suc- 
cessor has not been named. Jones & Laughlin was one of three com- 
panies to win Putman Awards this year (see story on Page 4). 


Curt Berrien Joins Reach, McClinton 

New York, May 17—Curtis Berrien, who has been a vp and copy 
group supervisor at Foote, Cone & Belding, Chicago, and previously 
was vp and copy director of Needham, Louis & Brorby, will join the 
new Reach, McClinton & Co. agency June 3 as creative director. 


Durstine Gets Baldwin Piano in New York 

New York, May 17—The New York division of the Baldwin Piano 
Co. has appointed Roy S. Durstine Inc. as its agency. A newspaper and 
tv campaign will center on the company’s home electronic organs and 
the Acrosonic and Baldwin grand pianos. Anderson & Cairns is the 


previous agency, Ruthrauff & Ryan, Cincinnati, handles the national 
account. 


(Additional News Flashes on Page 105) 


Ousted Patterson Blasts B&B's 
Citrus Advertising as ‘Boondoggle’ 


|be nearly as serious today,” said 
| Mr. Patterson. 

Mr. Patterson last week was 
asked by the commission to resign 
his post. The commission’s action 
followed a presentation by Mr. 
Patterson in which he advocated 
an advertising program directly 
opposite to that pursued by Benton 
& Bowles. 


® When informed of Mr. Patter- 
son’s ouster, Atherton W. Hobler, 
chairman of B&B’s_ executive 
|}committee, told AA he thought 
the commission had “dealt rough- 
ly with Mr. Patterson, and we’re 
sorry about it.” The agency chief 
added that Mr. Patterson had 
“some convictions but apparently 
was not well advised.” 

According to Mr. Hobler, Ben- 
ton & Bowles will not “change a 
word or a letter” of its presenta- 
tion of its 1957-’58 ad plans for 
| Florida citrus. 
| The conflict between Mr. Pat- 
|terson and the agency centers on 
|a commodity advertising philoso- 
|phy versus a product-by-product 
| approach. 
| Mr. Patterson has_ publicly 
characterized B&B ad tactics as a 
“$4,000,000 boondoggle.” 
| “The term ‘boondoggle’ is used 
advisedly,” he told the Tampa 
| Advertising Club Monday. “Our 
| present policy of advertising each 
form of product—fresh, frozen, 
jeanned and_ chilled—separately 
and often competitively, can be 


(Continued on Page 101) 


More Painful 
P.O. Service Cuts 


Seen in Wrangle 


Summerfield Asks More 
Funds; Congress Set to 
Give Department Less 


WASHINGTON, May 15—A new 
postal service crisis was shaping 
up today as congressional budget 
}cutters made it clear that Post- 
|}master General Arthur Summer- 
field isn’t likely to get all the op- 
}erating funds he wants for the 
| new fiscal year starting July 1. 
| With mail volume running 4.5% 
lahead of last year, Congress is 
|giving the department $166,000,- 
000 more for the new fiscal year 
than it has now. But Mr. Sum- 
merfield says he will have to trim 
services unless there is assurance 
by July 1 that an additional sum 
ranging between $128,000,000 and 
$148,000,000 is authorized. 

If it weren’t so hard on postal 
patrons, the situation created by 
|the government’s budgeting proc- 
|esses would be almost comic. For 
|the reductions in service will be 
|coming at a time when the de- 
| partment has more than $3 billion 
}available to spend, and it will be 


(Continued on Page 101) 
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Studebaker Ads 
to Stress Quality, 
Depth of Line 


Churchill Says S-P to 
Spend ‘a Little Less’ 
Than ‘56’s $7,000,000 


New York, May 15—Predict- 


ing that it will be operating in the| 


black by the end of this year, 
Studebaker-Packard Corp. 


week unveiled its new econ- 


omy car, the $1,776 Champion 
Scotsman. 

An austere, six-cylinder auto- 
mobile, with a minimum of 


chrome and with the 101 hp 
Champion power plant, the Scots- 
man will be brought to market 
next month. It was shown here 
to reporters and Studebaker- 
Packard dealers, along with a new 
Packard Hawk, to be marketed 
next fall, and some of the 
Mercedes-Benz cars now being 
distributed by the company. 

Harold E. Churchill, president 
of Studebaker-Packard, said that 
the Scotsman line—two-door, 
four-door and station wagon mod- 
els—will sell from $250 to $375 
under the lowest-priced cars of 
competing manufacturers. 

At $1,776, the Scotsman will be 
equipped with heater, defroster 
and turn signals. It is expected 
to do 29 miles per gallon. Only 
three colors will be available— 
blue, green and gray. Overdrive 
will be about $100 extra. Auto- 
matic transmission will not be 
available. 


® Mr. Churchill explained that 
S-P’s marketing philosophy cen- 
ters today on an appeal to those 
“exclusive segments of the mar- 
ket” which are not being satisfied 
by current Detroit output. “We 
believe,” he said, “that the indus- 
try has gone overboard on width, 
height and price.” 

Roy T. Hurley, president and 
chairman of Curtiss-Wright Corp., 
said the Scotsman and_ the 
Mercedes-Benz cars were exactly 
what S-P dealers ordered in his 
conversations with them during a 
recent transcontinental tour. Mr. 
Hurley stated: “We are not going 
after volume at the expense of 
quality.” (Curtiss-Wright, major 
aircraft components manufac- 

(Continued on Page 67) 


Schick Hits Remington in $5,000,000 
Suit for Ads Maligning Lady Schick 


New York, May 14—The Schick 
Corp. yesterday filed a $5,000,000 
damage suit against Remington 
Rand electric shaver division. The 
damages, said Schick, are to offset 
“false, disparaging, misleading and 
damaging” advertising claims 
made by Remington. 

At the same time, Schick sought 
an order enjoining Remington 
from continuing “false” advertising 
aimed at the Lady Schick electric 
shaver. Sperry Rand Corp., parent 
of the Remington division, is to ap- 
pear in supreme court here Thurs- 
day to show cause why an enjoin- 
ing order should not be issued. 

Remington has 20 days to file a 
reply to the Schick complaint. 

The Schick complaint alleges 
that a Remington television com- 
mercial “identifies the Lady Schick 
as a ‘competing shaver’ and then, | 
by the use of another shaver which | 
is not identifiable but purports to | 
be the Lady Schick, tears a stock- | 
ing, implying that the Lady Schick 
is rough and damaging to the skin.” 

Schick says the offending com- | 

(Continued on Page 104) 
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Old Gold Breaks 
National Ads for 
Its New Pack 


Tested Since March, 
Pack’s Distribution Is 
Complete in 35 States 


New York, May 15—P. Lorillard 
Co., which started market testing in 
the New York-New England area 
on its new Old Gold filter cigaret 
package in mid-March (AA, March 
11), will break national advertising 
to introduce the new red-white- 
and-gold pack May 20. 

Media include 154 additional 
newspapers in 82 markets east of 
the Mississippi and in the West; 
radio and tv spot commercials on 
107 stations, as well as on Old 
Gold’s major tv network programs, 
the “Jackie Gleason show” (CBS- 
TV) and “Premiere Performance,” 
weekly showing of Hollywood 
films over NTA-TV’s so-called 
“fourth network.” Newspaper and 
broadcast advertising in the test- 
market area will be stepped up. 

Following the pattern set in the 
test markets, the radio and tv spot 
campaign will feature a new Old 
Gold jingle in modern jazz idiom. 
On tv, a series of animated cartoons 
will be used. Over-al! theme (in 
the jingle as well as the print copy) 
is: “The best taste yet in a filter 

(Continued on Page 106) 
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SEARS PUTS NEW POWER 


oy 


IN POWER MOWERS ! 


accwew CRAFTIMANE novamy mower 


HAS SRARS OWN CHArlamaAN ENCE 


CONVERTED—A bove is the original Sears, Roebuck & Co. Life ad from 
which the Chicago Tribune developed the page at the left. 


‘Chicago Tribune’ Ad 


Uses Converted ‘Life’ 


Color Plate in New J&O Engraving Process 


Cuicaco, May 15—A new en- 
graving process by which r.o.p. 
color newspaper ad plates can be 
developed directly from fine screen 
magazine plates without benefit of 
the original art has been developed 
by Jahn & Ollier Engraving Co. 
The process was used today by the 
Chicago Tribune in a Sears, Roe- 
buck & Co. ad converted from a 
spread in the April 22 issue of Life. 

The Sears Life spread plate is the 
first ever to be converted by this 
process. R.o.p. plates based on it 
have been used by several news- 
papers in the last few weeks. 

The engraver says the process, 
called Convertaplate, saves 25% 
of plate production costs by elimi- 
nating duplication of photography 
and artwork and points out it will 
facilitate newspaper ad follow-ups 
of national magazine ads. 


® Plates convertible by the process 
are 100, 110, 120 and 133-line 
screen plates such as are used in 
national magazine halftones as 
well as in booklets, catalogs, trade 
publications, direct mail and other 
print media using four-color illus- 
trations. 

With these plates, Jahn & Olli- 
er can take the whole or any part 
of the ad, enlarge or reduce it, 


rearrange the segments and add,’ 
change or delete copy any way the | 


advertiser wants to key the ad to 
a local medium or market. A lay- 
out of the new ad composition 
must be supplied, but no original 
art for color is needed. 


s Material from two different ads 
or two different catalog pages also 
may be combined to create a sin- 
gle-page four-color r.o.p. job. But, 
the company notes, the more com- 
plex and numerous the changes, 


Frey 


SCHOLARSHIP—Harriet Raymond, president of the Advertising Women 

of New York, presents Cecile Grant, evening student at New York 

University, with advertising scholarship made available by the 

group. Prof. George Frey, of the NYU marketing department, ac- 

cepts the scholarship for the university. Alton Ketchum, vp and 

creative supervisor of McCann-Erickson’s international division, 
looks on, 


the more costly the conversion be- 
comes. The simplest and least ex- 
pensive conversion is realized, it 
says, when the original color 
material is left in the same rela- 
tive position and blown up or 
reduced to fit newspaper display. 

Basically, Jahn & Ollier’s proc- 
ess is a refinement of conventional 
plate conversion methods. Normal- 
ly the quality of reproduced images 
decreases in screen size changing 


dot structure. Jahn & Ollier’s proc- 
ess uses a Klinch camera which has 
a dot control feature built into it. + 


Srago Names Bashe, Baldwin 

Srago Advertising, Oklahoma 
City, has organized a new public 
relations department and has ap- 
pointed Bayden Bashe, formerly 
with Sohio Petroleum Co., to head 
it. The agency also has appointed 
Beverly Lou Baldwin, formerly 
with the Oklahoma edition of TV 
Guide, a copywriter. 


New YorK, May 15—Along 
with sharp gains in air freight 
ton-miles carried and revenues in 
1955 and 1956, many airlines have 
increased their advertising and 
sales efforts to push this service— 
which always has had to take a 
back seat to the more glamorous 
and lucrative job of carrying 
passengers. 

In 1954, according to Civil Aer- 
onautics Board figures, US. 
scheduled airlines had slightly 
more than 300,000,000 ton-miles 
of air-freight—a slight gain over 
ton-miles reported in 1951, 1952 
and 1953. 

In 1955, the ton-miles jumped 
to about 400,000,000, and last year 
the figure increased to 500,000,- 
000. Government sources predict 
that ton-miles of air freight will 
rocket to 700,000,000 by 1960, and 
more than a billion by 1965. 

Despite the array of impressive 
figures, air freight last year ac- 
counted for only 1/30th of 1% of 
the entire inter-city movement of 
freight on a ton-mile basis. How- 
ever, if the forecasts are correct, 
air freight should amount to 1% 
of the total inter-city business by 
rail or truck by 1960. 


s One of the reasons the airlines 
are pushing air freight is the lim- 
|itless amount of goods available 
to move by air if the airlines can 
prove it economical. They feel 
there is a limit to the amount of 
travel people can do. The only 
limitation on air freight is the 
economics of the situation. 

As in the case of many busi- 


because of inability to control the | 


Advertising Age, May 20, 1957 


Zuckerman Hits 
‘Group Thinking’ 
in Marketing 


Hudson Pulp & Paper 
Exec Says Job Must Be 
Individual, Creative 


| New York, May 15—An attack 
against the over-abundance in 
marketing men of group thinking, 
group acting, brainstorming and 
functionalized responsibility has 
been leveled by a marketing man, 
Irwin A. Zuckerman. 

Mr. Zuckerman is vp in charge 
of sales and assistant to the pres- 
ident at Hudson Pulp & Paper Corp. 
His comments were made at a 
luncheon of the American Market- 
ing Assn. last week, in the course 
of which he discussed marketing 
strategy in his company and some 
of the problems Hudson has en- 
countered in its business. 

“It is axiomatic that if one is to 
succeed one must do things differ- 
ently from the crowd,” he stated. 
“For this reason, I believe group 
determination of strategy does not 
work, and that successful strategy 
is most often the result of the bold- 
ness and courage of some indi- 
vidual. 

“I believe there is, similarly, an 
essential aloneness in the role of 
the creative business man and the 
creative marketer,” he continued, 
adding however, that he recognizes 
business as a group activity in 
which the leader, like a symphony 
conductor, draws from each unit 
the required contribution. 


es “If you do not have a man in 
your organization who thinks of 
himself in this way, you do not 
have a marketing man.” 

Mr. Zuckerman teed off on 
| (Continued on Page 38) 


Air Freight Carriers Spend More 
for Ads as Tonnage Revenues Climb 


nesses, profits of many airlines 
| have been shrinking. Some in the 
air transport field feel that some 
day freight revenues will exceed 
passenger revenues. 

(Air freight is not to be con- 
fused with air cargo. Air freight 
figures deal only with volume 
shipping by companies. Air cargo 


figures, on the other hand, in- 
clude not only air freight but also 
air mail, parcel post and air 
express.) 


For example, the ten top cate- 
gories of air freight handled by 
United Air Lines last year in- 
cluded machinery and machine 
parts, cut flowers, electrical parts 
and equipment, printed matter, 


(Continued on Page 70) 


WILLIAM L. PETERSON has been named 
director of sales promotion and 
advertising of White Motor Co., 
Cleveland. He formerly was with 
Timken Detroit Azle Co. 
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Advertising Age, May 20, 1957 


Weaver's Program Service Plugs 
Concepts He Deplored as Net Boss 


Analysis of Prospectus |companies and syndicates, which 

h a A | will spend their money on shows 
Shows Divergent Views aimed at the lowest cost per 1,000. 
Held by NBC Ex-Exec 'Once the hit half-hours develop 


June’s Best 


No Danger Newspapers 
Will Overwhelm Other 


By Maurine Christopher 


New York, May 15—Advertis- 
ing and agency men and network 
executives who have seen the 
prospectus for Sylvester L. Weav- 
er Jr.’s new major market Pro- 
gram Service are having a field 
day comparing the new Weaver 
with the old one. 

Here are a few examples, with 
quotes, first from Mr. Weaver's 
mimeographed description of his 
new service, then from Weaver 
speeches and interviews made 
during his NBC period: 


Cost Per 1,000 


e “Here we are considering, say, 
a Herbert Tareyton coming into 
those markets with its own show 
five half-hours a week and out- 
advertising all other cigarets to 
the audience reached via its use of 
our hi-spot distribution plan, or a 
Tareyton buying a spread of par- 
ticipations across several shows at 
very low cost per 1,000” (Weaver 
prospectus for. Program Service). 


e A search for the lowest circula- 
tion costs eventually “would mean 
a shift of money from stations 
which have proved that they will 
spend part of their money back in 
public service—a shift to program 


Beer Ads Dull? 
Admen Disagree — 


'ecost to get a great buy, and you 


|that will take this great instru- 


| the nadir of nepenthe! “saa ae comenranien «tomer ON | 


Can Be Lots Better, Say 


Turnbull, Laird, Guild 


in ‘Modern Brewery Age’ 


New York, May 15—Is beer ad- 
vertising too monotonous? 

A panel of five agency men dis- 
cusses the question in the current 
issue of Modern Brewery Age. 
Three of the five agree in part that 
beer advertising leaves much to be 
desired. The other two disagree. 

The issue was raised recently by 
Russell H. Hopkins, executive man- 
ager, National Beer Wholesalers 
Assn. of America. In a talk before 
the Louisiana Beer Wholesalers 
Assn. last December, Mr. Hopkins 
said: 


“Beer advertising suffers from | 


too much monotony. The only ad- 
vertising that’s more monotonous 
than beer advertising is cigaret ad- 
vertising.” 

Here are some of the opinions of 
the panel: 


e Henry Turnbull, vp, Compton 
Advertising, New York—‘‘Most 
beer advertising is very similar in 
its claims and very confusing to the 
public as a result. Surveys I have 
made show that in many cities beer 
drinkers attribute claims made by 


one beer to other brands, and there | 
is great confusion in the public) 


mind as to who is claiming what— 
and not too much belief in the 
claims. 

“What beer advertising needs is 
a fresh point of view and a higher 
identification with brewers’ adver- 
tising claims.” 


e Kenneth Laird, president, Ta- 
tham-Laird, Chicago—‘Beer ad- 
vertising generally is suffering 
from simple lack of creative selling 


we 
| 


good ratings, then they will pro- 
gram the half-hour after them 
cheaply in order to hold enough 
audience at the lower program 


have set up the chain reaction 


ment of ours and depress it to a 
living room toy—panels, quizzes, 
B pictures, audience participations 
trivia, escape, breaking through 


“This may happen, even with 
networks fighting against it, be- 
cause many elements are looking 
for ways to break the present 
structure. But if it happens, it will 
(Continued on Page 106) 


Goop BuYsS—The American Dairy 
Assn. is using four-color pages 
like this to promote dairy foods as 

best buys in June Dairy Month. 


San Diego Station's 15% Discount Plan 
tor Direct Advertisers Finds No Converts 


San Dreco, May 15—Agency and| anything” to deal through an 
broadcasting executives here feel| agency. 
there is little likelihood of KSON’s Typical agency executives’ reac- 


tions: 

e “They [KSON] have a problem; 
but I think they are trying to solve 
it the wrong way,” said Gerald 
F. Champ Sr., veteran San Diego 
agency man, head of Champ, Wil- 
son & Slocum Advertising. 

| Mr. Champ explained: “I think 
ithe problem could have _ been 
(Continued on Page 42) 


dual rate card plan spreading to 
other stations. 

KSON last week distributed to 
San Diego County agencies and 
advertisers a local rate card (AA, 
May 13) listing “local discount” 
rates which agencies could dis- 
count 15% and “local net” rates, 
offered to any local advertiser. 
The “net” rates were exactly 15% 
less than the discount rates. (Na- 
tional rates are unaffected by the 
move.) 


{[KSON is a 250-watt unaffili- Rabbit Packer 
ated station competing with seven 


San Diego and three Mexican sta- Sets Long-Range 


ions for a share of the market.] Small-Space Drive 


Fred Rabell, president of KSON, 
stirred comment last year when he| Rocers, ARK., May 14—Although 
announced that his station would|a favorite food for centuries in| 
no longer allow commissions to lo- | Europe, rabbit in the U.S. general- 
cal advertising agencies, but would| ly means Bugs Bunny or Mopsy 
allow 15% “discounts.” Cottontail—and not an Epicurean 
All agency executives asked to| treat. 
comment on the new KSON rates} To remedy this, H. F. Pelphrey 
indicated disagreement with the| & Son, producer of Pel-freez fro- 
principle, but most expressed sym-|zen rabbit meat, has started a 
pathy with “KSON’s problem.” | long-range consumer education 
| program to show Americans what} 
® The problem, which Mr. Rabell| they're missing. The company does 
said caused him to adopt the dua] | "°t anticipate fast results, but it 
rate card, concerns some agencies|@0es expect gradual success, 
which contact accounts already|™arked by greater consumer de- 
sold direct by KSON salesmen. | mand and improved retail distri- 
These agencies, Mr. Rabell said,| bution. 
render no service and do not sell| Part of the program consists of 
the account, but switch the account | S™all-space consumer ads running 
from a direct KSON sale to the|in Culinary Review, Gourmet and 
agency saying, “It won’t cost you’ (Continued on Page 74) 


EB 
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sas 


decision clarifying the legality of 


Media, Says Appeal Brief 


WASHINGTON, May 14—The Kan- 
City Star anti-trust case 
reached the Supreme Court today, 
with the newspaper seeking a new 


combination rates in the sale of 


Radio Free Plugs 
Drop 67% in Past 
2 Years: Hardesty 


San Dreco, May 15—Advertis- 
ers’ attempts to get free radio time 
have dropped to about one-third 
of what they were two years ago, 
John F. Hardesty, vp and general 
manager of the Radio Advertising 
Bureau, reports. 

In a speech before the Advertis- 
ing & Sales Club here last week, 
he attributed the drop-off to the 
“increasing number of radio sta- 
tions throughout the country 
which either ignored these ap- 
proaches or responded by sending 
the ‘advertiser’ in question a rate 
card and time contract.” 

“The most common approach 
used,” Mr. Hardesty said, “is for 
the advertiser to send directly to 
radio station disc jockeys and 
women’s editors a simulated news 
release in which some feature of 
the advertiser’s product is tied in 
with an event currently in the 
news. 


s “It is interesting to note that 
most of these companies refrain 
from sending this type of item to 
station news editors, because they 
know that in most instances the 
stories will be spotted for what 
they are worth.” 

RAB said most of the companies 
that had tried to slip in mentions 
on radio are those that spend their 
advertising money elsewhere. 
Once rebuffed, some of these ad- 


‘K.C. Star's’ Anti-Trust ‘Guilt’ Is 
Shared by 92% of Dailies, Court Told 


newspaper advertising. 


Conviction of the Star and Emil 
A. Sees, its advertising manager, in 
a criminal case involving violation 
of the Sherman Act had been up- 
held by the eighth circuit court 
of appeals in January. In a peti- 
tion asking the Supreme Court to 
review the case, the newspaper 
contended today the lower court 
ruling represents a “new and dan- 
gerous” interpretation of the anti- 
trust law, “which puts practically 
every newspaper at the mercy of 
the attorney general” and may con- 
stitute a violation of freedom of the 
press. 

Since the Supreme Court does 
not accept a case for review unless 
it involves a new interpretation of 
the law, the Star’s petition ham- 
mered away at the theme that the 
lower court’s treatment of combi- 
nation rates represents such a “new 
and novel” principle that “it places 
92% of the newspapers of this na- 
tion in automatic violation of the 
Sherman Act.” 


® The Star discounted evidence 
submitted by the government of 
pressure applied to advertisers. “If 
the court below wrongly deter- 
mined the market or improperly 
defined the crime of monopoliza- 
tion,” it said, “this conviction can- 
not stand, regardless of the exis- 
tence or non-existence of particu- 
lar incidents.” 

The Star sought to establish that 
its conviction conflicts with an ear- 
lier Supreme Court decision which 
upheld the right of the New Or- 
leans Times-Picayune to use com- 
bination rates in selling advertising 
in the Times-Picayune and States. 

The Star said its case is even 
stronger than the defense offered 
by the Times-Picayune, since the 
morning and evening edition of the 
Star covered by the combination 
rate represent separate runs of the 
same newspaper, with identical 
format and name, where the 
Times-Picayune and States are 
different newspapers. 


vertisers have turned into good 
“paying” customers for radio, Mr. 
Hardesty added. + 


|@ The fatal legal error in its case, 
the Star said, stemmed from the 
(Continued on Page 103) 


At Toilet Goods Assn. Meeting ... 


Bristol-Myers Exec 
Stresses Importance of 
Media as Ad Background 


Hunt 


Mork Kabaker Santocroce 
WEST COAST TOPPERS—Meeting to discuss the consolidation of Comp- 


ideas. 


“Truly effective sales ideas come | 


from having a sense of sales direc- 
tion. Too often the brand doesn’t 


(Continued on Page 6) 


ton Advertising’s national and local tv operations on the West 
Coast are Tom Santocroce, vp in charge of West Coast operations; 
Wally Hunt, vp and manager of the Los Angeles office; Norman 
| Mork, vp and manager of the San Francisco office, and Alvin Ka- 


baker, vp and director of radio-tv operations on the West Coast. 


| New York, May 14—Creating 
la “personality” for a product 
| highlighted discussions at the an- 
lnual convention of the Toilet 
| Goods Assn, last week. 

Donald S. Frost, director of ad- 
vertising for Bristol-Myers Prod- 
ucts Co., outlined a _ five-point 
check list, which he described as 
|necessary for the creation of a 
| product personality: 


|e Establish and clearly define the 
|personality you are attempting to 
| create. 

“If it is a long-established prod- 
uct, whose proper personality has 
developed without specific effort, 
'it would probably pay to define 
\that personality in order that it 
|may be consciously maintained,” 
he pointed out. 
| “In the case of a new product— 
}or of an established product where 
'the consumer’s concept is foreign 
to what you’ would like to have 
{her think of your brand or brands 


Toiletries Media Should Enhance 
Product Personality, Says Frost 


|—a new definition is in order.” 


e Maintain this same personality 
in all elements of marketing and 
promotion. 


e Make full use in ad copy of 
elements that will establish a per- 
sonality for the advertising itself. 

The contribution of copy in cre- 
ating a personality, he explained, 
is not as much what is said as 
how it is said. 


e Use media which will contri- 
bute their own background and 
aura to the impression you are 
trying to develop. 

“If you’re trying to develop a 
concept of quality, smartness, so- 
phistication in a product through 
print advertising, you use maga- 
zines which reflect these same at- 
tributes in their own personalities. 

“If you’re using television or 
radio, you attempt to select a pro- 
gram that will give you a back- 
drop for the presentation of your 
product which will further en- 
hance the personality you are try- 
ing to establish for it. 

“It isn’t just a case of buying 
coverage,” he emphasized. “It also 

(Continued on Page 74) 


eee oe CSS Cs i Oe i er a te a ie eed eye Se cape e ss er Peer es fine ce eas = ee 
3 eae So en SS ae ee pee ae 0 eee ona a et er aaa SP aes ie 2 i ee hal b | an ~~ Fie LP RR Arne is Se OO ig = 
peers i a ray tae eis ia oie S os , eo es Me ie Pes ae ei se ties cia oe 
any a ae Po Pare apes, SO On ee: iS on ie tare ie) re ° Bee oo I i cae ancl ea pia hae ae Tay aie io eee pe 
nae TS Fc. a pee eee a eseca eee  CMie areas: ies es mes Tee Tg Sees Oe oS ea eee tt emo eS kaa ea, ee 
Co ee hii me te — See a a ene eee ee eae 
ate wee, Seis as eee en Oe ee Ea eee eee ante =o. ao if hike : i 5 a Gagne Renee s ak ye se ae ee F i B : = cr he 
as at # ' aa 
tps: Buys are 
@@ Dairy Foods! 
. 2 = Z n 
| —, 
- \ =, 
Pee Po a 
a - -— 5 a 
; ag} J ~ | os 
i ee . - ; . Fe 
: > io 2 " , i 
j ’ > ae 
e t a e 
¥, ’ ff sybils: 
| - x /. *s, ' ce 
. . ia : 
| ne | > = a a bd 
bd | 
nee | Ho e- © TY 
. | 
PC | 
7" 70 : aE a es N ORS ey 
—— | 
at id 5 
ie ys RY 
yy er 
: ' - 
fe ; 
189 = 
ot 7k 
ew ee 
a ee ; a 7 
: Reet 
me ns seater 
; es 
# = 
eee 
a LS i 
x ome 
be Bas hal 
3 Nig 
are M ~ y " 
ae ae 
eis, 
a a Mee 
= ee 
=! bot > Sia 
pe 1 1g ee : 
fy i 4 
ae : / 
ue beg *) = : 
i 2 ex EF 7 
a t : 4 
’ | Cle | 7 
as % * oe vee ' 4 ‘ a 
Ae ; 4 . ; i ” i. e a 
ide, ~ VRS j a a = es f 
1 e. - ¢ 4 e : 4 , Ve 
? ee = Vee ft oa ; - 
: ie Ay | Ss % ae 
ei a ae : 
7 3 » BS al - 
or? a Vie = f 
. a 4 ie ‘i ee. 2) 4 
: ET 4 ~ ae 4 si 
Ps ee ad 7 3 
: . E bis : F Ms es alae 
os . : 4 , t an 
rs eh tae A Dah - , . s t i 
i ae : toby baie ~ ‘ j . ‘3 , = varie : 
oN gers ee x “~ : oa 7 paces 
eee —- Rea Fae 
aoe ae a — , | aiet 
| . - Tass 
| - anal ei 
SE y see 
a . F 
| > 
a “oi 
a oe 
‘tie. 
“ aa a E 
one 
eee 
r ——E — Bias 
wan a ae i a pihaga Oakes = ey SS ee ee = 2 RAS sepa Vue PS ee OR Pe cy ee ee ai ae ® at 2 ees “a Po 
Mites. : : ee a Sire it 8 xe a¥ i ee pik ates Ap hy ee psy , eet sae ee ae poe e scam see ated NT Shia ie pais ide ae 6 LD eB ce fa peat 
ee Sa Se ee ae cy ee Re eee 
i rite z ee ee eas eee a her ae Be Bae 5 ‘ 3 kc’ ans ae ‘ Pas 5 $ sie nse we A i fe tee : eee Cae ees) ss. ti 
ep mpey mee Oa ¥ nd A eer Or es Vee Te. ee a A Soe Baa epee. cE gee ae a eae ea ; pee So ae ap gety ey Ramet [ ote Beat ia Wks as we BG Et a 
fon ge a as Ser ORS Sel ee ee, A mC Sate AS, A Bre ae eee ce ea a rd ioe NPV eeey ‘ Ae apeelly 4 4 Z i a ~ a ee ei E f ys ue ee ‘ —— ee pene ae 
zs pe i ca" oe siene AY ‘ oe * aa =e man ek ea eo AS ae rade Sp Re Se ono e ce eS SS perianal Bier ig ini aes 5 ¥ f Wy ie eer AS o Pe. 5 (ees i Pi é P H Zi r 
ets or a a ek as av eee ayn ae P . toe. Sa gill iam ela Sama co ee eee sick au wai, top eee seit . eh aS ay 23 anes Gare eae Boban en oa spine, Siernkert: Sune i co ae ste Tee 
erie rd be pat OS, Y : Nea Sacinae $e ig seemaeceapeee Fee eke oy iat eer Ce PS Pon Ba RSH ese 2) 2k Sj Somme 2 toe Ree Aes | tbe <puarets: Let Dips pec / ae < 


4 


Dow Corning, Jones & Laughlin, Sciaky Bros. 


Are Top Winners in Putman Competition 


PHILADELPHIA, May 17—Three 
top honor awards and seven hon- 
orable mentions in the 1957 Put- 
man Awards competition were an- 
nounced at a luncheon at the Poor 
Richard Club today, with Dow 
Corning, Jones & Laughlin and 
Sciaky Bros. taking the laurels. 

Awards of $2,000 to top winners 
and their agencies and runner-up 
citations were presented by Col. 
Russell L. Putman, president of 
Putman Publishing Co. The awards 
are made each year “for best use 
of industrial advertising ... and 
best documentation of such use 

. in making more effective the 
selling of products or service to 
industry.” 

It was the second consecutive 
year the awards luncheon was 
sponsored by the Poor Richard 
Club. Joseph B. Elliott, sales man- 
ager of Raymond Rosen, local ap- 
pliance distributing firm, was the 


principal speaker. 


s The top three winners, execu- 
tives submitting the entries and 
the respective agencies are: 


e Dow Corning Corp., Midland, 
Mich.; Robert L. Parkin, assistant 
advertising manager; Church & 
Guisewite Advertising, Midland. 


e Jones & Laughlin Steel Corp., 
Pittsburgh; John D. Paulus, direc- 
tor, public relations and advertis- 
ing; Ketchum, MacLeod & Grove. 


e Sciaky Bros., Chicago; Tom L. 
Lonergan, marketing manager; 
Russell T. Gray Inc. 


Citations went to: 


e Columbia-Geneva Steel division, 
U.S. Steel Corp., San Francisco; 
Robert G. Hill, manager of adver- 
tising; Batten, Barton, Durstine & 
Osborn, San Francisco. 


e Lindsay Chemical Co. West 
Chicago, Ill.; S. Becker Treat, sales 
manager; c. Franklin Brown Inc., 
Chicago. 


e Lithium Corp. of America, Min- 
neapolis; Walter M. Fenton, vp- 
production research and develop- 
ment; Keystone Advertising, Min- 
neapolis. 


e Lukens Steel Co., Coatesville, 
Pa.; Hambleton Shepperd, manag- 
er, advertising and sales promo- 
tion; J. M. Mathes Inc., New York. 


e Horton Chuck division, Green- 
field Tap & Die Corp., Windsor 
Locks, Conn.; George S. Chiara- 
monte, sales manager; Charles 
Palm & Co., Bloomfield, Conn. 


e Cryovac Co. division, W. R. 
Grace & Co., Cambridge, Mass.; 
Warren T. Brookes, sales promo- 
tion manager. No agency. 


e Westinghouse Electric Corp., 
Pittsburgh; E. W. Seay, assistant 
manager, general advertising, elec- 
tric products; Ketchum, MacLeod & 
Grove. # 
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TF the ad you need — = 
to see runs in a 


daily paper... 


ACB will put —— 
: it on gut Grek! 


A 


These daily newspapers circulate in 
1,393 isolated markets. It’s a hard job to 
get every issue of every newspaper. It 
requires specialized experience to find the 


More than twice as many dollars 
are spent in newspaper ads than in 
Magazine, Radio and TV advertising 
combined. 


Studebaker will push quality, diversity of 
line in ads Page 2 


Old Gold promotion for new package goes 
national Page 2 


Schick sues Remington for $5,000,000 for 
“maligning” the Lady Schick ...Page 2 
Chieage Tribune ad uses converted Life 
color plate in new es proc- 
G88 anan Page 2 


Group thinking in marketing field is hit 
by Hudson Pulp & Paper's Zucker- 


man. .... Page 2 
Air freight carriers spend more for ads as 
tonnage revenues climb ................Page 2 
Pat Weaver's new tv philosophy appears 
to differ from his old one ............ Page 3 
Admen one « on whether beer ads are 
dull . — Page 3 


San Diego station's 15% discount plan 
for direct advertisers finds no con- 


WEIIED cccenesenssssntessnastenicecnnccsqseensnemanntensescosees Page.% 
Rabbit meat packer sets long-range, small- 
space drive to gain buyers ........ Page 3 


92% of dailies share Kansas City Star's 
anti-trust guilt, court told ...........Page 8 


Free plugs on radio dropped 67% in past 
two years, RAB's Hardesty says ....Page 3 
Toiletries products should have own per- 
sonality, Bristol-Myers’ Frost says Page 3 


Kresge locates its 38 newest units in shop- 
ee Page 6 


Arnold Schwinn, bike maker, is puzzled 
by anti-trust investigation ......... Page 16 


Hosiery gets promotion in three drives by 
DuPont, Patentex, Chemstrand ....Page 19 


Western Airlines names Noble Advertising 

to handle L. A. to Mexico City cam- 
ee 8=8=—hluF 
|General Motors Acceptance Corp. tells 


stations to skip ad copy, insert important 
driver info in radio spots ............Page 28 


cause of strikes, er telis edi- 
tors . a — —_ Page 22 


| exnttee « stamps are part of boom bo 
Agriculture Department says ........Page 34 


vertiser’s story to salesmen 


Walter Lowen, who has placed 100,000 ad 
people in jobs, opens management con- 
ee Kage 44 


Engineering was the door that led Thomas 
Atkinson, new Assn. of Canadian Adver- 
tisers president, into advertising Page 44 


Move to tax dailies, newsprint is rejected 
by North Carolina senate ............ Page 50) 
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Highlights of This Week's Issue 


Canadian court says paper makers 
guilty, though public injury not in- 
volved Page 52 


KYW, Cleveland, offers spot buyers sum- 
mer plan in which spots mount with 
heat Page 53 


JFD electronics sets print promotion for 
new “hidden” antenna ................... Page 59 


Y&R captures top honors in New York 
Art Directors Club competition ....Page 60 


Selleciones del Reader's Digest ads feature 
Mexican ad Page 62 


Baby boom has its dangers as well as as- 
sets, population group says ........Page 63 


Advertisers distrust weekly newspapers, 
ANA survey SHOWS 2.00... Page 66 


Business paper volume rises; export pa- 
pers lead the field, IM reports ..Page 72 


Dine out ads helped push restaurant busi- 


ness higher, restaurateurs say ....Page 78 
Duncan Hines Institute plans more adver- 
tising for its guide books ............ Page 79 


Harvard professor's new book lauds role of 
ads, sales in our economy ............Page 81 


Independent radio is winning out in top 
25 markets, Adam ae Inc. re- 
ports .. a —— Ff | 


How co-op advertising works is explained 
three part series by 
Lester Krugman, exec vp of Getschal 
Te Page 85 


Pictures can be effective transmitter of 
selling ideas, James Woolf says Page 93 


in first of 


Ress Roy, Detroit adman, protests Presi- 
dent's getting free radio tv time to air 
“controversial issues" Page 4 


Supermarket operators are uncertain 
about future of trading stamps Page 100 


Ontario attorney general delves into Ot- 
tawa uproar over trading stamps Page 100 


Bad communications, not low pay, is the | Advertising Market Place 


| Consumer Magazine Linage .. 


Magazines turn to theatrics to tell ad- | 
— Page 40 | Getting Personal 


REGULAR FEATURES 
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Along the Media Path 
Coming Conventions ........ 


Creative Man's Corner . 
Drawthinks 
Editorials 


| Information for Advertisers .... 
Looking at Radio & TY ... 
Merchandising Ideas ........... 
Obituaries 

Photographic Review 

Rough Proofs 

Salesense in Advertising 

| This Week in Washington 
Voice of the Advertiser 

What They're Saying . 


Trudeau Leaves Agency 


Clarke Trudeau, media director | 


of the Chicago office of Beaumont 
& Hohman, which has merged its 
accounts with those of Cunning- 
ham & Walsh (AA, May 6), has 
announced he will not join Cun- 
jningham & Walsh but is resigning 


from the merged agency, effective | 


June 1. He has not announced his 
future plans. He and Wendell 
O’Neal, vp and research director, 
George Hoefner, secretary and 
treasurer, I. C. Bettiker, vp, and 
T. R. McCabe, exec vp, are still 
with the Chicago office of B&H, 
|}which will “remain open for the 
present.” 


pier ete 


You cannot begin to estimate the adver- 
tising force that supports—or opposes 
your brand —unless you first know what's 
being advertised in newspapers. 


ACB'S 14 NEWSPAPER 
Retail Store Advertising Reports. Provide ac- 


curate checkup of dealer tie-in advertising cover- 
ing your own and/or competitive accounts. 

Tear Sheet Service. Provides tear sheets contain- 
ing advertising of any specified dealer or national 
advertiser. 


Co-op Advertising Audit Service. Checks, 
measures, verifies claims for allowances. 

Serap Book Service. Specify what newspaper ad- 
vertising you want and ACB does the entire job. 
Linage and Cost Reports on National Adver- 
tising. Tells you how much and where your com- 
petitors are advertising. Linage and Cost of Space- 
by Newspaper. 

Schedule Listings. Tells what national newspaper 
advertising competitors are running with details 
of same. 


Unduplicated Ad Service. Keeps you posted on 


new sales, ideas, premiums, copy th ete. as 

they appear. 

Ovtstending Advertisements. Gives you adver- 
exceptional as to layout, illustration, 


size, copy, etc. 


ads you want to see. 

You specify what ads you want to see. 
Name the territory to be covered. ACB 
does the rest. 


RESEARCH SERVICES 


Mat Analysis Service. Save money on your mat 
preparation. Know what your dealers want! You 
get a detailed report plus tear sheets of all mats 
used by dealers. 


Paste-Ups For Salesmen. You specify towns to 
be covered. We paste up in accordion fold display 
every ad you and your competition has run. 


Brand Mentions. Tells when other advertisers 
mention your product in their ads. Example: 
".., at the Restwell Hotel, you sleep on Simmons 
springs and mattresses.” 


Advertised Price Reports. Gives prices at which 
dealers are offering your own or competitive 
products. 


Magazine Checking Service. Clippings of speci- 
fied advertising from all important weekly and 
monthly c 


“5 


Position Report Service. Used by many space 
departments in evaluating position of the adver- 
tising they place. 


For further information, see ACB’s free catalog, or contact service office nearest you. 


20 South Third St...» Memphis (3) 161 Jefierson Ave. + Sam Francisco (5) 51 First St. 


The Advertising Checking Bureau, Inc. 
ep New York (16) 79 Madison Ave. + Chicage (3) 18S. Michigon Ave. + Columbus (15) 


ACB READS EVERY ADVERTISEMENT 


EVERY DAILY NEWSPAPER 


MEAN TEMPERATURE 


The Central Ohio market has a mean 
temperature of 53.6°, but don’t let that 
throw you — it’s the hottest market going 
when it comes to sales. It has $2,739,749,- 
000 to spend. Pulse places WBNS Radio 
first in any Monday-thru-Friday quarter- 
hour, day or night, and that’s no mean 
fact. Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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Meet the ENTHUSIACTIVE ones... 


We know an Executive VP who gets out and runs a mile in a sweatsuit every morning. We know a 
mother of three who’s teaching her lawyer-husband to be an expert skier. (The kids already are.) We know a 


management man in a top corporation who never gets any more exercise than an occasional 20-ft. dash for 


a cab—but a cab that’s invariably on the way to an airport, a Broadway show, or the ball park. 


We've got a word for people like this: ‘‘enthusiactive.’’ That’s what they are. That’s what gives them 


their fun and their success. 


We’ve got a magazine for them, too: SPORTS ILLUSTRATED. It’s all theirs, because in dealing with 
the world of sport, it happens to hit their one common denominator: enthusiastic activity. 


After all, what better definition for sport is there? 


Because “‘enthusiactivity” must be contagious, SPORTS ILLUSTRATED's circulation is up more than 


60% in 21 years. 


Additional growth note: SPORTS 
ILLUSTRATED’s three regional 
editions—Eastern, Midwest, and 
West Coast—are now each deliv- 
ering 135,000 circulation. For 
further information, see your lo- 
cal SPORTS ILLUSTRATED rep- 
resentative. 


vsexee ~SPORTS 
. ILLUSTRATED 


Now more than 750,000 enthusiactive families weekly 
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Beer Ads Dull? 
Admen Disagree 


(Continued from Page 3) 
really know how the consumer re- 
gards it. Not knowing how to meas- 
ure its volume position qualitative- 
ly, the brand can never set out to 
consolidate its strengths and move 
on to areas of opportunity. 

“Recognizing that logic can carry 
you just so far in stimulating a 
purchase, I would urge greater care 
in developing layout and copy 
styles that create a general impres- 
sion of warmth, believability and 
persuasiveness—above and beyond 
the specifics of your message. 

“For if you grant fairly common 
standardization of product quality 
(or at least a widespread consumer 
belief that ‘all beers are pretty 
much alike,’ your best bet is to 
create a favorable, if indefinable, 
product after-image that can—per- 
haps even unconsciously—motivate 


a brand switch. 

“Be different or die? Perhaps it 
boils down to that. But most impor- 
tant of all, find something of 
unique value to say about your 
product.” 


e Frank E. Delano, senior vp, 
Foote, Cone & Belding, New York— 
“Available evidence refutes the ac- 
cusation that beer advertising suf- 
fers from too much monotony. 

“FC&B’s own studies of New 
York newspapers, on behalf of 
Rheingold, show beer advertising to 
be very high on the list in reader 
interest, in comparison with other 
products. 

“In a continuing survey conduct- 
ed by Television magazine, beer 
commercials as a group are ‘better 
liked’ than commercials in any 
other product category. 

“American Research Bureau reg- 
ularly conducts a study of national 
television preference. In a recent 
report, 6 out of the 28 ‘best liked’ 
commercials across the nation were 


for beer. In alphabetical order, not | 
order of preference, tv advertising | 


for the following brands was most 
admired: Ballantine, Hamm's, Na- 
tional Bohemian, Pabst, Piel’s and 
Rheingold. 

“Last year ADVERTISING AGE ask- 
ed 25 leading creative advertising 
agency people to pick the ‘cream of 
the crop’ of all 1955 advertising. 
Out of 49 campaigns selected as 
outstanding, three were for beer— 
Hamm’s tv commercials and spots, 
the U.S. Brewers Foundation mag- 
azine ads, and Rheingold advertis- 
ing. 

“All indications seem to point to- 
ward the fact that both the profes- 
sionals and people who count most 
—the public—think that a repre- 
sentative portion of beer advertis- 
ing is anything but monotonous.” 


e Walter Guild, president, Guild, 
Bascom & Bonfigli, San Francisco— 
“Of course, Mr. Hopkins is right. 
The same thing could be said for a 
great deal of advertising. All he is 
saying is that there is very little 
really original, creative advertising 
being done in this country—only he 
is singling out the brewing industry 
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THERE IS BIG SIGNIFICANCE 
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BOVE COM 


T.R.... the only publication 
in the buying guide field that 
qualifies for the circulation 
authenticity and incompar- 
able advertising evaluation 
factors and standards nec- 
essary for membership in 
the outstanding A.B.C. and 
A.B.P. organizations. 


T.R. contains 9500 pages, vastly the 
largest and most comprehensive publi- 
cation in the purchasing guide field. 

T.R. circulation exceeds in num- 
bers that of any single edition of 
any other guide...In terms of Purchas- 
ing Power of the purchasing men who 
order it, pay for it, and use it, T. R. Cir- 
culation 1s more than the circulation 
of any other such guide. 

To largely major extent subscriptions 
are screened to accept only substantial 
purchasing powers and upper level finan- 
cial ratings in industrial beld. Average 
rating is high ... see ABC Audit. 

The only such guide with a govern- 
ment contract continuously effective 
during the past 12 years. Substantially 
all important Govt. procurement offices 
use regularly. 

Conservative estimate indicates use 
of T. R. by more than 60%; of total in- 
dustrial purchasing power of U. S. 

Sizeable foreign circulation in 116 
overseas trade centers. 


11,859 ADVERTISERS IN 
CURRENT ANNUAL EDITION 


THOMAS REGISTER 
461 8th AVE., NEW YORK 1, N. Y. 


Representatives in all principal areas 
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because he is close to it. 

“For those few breweries for- 
tunate enough to ‘own’ their mar- 
ket, it is quite academic. One of 
them, I believe, hasn’t varied an ad 
in many years. But for the rest of 
the breweries, large or small, con- 
tinuing reliance on ‘monotonous,’ 
|imitative advertising can only place 
them in jeopardy. 

“This is not to say all breweries 
have commonplace advertising. 
Quite the contrary is true. 

“Mr. Hopkins has made a plea to 
people in my profession to do their 
job right—and what can I say to 
this but amen. And maybe add that 
such a job pays off in hard cash 
profits.” 


e Another agency executive “who 
prefers the cloak of anonymity,” 
contributes this—“Who made Mr. 
Hopkins an authority on beer and 
cigaret advertising? Monotony is a 
point of view.” = 


Kresge’s 38 Newest 
Units All Located 
in Shopping Centers 


Detroit, May 14—S. S. Kresge 
Co. has been building all of its 
new variety stores in shopping cen- 
ters and plans to go right on do- 
ing so. The company has had 
considerable success with self 
service and plans to use it more 
and more, The customers want— 
and Kresge is providing—more 
higher priced merchandise on its 
counters. 


These were the salient points 
made by Franklin P. Williams, 
Kresge president and general man- 
ager, at the company’s annual 
stockholders meeting here last 
week. 

He revealed these figures about 
the new Kresge stores: All 28 
new stores the company opened in 
1956, and all 10 opened thus far 
this year, are located in shopping 
centers—bringing to 104 the total 
number of stores Kresge operates 
in shopping centers. Leases for 
new stores have been signed with 
79 additional centers, and negotia 
tions are under way to put stores 
in 45 more. 

At present Kresge Co. operates 
600 variety stores in the U.S. and 
an additional 83 in Canada. 


system, Mr. Williams reported that 
the company has had generally 


® About the checkout self service | 


Advertising Age, May 20, 1957 


good experiences with it in small 
volume stores and is now trying it 
in several big stores in shopping 
| centers. The company now has 222 
|stores working on the checkout 
principle, 64 of them having start- 
jed using it this year. 

There is a drawback to the 
checkout system in certain lines 
of merchandise which require per- 
sonal service, he said, but he added 
that such service can easily be 
rendered even within the checkout 
system. 
| Mr. Williams also noted that 
Kresge stores are now selling new 
lines of merchandise that are 
somewhat higher priced than have 
heretofore been displayed. Reasons 
for this, he said, were “changing 
economic conditions, population 
movement, higher family income 
and the age and economic status 
of our customers,” which have 
given rise to demands for merchan- 
dise with higher price tags. 


® Kresge earnings increased in 
1956 for the second year in a row, 
Mr. Williams reported. Earnings 
dropped each year from 1951 
through 1954; only in 1955 was 
the trend reversed. 

The outlook for 1957, according 
to Mr. Williams, is for continued 
gains in profits. He noted that 
April, 1957, sales were 32.18% 
above April, 1956, and were the 
highest on record for any single 
month. Sales volume in the first 
four months of 1957, he said, was 
2.13% above the same period last 
year. + 
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Three Join Grey Advertising 

Grey Advertising Agency, New 
York, has appointed Harold Druck- 
er to its copy staff, Alvin Achen- 
baum a project manager in the 
marketing and research depart- 
ment, and Wallace Pfeifer an art 
director. Mr. Drucker formerly was 
with Arthur B. Kaplan Co.; Mr. 
Achenbaum previously was with 
| McCann-Erickson, and Mr. Pfeifer 
| was with the New York News syn- 
dicate. 


Bendix Promotes Abel 

A. E. Abel, assistant general 
|manager of the radio division of 
\the Bendix Aviation Corp., Balti- 
more, for the past year and a half, 
has been named as general man- 
ager of the division. He succeeds 
| E. K. Foster, now a vp and group 
|executive at Bendix. 
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“T his car has been carefully driven by a big media man.” 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including 
a 21,000 edge in City Zone Circula- 
tion . . . a healthy lead in Retail 
Display Linage. Get full story from 
Moloney, Regan & Schmitt, Inc. 


<_ i Se oe Bie A_oak re ia Ot ae ee, ee 3) ue ee a eee See ci “och ge 7 E: - Sp es eras tad Ceo 
oN ao A a a he i ee ome ne. ge a Se et oe ee) ee ee ee chit wey te er ee ae a eis 8 ee Rt OS. oe pee 
a See fee eee te ee. oo ee ee 
ee Se ee ee ee fe eR | ey eee es Ua. aa “Shee . ta =e De re i 
es ee a 2 ei as ; on er oa eee an a See a Sen? SR i i 5 Sc 
ape ere 2 vor) a : ( Pero es ke mes as tear er ee oe ae eer 5 See ay ieee coal ecb eden Pegs ; ee te EE ees 
eg ee yee te = serie ee 2 ies oe eas . 5 = - 4 oe % aie: Sopa ape <a 4 f : a - 2-3 cea taaeies - ae a pit ie FP ra 2 Se es Rae 2 jiceteny. 
Pe es 
‘ oo". 
9 
oi 
; a: 
y | “4 
& r 
a . 
ye 4 
Bret ag 
a 4 
on ae ee. 
Sgoie ae 
=, oe =a 
4 —— 
4 id 
a “of 
; a 
: 
Fa 
, 3 
Pe ~ 
vie 3 ; = 
Le a ey 
| tae: Po | : 
cae ths 
ce Dos 
joe ee ~ 
: ‘ rh 
Po 
4 } 7 
4 j 4 
a ; : 
eee | = 
\ N 
ci cs | 
te oe ae «y 
Saas 7 a ) 
fam. =e ay ee ee a 
* . = 7% eae Ye mes | 7, far 
sf cl THEI TH Sl HS THOMA P ae 
|i DY REG ez ry: =P | EG A-F eGisté a 
= P Ree | ER Por iaad 3 
ae: ce |e | fee 1d cell 78 
a ae wh == % F ——— a 
= = j= a Z 
3 a0. te Z a 
| Ss j es 
i | Tr} oA, i: 
4 . oe it9 = sf . 
ee) & « “ye we 
a } — 4 . a a 
rn s an 
ened = Si 
ia fers of 
se > 
* INTHE A i 
i, i 
eee. a 
pe nay. 
ae in 
Eee. Ne 
aq or 
" 
stom PO 
ie EPC EL aS i EO oP 4 
hes 2s 
Bhs * 
Ree, COOOCO? ov ° yor se 
ae ; 2°0o0, oe000°™.. . Me 
oS =e 4 . — F 
ee. Tea vs = 
4 7 sae pO : 
* it 2 ~ — a2 
ty Ye 
3 - an “Bs py * fixtia) oe >~ ne Bur a 
a 4 } CHEAP 
2 hy w ee Op ER 
ae ws — é 
pees: - —; — ae 
oa 2 4 I i w& ) eg all -), 
ae f ‘ i * fe 
ot See on * ——_ = —— a a 
ites <= 4 a 
Se , ROR SA / > 
re ea : ar — | g S eri / iy — ae 
ae : . | — 
vs fe - 2 | 
mie 0 | 
The ne I) SS Va 
( Se Solie No / : : 
- \ lid Cine 1 in — 
ee: the ¢ inc inne Mati is FY 
iron al “<A 
a —— S ; 
Py gn se 
ee SS 7 — ; 
Bn es | iS ¥ ys 
ae a | eS  / 
ae LE . 
Ww ¥ i 
ae ee P 
; . ee a : +4 \ ' % | : 
coe es vrs re pe 2} BS ey hs * < Z 
= 
Soe ro 
a 
oe ae 
is Sa 
ial TES 
ree 
oa is 
5 a & 
ee peer FSP RE a ee , hraeeepae Ls acme er areas, mane che Se: a a ee ae CU 
a Sam Ws 2, Ge ge ile ease ye | ‘ ; : ere ky eee ee ey ae ee ee a oaks eee Be he he 
Bet 5 : ; Comrade bt tee neni MATRON, | ¢ : adit ire lat Da it gee See | eee eee ae ee en es eee eta ieee C feet 
i in te i 8 LL erate eh si) Rieke bal Stes Segoe ee dine Sareea: Vien aan eer SS AT nie ges pe ame aa eee = aa “ses ie caakcaen’. 
ieee rs. 2 FS, Balt ae ere Sarat . . at Bay Seen aie a oy ee ee ee a were of. 2 eee ey. ee ang Es Ce? ae eee ee ee ye he ie yee aes 
yells Some eeesere teak. Lee ot oeee GIN Ts File ES: Be ee a age ran ag St sea es cabins Se eee ie Se ete OI 
F = A Sa c i a 


The University of Illinois takes pleasure 
in announcing the 


B= =BENJAMIN FRANKLIN 
MAGAZINE AWARDS 


FOR 1956 


| BENJAMIN FRANKLIN MAGAZINE AWARDS were instituted in 
1953 to honor the outstanding editorial achievements of the men and 
The University f Gliness 


oiite women who publish, edit and write for American magazines. Conceived 
is honored te prove ji 


BENJAMIN 
FRANKLIN 


by The Society of Magazine Writers, the awards are administered by 


the University inois v he assistance of < visory Council. 
Benjamin Franklin University of Illinois with the assistance of an Advisory Counci 


“aa8 Magazine Awards More than 700 entries were received in this, the fourth annual com- 
MAGAZINE oe 
I petition. From these, eight magazine features were selected for awards. 
z AWAR D The annual presentation of The Benjamin Franklin Magazine Awards 
aTecor’) recognizes the increasingly significant contributions that magazines make 


THE BEST ARTICLE ON(NAME OF C 


1956 


to the national culture and well-being. 
vblished yp on American mogorine of general circ 
published) 


FINAL JUDGES 


TO 


f AWARD WINNER 
(NAME © Herpert ALEXANDER Editer, Pocket Books, Inc 
Davw Brown Story Editor, 20th Century-Fox Film Corp. 
” , 1 Heri 
4 May, 1957 Bruce Catron Edstor, American tage 
presente y Joun McCarrery New scaster, National Broadcasting Company 
Juuian Mutter Editor, Harcourt, Brace & Co., Tac. . 
Geratoine Rwoaps Associate Editor, Ladies’ Home Journal PP 2 
Wooprow Wirsic President, Wirsig, Gordon & O' Connor a ‘ 
LOOK THE SATURDAY EVENING POST HARPER'S LOOK 
April 3, 1956 Oct. 6 through Nov. 10, 1956 August, 1956 Feb. 7 through March 6, 1956 
Asylum — i on F 
Harpers , : a ; 
= } The We 9 : 
aE, GUFASOS Z 
in jACKIF. " - . 
OVERDUE CHAN POLICY ae — # > 
our FOREM en & 
' . 4 * 
z } R 
/ = = is 
' s >_> 
: Fe 3 
4 
T “= aaa | a rs 
For most distinguished and meritorious For the best article or series depicting life and For the best interpretation of the foreign scene or of For the best article depicting a person, living 
public service: to GARDNER COWLES, culture in the United States: to JOHN BARTLOW MARTIN, our foreign relations: lo GEORGE F. KENNAN, or dead: to jim BISHOP, é 
Editor, a gold medal and a scroll @ scroll and the sum of $500. a scroll and the sum of $500 a@ scroll and the sum of $500. 
$ 
LADIES’ HOME JOURNAL HARPER'S LIFE READER’S DIGEST . 
June, 1956 April, 1956 Feb. 27, April 16, June 4, Oct. 1, Now. 26, 1956 November, 1956 5 
es “ee = ~ 
; y 
\ = 
yl »p t tT ky ™ 
| x3 ra ee D 
, SINSUETED & \ \ mae Trash 
\ | =. 
1 tH 
' \ 
\ 
\ 
\ 
\ 
\ 
i 
For the most distinguished writing involving a 
For the best article about science or health: For the best short story For an outstanding presentation in any category not original reporting: to CORNELIUS RYAN, a scroll 
to GLADYS DENNY SHt LIZ, fo WYATT BLASSINGAME, specifically covered by the other awards: fo LINCOLN BARNETT and the sum of $1,000. 
a scroll and the sum of $500 a scroll and the sum of $500 


and the staff of “Life.” a scroll and the sum of $500 ( This article originally appeared in Collier's, and was condensed = 
an the November isswe of Reader's Digest.) - 


These presentations were made at the Benjamin Franklin Awards Dinner, May 16, climaxing 


the 4th Annual Editor-Educator Conference at the Waldorf-Astoria Hotel, May 15 and 16. i 


CO-SPONSORED BY MAGAZINE PUBLISHERS ASSOCIATION, INC., AND NATIONAL EDUCATION ASSOCIATION 
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FTC Hits Chicle 
Co.'s ‘White Coat’ 
TV Commercials 


(Continued from Page 1) 
FTC action has been taken. 

Apparently, however, American 
Chicle Co. will be able only to 
guess how many stations, if any, 
are receiving official notice from 
FCC of the complaints issued to- 
day. 

In four previous cases launched 
since approval of the FTC-FCC 
pact, networks or stations carrying 
the commercials were mentioned 
in the complaint. While no network 
or stations were mentioned in the 
Rolaid complaint, FTC Secretary 
Robert M. Parrish said that does 
not mean FCC will not have in- 
formation about stations known to 
be carrying the controversial an- 
nouncements. 


® As Mr. Parrish explained it, 
FTC provides FCC with informa- 
tion in addition to the complaint 
itself. This would include investi- 
gation reports which are not gen- 
erally available to the press or the 
public. 

In the “white coat” ad men- 
tioned in the complaint, the picture 
shows a man in doctor’s office, 
sitting at side of a desk. Doctor, in 
white coat, sits behind desk. As 
quoted in the complaint, the man 
asks, “Doctor, how can I get rid 
of acid indigestion, pain and sour 
stomach?” It quotes the doctor: 
“Try to avoid harsh, old-fashioned 
alkalizers. Instead take Rolaids. 
Now Rolaids cannot over-alkalize 


QUESTIONED—This still from a Rol- 
aid tv ad is part of FTC’s dossier. 


—cannot cause acid rebound. Rol- 
aids restore stomach acid balance. 
So next time you have acid indi- 


gestion, take a Rolaid. It’s based | 


on a medically approved principle 
to relieve acid distress.” 

In one of the others, acid is 
spilled on a napkin to show that | 
concentrated stomach acid will) 
burn through. In another case, two | 
beakers of dark liquid are used to 
compare neutralizing ability of| 
Rolaids with “old fashioned alka-| 
lizing ingredient.” 


this color spread in July, August 
Coed, Family Circle, Life and 
pastel-blue Teen-Age by Modess 
a 25¢ introductory offer. Young & 


TEEN CAMPAIGN—Personal Products Corp., Milltown, N.J., will run 


Phe wren! 


Th ft phe eel deme, or oem 


and September in American Girl, 
Seventeen to introduce its new 
sanitary napkins. The ad features 
Rubicam, New York, is the agency. 


icy between the FCC and the FTC 
|might have the effect of convict- 
‘ing an advertiser of misleading 
|advertising without giving him a 
chance to prove himself innocent 
(AA, March 25). 

In that case the agency com- 
plained about a letter from NBC’s 


which called attention to the 
FCC’s new policy of forwarding 
FTC ad complaints to stations and 
networks. 

At that time Carl Watson, New 
York manager of continuity ac- 
ceptance for NBC, told AA that 
this letter, warning against the 
derogatory technique used, cli- 
maxed a series of letters relating 
to this particular account. 


s For some time there were ef- 
forts to persuade the agency to 


change the copy. The commercial | 
also reportedly was brought up 


before the NARTB code review 


board. However, NBC continued | 


|to accept this business. The com- 
|mercial ran for quite a while on 
|the Sid Caesar show. It currently 
is running as a spot schedule on 
three NBC-owned stations. 

The Rorabaugh report for the 
first quarter of 1957—the last pe- 
iriod available—showed Rolaids 
| with a spot schedule on 121 sta- 
|tions. According to TvB, Rolaids 
had a gross expenditure of $372,- 
300 for spot tv time in 1956. + 


Curtis Gross, Net 
Up in First Quarter 


PHILADELPHIA, May 15—Gross 
| operating revenue for Curtis Pub- 
| lishing Co. for the first quarter of 
1957 was up about $1,500,000 over 
the same period a year ago. 

Net earnings after taxes for the 
first quarter were $1,390,450.83 as 
compared to $1,176,344.99 a year 
ago. Gross revenue totaled $47,- 
660,898.63 as compared with $45,- 
076,747.93 for the first quarter of 
1956. 


continuity acceptance department | 


‘Report ‘Confidential’ 


Indicted by L.A. 


‘County Grand Jury 


| Los ANGELEs, May 16—There has 
| been no official statement from the 
attorney general, court or grand 
jury but all Los Angeles newspa- 
pers and news sources carried this 
story today: Five corporations in- 
cluding Confidential and 11 per- 
sons are reported as being named 
in a secret indictment handed 
down by the Los Angeles County 
grand jury yesterday. 

The indictment, it is said, lists 
charges of conspiracy to publish 
criminal libel, publish and distrib- 
ute lewd and obscene material, 
disseminate illegal information 
about abortions and about male 
rejuvenation. 

Presentations of the charges to 


the grand jury followed a six-| 


month investigation by the Cali- 
fornia attorney general’s office. 


® Reported named in the indict- 
ment are Confidential; Kable Pub- 
of New 


ers Distributing Corp. 


Hollywood Research, Confidential’s 


Persons named are Robert Har- 
rison, Michael Tobias, Edith Tobi- 
as, Harrison’s sister, Helen Studin, 
also a sister, Dean Studin, circu- 
lation manager for Confidential, 
A. P. Govoni, editor of the maga- 
zine, Fred S. and Mariorie Meade, 
operators of Hollywood Research, 
Franchesca de Scaffa, actress, and 
Robert Kable and Richard Cox of 
Kable Publishing. 


commit a misdemeanor which then 
becomes a felony is imprisonment 
up to three years or a $5,000 fine. 
Among the many witnesses seen 
by the grand jury was Liberace, 


|against Confidential for $25,000,- 


Consumers Have High 


Advertising Age, May 20, 1957 


Incomes, Plan to Buy 


More Autos, 23-City Newspaper Survey Finds 


MILWAUKEE, May 15—Admen in| 
the auto field, auto retailers and| 
|manufacturers can rest a little| 
easier! 
| Figures compiled in the 12th an- 
|} nual “Milwaukee Journal Consoli- | 
|dated Consumer Analysis” show} 
| that predictions of a better market 
this year than in 1956 should be 
| borne out. | 

The results of the surveys car- 
| ried out by 23 newspapers in mar- 
kets throughout the nation found 
|15.1% of the persons contacted 
planning to buy autos this year. 
That compares with 14.4% in 1956, 
14% in 1955 and 13.2% in 1944. 


ership. Pillsbury was first in nine 
markets and Duncan Hines in one. 

The percentage of cake mix us- 
ers was down slightly, however, 
with 81.5% for 1957 comparing 
with 83.9% in 1956 and 81.4% in 
1955. 

Among pancake or waffle mixes, 
Aunt Jemima led in 19 markets in 
the current surveys, with Sperry 
first in another seven, Pillsbury in 
two and Bisquick in one. Use of 
those pancake and waffle mixes 
was 76.9% in 1957, while it was 
78.3% in 1956 and 75.9% in 1955. 

Margarine use continued down, 
with 78% of the contacts using it 


In some areas, however, a in 1957, compared with 79.4% in 
slightly larger number of persons | 1956 and 80.1% in 1955. Nucoa was 
than in 1956 are planning used, | first in seven markets; Blue Bon- 
rather than new, car purchases. _ net in six; All-Sweet in four; Mrs. 

|Filbert’s and Parkay in two and 


s The individual annual reports,|) Nu-Maid and Good Luck in one 


The penalty for conspiracy to| 


correlated here by the Milwaukee 
Journal, are now being printed | 
in a consolidated report. They are| 
expected to go out soon to ad- 
vertising agencies, manufacturers 
and others designated to receive 
copies by newspapers participating 
in the study. 

The areas covered in the 23 in- 
dividual surveys have about 5,000,- 
000 families and a total population 
of over 19,000,000 persons. Con- 
tacted in the various samplings 
was a total of 69,398 persons. 

The surveys found that the year- 
|ly family incomes of over 25% of 
|the persons contacted in 1957 

topped $7,000, compared with 21% 
lin 1956. 

| The 1957 breakdown was $4,000- 
| $4,999, 19.5% ; $5,000-$6,999, 30.9%; 
| $7,000-$9,999, 17.4%; $10,000 and 
over, 8.3%. In 1956 it was $4,000- 
| $4,999, 20.3% ; $5,000-$6,999, 28.8%; 
| $7,000-$9,999, 14.3%, and $10,000 
and over, 6.7%. 


A greater number of housewives 


|are also working this year, 30.9%, 
a majority of them fulltime, as 
compared with 29.8% in 1956 and | 
| 29.3% in 1955. 
'the housewives with home food 
and 13.2% in 1955. Ranking first | 


| spot, with General Electric leading | 
| in two and Philco, Sub-Zero, Cool- | 
|}erator, Amana and Montgomery 
Ward in one each. 

Automatic dishwashers were | 
owned in 5.8% of the homes con-| 
tacted, compared to 4.9% in 1956 
and 3.9% in 1955. 

The trend away from wringer 
type washing machines was shown 
by the 37.2% ownership of them 
this year, while the figure was 


each. 


® Among dish-washing products, 
Lux Liquid became the most pop- 
ular in 13 markets. Tide remained 
ahead in six and Joy and Ivory 
Bar led in two each. A year ago 
Tide was the leader in 11 and Lux 
Liquid in seven. 

Lux led in 14 markets as the 
most popular toilet soap for hands 
and face, the same as in 1956. 
Ivory was first in eight, up one, 
and Dial in one. 

Dial continued to top the field 
in toilet soaps for the bath. It 
was first in 14 markets, compared 
with only 10 in 1956. Ivory was 
first in six areas, compared to sev- 
en in 1956, and Lux led in three, 
down one from a year ago also. 


® The hold on the various markets 
by preducts for fine fabrics re- 
mained about the same as last 
year, with Lux Flakes first in 18; 
Ivory Flakes in four and Ivory 
Snow in one. 

Among toothpastes, Colgate led 
in all 23 markets, with Gleem 
holding second spot in all but one. 
In home permanent waves, Toni 


lishing Co. of Illinois; Publish-|® The year 1957 found 17.8% of|led in all markets surveyed. 


In aluminum foil use, Reynolds 


York; Whisper Inc., New York;) freezers, as against 13.6% in 1956) led in 21 markets; Kaiser in two. 


source of material in Hollywood.| in brands in 16 markets was Cold-|# Hamm’s beer, a product of the 


Theo. Hamm Brewing Co. of St. 
Paul, led in the most markets as 
the favorite brand and in percent- 
age of use in bottled beer and in 
canned beer. Last year it tied with 
Burgermeister as the favorite 
brand and led in canned beer use. 

Hamm ’s this year ranked first 
in three markets in per cent of use 
in the bottled beer classification, 
with the runner-up Lucky Lager 
in two markets. In canned beer 


39.6% in 1956 and 43.7% in 1955.| use and as favorite brand Hamm’s 


after his appearance, filed a suit| 


| 
te 


Oe. 


| was first in four markets and Bur- 
s Betty Crocker cake mix was the germeister in two. 
first choice in that field in 1957) 
. . in 13 markets, continuing its 1956|# This year’s survey included two 
who on Wednesday, immediately | survey hold on the cake mix lead-| more papers than in 1956, the Wi- 
|chita Eagle and the Denver Post. 


Other papers making up the sur- 


Stomach acid is not capable of 
burning a hole in a napkin, FTC 
says, nor are Rolaids twice as ef- - ‘ } 
fective in neutralizing stomach | Pointed out in a report to stock- | 
acids as some competitive antacid |°lders that the improvement in 
preparations. | canminge was achieved in spite of 

|a decline in The Saturday Evening 
s When asked if there would be | Post’s revenue and linage, which 
any copy changes for Rolaids tv | W@5 off about 1.6% or $324,866 in 
commercials as a result of the | the first quarter as compared with | C. Dowd Inc. Mr. Wall previously 
FTC action, R. B. Kyle, vp in| the same quarter of 1956. | was director of advertising, ager! 
charge of promotion for American| This loss was more than offset | relations and consumer sales of 
Chicle Co., said the company has | by the combined ad revenue gain | Atlas Plywood Corp. 
been selling a lot of Rolaids and|°f $1,685,352 or 19% by Ladies’ 
“aims to keep on selling them.” |Home Journal and Holiday. 'Grand Union Boosts Brightman | |cramento Bee, Salt Lake City 

There was no indication that the Mr. MacNeal reported that the | Emerson E. Brightman, formerly | “~ | Tribune & Deseret News, San Jose 
advertiser plans to discontinue a | COMpany accepted tenders for 4,-| director of grocery-non-foods op-| SHERWOOD DODGE, who has been) Mercury-News, Seattle Times, St. 
campaign that has been success-|535 shares of $4 dividend prior | erations of Grand Union Co., East| with Foote, Cone & Belding since | Paul Dispatch & Pioneer Press and 
ful. Beyond that, the matter is preferred stock at an average price | Paterson, N. J., supermarket chain, 1938, will join Fletcher D. Richards Washington Star. + 
being treated as a “legal prob- | of $55.77 and 8,141 shares of $1.60|has been appointed director of|),. Now york. June 1 as exec . . 
lem, which is in the hands of law- | dividend prior preferred stock at| merchandising of the chain. He)". no,” pobeaait eneral Otters ‘Wong Time 
yers.” jam average price of $21.76 since| joined the company in 1948, was P- : ge, : i < e Wong Frozen Chinese Foods is 

Rolaids is the product which|last December. The company|made research director in 1950,|™¢"@9¢r of FC&B’s New Yor °f- | sponsoring a new hourly feature, 
Ted Bates & Co. had in mind sev- | bought 20 shares of the $4 stock | general manager of grocery mer- | fice, was recently appointed nd-\the “Wong Time and Tempera- 
eral weeks ago when the agency|on the open market and 2,705) chandising in 1952, and director of | tional marketing director of the | ture,” on KFWB, Los Angeles. 
charged that the new liaison pol- shares of the $1.60 stock. # non-foods operations in 1954. agency. | Mort] & Siteman is Wong’s agency. 


| 000. + vey group are the Chicago Daily 


4 News, Cincinnati Times-Star, 
Columbus Dispatch-Ohio State 
Journal, Duluth Herald & News- 
Tribune, Fresno Bee, Honolulu 
Star-Bulletin, Indianapolis Star & 
News, Long Beach Independent & 
| Press-Telegram, Milwaukee Jour- 
nal, Modesto Bee, Newark News, 
Omaha World-Herald, Oregon 
| Journal, Portland, Phoenix Repub- 
lic & Gazette, Press Herald-Eve- 
|}ning Express, Portland, Me., Sa- 


a . 2 ’ i nt, it 
oe gee Pope Fag Bresnick Names Roscoe, Wall 
Bresnick Co., Boston, has ap- 
pointed Gerald D. Roscoe senior 
account executive and Donald R. 
|Wall an account executive. Mr. | 
Roscoe formerly was a vp of John 
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THE DENVER POST 


Consumer Analysis 
1957 
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NOW! available hor the first time 
A CONSUMER ANALYSIS 
: OF THE DENVER MARKET: 


Here is a revealing, accurate and up-to-date analysis of 

the buying habits and brand preferences of consumers, the store 
_ distribution of many packaged products, and the consumers’ 
future buying plans for such big ticket items as automobiles. 

a Categories surveyed in the Consumer Analysis include: food, 


cosmetics and toiletries, soap products, cigarettes, beverages, appliances, cars 
and automotive products. 


This valuable guide to marketing in the nation’s fourth fastest-growing 

major market is yours for the asking. Just write, on your business stationery, to: 
NATIONAL ADVERTISING MANAGER, THE DENVER Post, DENVER 1, COLORADO, 
or ask the nearest office of Moloney, Regan & Schmitt, Inc. for your copy. 


*One of 23 major markets surveyed in 1957 by 
member newspapers of the Consolidated Consumer 
Analysis Group. 


: CIRCULATION 
THE DENVER POST Evening, except Saturday. . . . 261,401 
paimee MOTT, 401108 ane puetsbes Sunday fa ¢se @iukw wes 352,861 
~ Empire Magazine & Comics. . . 376,285 
Reps dw. ily by Moloney, Regen & Schmitt, Inc. A.B.C. Publisher's Statement 


September 30, 1956 
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among news and management weeklies... 


FIRST IN CIRCUL] 


BIGGEST CIRCULATION GAINS, 
NEWS AND MANAGEMENT WEEKLIES 


1946 —1956 


In the past ten years 


the four news and 594.47] 


management weeklies 


gained over 1,581,000 488,253 


in circulation. Ss | 367,274 


Of that total gain, 
37.6%, or well over 
half a million, was 


131,129 
scored by one magazine— 


“U.S.News &World Report.”’ 


“USN&WR” Time Newsweek Business Week 


¢ Source: Comparison of publishers’ statements to the Audit Bureau of Circulations 


Now more than 900,000 net paid circulation 


...€@a market not duplicated by any other magazine in the field 
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More and more of America’s Important People 


are making their plans and decisions on 


what they read in “U.S.News & World Report’’ 


Here’s a magazine devoted entirely to the essential 
news of national and international affairs. Useful 
news, original news. Nothing else. This growth dra- 
matizes the ever-increasing impact of the essential 
news on the day-to-day living and planning of people 
with big responsibilities—people who take their re- 
sponsibilities seriously because their decisions are 
big ones. 

One important point about this growth: it has 
come with the use of only the most voluntary of circu- 
lation methods—without the use of premiums, with- 
out salesmen, without sales in combination with other 
magazines. 

More and more of the important people who read 
and respect ‘““U.S.NEws & WorLD REPORT’ are tell- 


ing their friends and associates how this magazine 
digs out for them the useful news and crystallizes its 
meaning, week in, week out. 

Think for a moment what this growth—this vol- 
untary growth—means in terms of advertising values. 
Here, in one audience, is a concentration of the 
initiators and decision-makers in business, industry, 
government and the professions. Here, too, is a 
magazine that has those priceless qualities of being 
respected, believed, read and acted upon. 

With lowest per-thousand costs in the field, 
“U.S.News & WorLD REporT” is today an even 
greater value than before—a magazine which more 
and more companies are finding essential in their 
advertising programs. 


SOME QUICK POINTS FOR ADVERTISERS 
ON THE “U.S.NEWS & WORLD REPORT" AUDIENCE: 


Three out of four subscribers hold 
managerial positions. 


Family incomes average $14,826— 
highest of the news magazines. 


In survey after survey of Amer- 
ica's leaders in business, industry, 


government and the professions, 
“U.S.News & World Report" con- 
sistently receives the most votes 
as the magazine in the news and 
management field most useful to 
them in their work, and the one in 
which they place most confidence. 


USEFUL NEWS 
FOR IMPORTANT — 
PEOPLE 


U.S.News 


Amerteas Class News Magazine 


An essential magazine ... essential to more and more 
readers ... essential to more and more advertisers 


For fully documented facts, contact your advertising agency or 
our advertising office nearest you. Advertising offices at 

45 Rockefeller Plaza, New York 20, N. Y. Offices also in 
Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
San Francisco, Los Angeles, Washington, and London. 
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The Editorial Viewpoint... 


The Agricultural Price Spread 


It is becoming clear that agricultural marketers had better be pre- 
pared to defend themselves, in Washington and throughout the coun- 
try, from the age-old charge of gouging the consumer while squeez- 
ing all the profit out of the poor farmer. 

The groundwork has been carefully laid, and now that the House 
agriculture committee has started hearings, it is a safe bet that the 
editorial columns and the airlanes will be filled with direct and indi- 
rect attacks against the greedy middle man who has run up the aver- 
age city dweller’s grocery bill some $500 in the past ten years while 
giving only $45 of this handsome increase to the farmer. 

We won’t attempt to solve this country’s complex farm problem in 
the next few hundred words; even our own high opinion of ourselves 
doesn’t extend quite that far. But we do rise to utter the fervent hope 
that no marketer of farm products will take a defensive position 
this time, because it is our firm belief that marketers and marketing 
science have done the farmers of this country an enormous service—a 
service for which they deserve thanks and not abuse. 

Some of the most successful and some of the most exciting and 
romantic marketing successes of the past 50 years have been achieved 
in the marketing of farm products—and not infrequently by groups 
of farmers who have had the ability to recognize that marketing 
(like farming) is a job for experts, and who have consequently band- 
ed together to use the tools of marketing and advertising to develop 
products that the public wants, and to sell them by the techniques 
that have proven successful in the market place. 

It is no accident that the kind of farmers who are suffering least 
from recent depressed farm prices are the people who have recog- 
nized the importance of marketing to agricultural producers and who 
have banded together to advertise and promote branded merchandise 
of one kind or another. Scores of fruits, nuts and vegetables, as well 
as numerous other agricultural crops, have built exceptional stability 
and public acceptance in the wake of intelligent marketing and ad- 
vertising programs, and others could do the same. 

But in the over-all picture, the farmer (and the politician) must 
realize that agricultural commodities cannot fight a trend which has 
enveloped the whole nation. Extra services and extra conveniences, 
plus the relative simplicity of production and the growing complexity 
of marketing, are changing the “cost mix” on all commodities, agri- 
cultural as well as others. In our society of economic abundance, 
marketing costs are bound to rise in relation to total costs. This is 
something we must recognize as one of the simple facts of life, and 
not as something sinister in itself. 

The important price element—the only really meaningful price 
element—is the total price, measured in terms of constant dollars or 
hours of labor. On that score, the consumer is today getting better 
food at a cheaper price than ever, and the marketer deserves a con- 
siderable part of the credit. 


The Co-op Advertising Situation 


In the feature pages of this issue, ADVERTISING AGE begins a three- 
part discussion of cooperative advertising which we recommend to 
all thoughtful advertising people. 

Lester Krugman, the author of the series, estimates that co-op may 
account for as much as 20% of total advertising in this country, and 
while the figure may sound high, it should be remembered that co-op, 
or something closely resembling it, frequently represents the major 
part (or even the total) of the advertising of many products. 

Cooperative advertising has been praised and damned, always with 
fervor. It has problems which are complicated by federal law and 
by rate differentials, in addition to its usual, normal complications. 

In any case, co-op advertising is a realm of darkness and confusion 
for most admen. It is a hush-hush world in which little is said, and 
that little is frequently said with tongue in cheek. Mr. Krugman 
takes a searching look at the subject, turns light into the dark cor- 
ners, and clears up a good many misconceptions. 


What They're Saying 


‘Boon and Bane’ to Admen 

Sure, research trouble is com- 
mon to all media. But, if those of | 
us who work with research, and | 
make decisions on the basis of it 
will remember these four admo- 
nitions— 

Research is a tool that must be 
used properly; 

Don’t expect too much from me- 
dia research; 

There is no magic in statistics; 

There is more to research than 
results—if we will only remem- 
ber these points, and apply them, 


life will be much less frustrating. 


—Kenneth E. Runyon, market 
search director, 
Co., St. Louis, in a Journalism Week 
speech at the University of Missouri. 


‘The Idea War’ 

When it comes to spreading 
ideas, the communists believe pas- 
sionately in advertising; the Amer- 
icans, very little. We believe in 
mass communication to move 
goods, but we have been deeply 
suspicious of it as a way to move 
ideas. No group raises a finger to 
|help the U.S. Information Agency 
iretain even its modest appropria- 


re- 
Gardner Advertising 


—W. L. Guisewite, Church & Guisewite Advertising, Midland, Mich. 
“He says we lose money on every account but make it up in volume.” 


tion—about 70% of what one 
American company spends to ad- 
vertise its products. 
—Theodore S. Repplier, president, The 
Advertising Council, speaking before 
the annual meeting of the American 
Assn. of Advertising Agencies. 


No Place for Dull Dogs 

It is a mistake to choose adver- 
tising as your career unless you are 
articulate. You must be able to sell 
your ideas—first to your boss, then 
to your client. 

It is also a mistake to choose this 
career unless you can write. Ad- 
vertising is words. Very, very few 
of the men graduating from Amer- 
ican universities today can write 
well enough to get far in advertis- 
ing. 


If you can write lucidly, it 
doesn’t matter what subject you 
studied in college—so long as it 
wasn’t advertising. Undergraduate 
courses in advertising are a waste 
of education. In our agency we 
would much rather hire someone 
who has majored in Greek or phi- 
losophy or medieval history. 

We don’t want dull dogs. There 
is no place for mediocrity in the 
advertising business, except at 
very low levels. Most successful 


|men come from the top tenth or 


the bottom tenth in their graduat- 
ing class. Very few come from the 
middle. 
—David Ogilvy, president, 
Benson & Mather, in 


Career Opportunities,” 
The Harvard Crimson. 


Ogilvy, 
“A Guide to 
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Rough Proofs 


“Ogilvy propounds 39 rules for 
ad writing,” the headline says. 
They don’t sound very much 
like the Townsend Bros.’ famous 
28 points. 
< 


Ed Ebel says a typical family 
might be exposed to 1,518 ads in a 
single day. 

This is indeed the Advertising 
Age. 

e 

The man in the gray flannel suit 
got another compliment in reverse 
when Jack Christie, tv and radio 
director of the Democratic Nation- 
al Committee, uttered these preg- 
nant words: 

“A complete turnover to Madi- 
son Ave. agencies of certain polit- 
ical campaign functions is not the 
most effective way of winning an 
election.” 

e 

“Advertising,” says Coca-Cola’s 
Bill Robinson, “is a mirror of our 
customs and a reflection of our 
hopes and aspirations.” 

Put more crudely, the first step 
to a sale is when an advertising 
impression goes into the mental 
hope chest. 

+ 

National Gypsum says, “Yester- 
day’s house is as obsolete as yes- 
terday’s refrigerator. It has only 
one bathroom.” 

And in a family with kids, this 
is like calling a telephone number 
that’s always busy. 

a 


“Women,” says Julian Watkins, 
that careful student of the fem- 
inine sex, “are great idealists. 
They want to believe in something. 
Have you sent them any roses with 
your reasons?” 

Maybe that’s why the premium 
and trading stamp people are in 
business. 

7 


Arthur Towell, of Madison, 
Wis., saw a Bayer aspirin ad in 
tropical Jamaica, featuring a win- 
ter scene when the local mercury 
stood at 85. 

Maybe off-shore publications 
should accompany their circulation 
statements with latitude and tem- 
perature readings. 

. 


Howard Keefe objects to a fish- 
ing tackle ad which asks the ques- 
tion, “Which is best for bass?” 
when only two choices are given. 

Anglers insist the one that gets 
the most strikes is best for bass. 

e 


Not all the scientific minds are 
going into engineering and design 
departments. Collins Radio is ad- 
vertising for an electrical engineer 
to write sales brochures and copy 
display, and confidently expects 
to get him. 

s 


When advertising salesmen do 
hatchet work on the opposition, 
Norman Strouse suggested to the 
magazine publishers, “they leave 
deep gashes in the medium itself.” 

The idea is not to scalp the en- 
emy today if you expect him to 
fight on your side tomorrow. 

7 

Now that Hank Sauer is a mem- 
ber of the Giants, commentators 
like Lowell Thomas are going to 
have a lot of trouble remembering 
that he isn’t Hank Bauer of the 
Yankees. 

Copy Cus. 
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R To be well informed... 


Exclusive Advertising Representatives: 


‘) =. Now in its 24th consecutive year of total advertising leadership 
West Coast Representotives: 
CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


One Or More 


“Capsules” 
Every , 
Morning 


} Harrisburg Dateline 
e Finance Group agree yr F 


Republican majq _ 


for passage of th: 
s No-New Tax Plan, |: 
desk by Thuy — 


Urges le Gas Levy Cut |*:.. 
| 


en won ole 
eee inican Envoy R 


aanenton Dateline 


From Our Wire Services pee New York police are pressing/during 1 


WASHINGTON, March 10 inquiries into Porter's charges. | marine 
T's Dominican government has eee and Sa 


recalled an ambassador and) . 
School Aid Hassle 


shaken up its embassy staff here 6 
‘as a result of publicity given! Marion B. Folsom, Secretary of: 


charges implicating its agents in Health. Education and amg 
hamber | 
Foreign Datelines “seri” 


ife Faces All In 


From Our Wire Services 


JAKARTA, Indonesia, March 10. Java, Sumatra, Borneo and 
IOLENCE today threatened Celebes are the biggest islands 
Indonesia on all sides should in the 3000-mile chain whic 

President Sukarno go ahead with makes up the republic. The | 

his plan to inject Communists est defection came in So 

into his government. Sumatra, the oil, tin a 

With four bloodless revolts rich islan 

agains : i - . 
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Say & 


“News” can mean many things. A “big” local story that warrants front 
page treatment. A world-shaking event that rates banner headlines and 
extra space. And then there’s the “smaller” story, just as newsworthy, 
certainly, but not quite Page One material. 


That’s where The Inquirer’s ““Capsuled”’ news comes into its own. Here 
are the events from Washington, Harrisburg and world capitals—organized 
for convenient, easy reading. And in a format that has become as familiar 
to readers as The Inquirer’s famous front page. 


These features are important to advertisers, too, for they spur front-to- 
back page reading and account, in good measure, for The Inquirer’s 
extremely high readership reports. That’s another reason why The Inquirer 
carries more advertising linage than any other Philadelphia newspaper. 


~ Che Philadelphia Mnguiver 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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the new Sun-Times 


building now under ‘wn ae bathas hes be. Pre abe 211 W. WACKER DRIVE, CHICAGO 
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HERE'S WHY: 


In the City of Chicago...more people under 45 read the Sun-Times than 
any other newspaper. 


And this young family market is the biggest and “buyingest” market by far. Chicago's retailers know this . . . that's why 
The Sun-Times has surged up to second largest newspaper in total retail linage—\eading either evening newspaper. 


In the Chicago area...the Sun-Times—Tribune combination delivers greater 
coverage and more unduplicated circulation than any other 2-paper combination. 


No single Chicago daily newspaper covers even half the market. That's why it takes 2 . . . and for best results, 
the right 2 must include Chicago’s Young Family newspaper, The Sun-Times. 
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Weeklies 


THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-HAVY-AIR FORCE REGISTER 


Your advertising in 


ARMY TIMES, AIR FORCE TIMES and NAVY TIMES 
sells the 3,000,000 U. S. Armed Forces members and 
their dependents NOW —and establishes buying habits 
they will carry back to civilian life. 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘“Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 
Angeles, Miami, New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Volvo Increases Advertising 

“Spectacular” sales results on 
the West Coast, a_ traditionally 
competitive foreign car market, 
have motivated Volvo Distributing 
Inc., Detroit, to advertise the 
Swedish-made car on a national 
basis, the company reports. The 
1957 campaign will support recent- 
ly established Volvo dealers in the 
Midwest, South and Northeast. A 
magazine schedule includes Amer- 
ican Swedish Monthly, Car Life, 
The New Yorker, Road & Track 
and Sports Car Illustrated. News- 
papers and radio will also be used. 
Ruder & Finn, New York, is the 
agency. 


Fairchild Elects Carter 

John Carter, formerly vp of 
Corning Glass Works, has been 
elected president of Fairchild 
Camera & Instrument Corp., Syos- 
set, N.Y. He succeeds Sherman M. 
Fairchild, founder and _. board 
chairman, who has been serving as 
president since the resignation of 


John H. Clough several weeks ago. 


Nielsen proves: 


WKY-TV COVERS 66 COUNTIES 
TO THE OTHER OKLAHOMA CITY 
TV STATION'S 46! 


WKY-TV 


The nation’s first color TV station 


(source NCS #2) 
Zz 


=—e 
& 

oe 

WKY 

BC OKLAHOMA CITY 


Channel 4 


TAMPA 


WIVT 


OKLAHOMA CITY 
The WKY Television System, Inc. 


WSFA-TV 
MONTGOMERY 


Represented by the Kotz Agency 


Advertising Age, May 20, 1957 


Anti-Trust Probe 
Baffles Schwinn 


Cuicaco, May 14—The Justice 
Department’s decision to investi- 
gate the “method of sales opera- 
tions” of Arnold Schwinn & Co., 
bicycle manufacturer, with its 
dealers (AA, May 6) was termed 
a “surprise move” by Schwinn of- 
ficials. 

“Our first knowledge of this ac- 
tion came from newspapers,” said 
Frank W. Schwinn, company pres- 
ident. “We have never been con- 
tacted by anyone from the Depart- 
ment of Justice, nor do we know 
the identity of the complainants 
mentioned in the Justice Depart- 
ment’s press releases or the nature 
of their grievances. 

“We can only guess they might 
be retailers who have failed to 
qualify as franchised Schwinn 
dealers, but it is our understanding 
any company does have the legal 
right to select its own customers. 


s “Franchising of Schwinn dealers 
is based on standard requirements 
for all accounts to maintain a high 
standard of sales and service to 
Schwinn owners. This method of 
distribution was established with 
the advice of competent legal 
counsel, and we know of no con- 
flict with any existing laws. Con- 
sumers evidently are being well 
served by our dealers, judging 
from the expanding sales of our 
product.” 

Mr. Schwinn added that the 
company will cooperate with the 
government to supply information 
requested by a grand jury in St. 
Louis that will conduct the 
probe. + 


MacManus, John Reports 317% 
Billings Increase in 9 Years 
With the opening of the new 
media and accounting annex of 
MacManus, John & Adams, Bloom- 
field Hills, Mich., Ernest A. Jones, 
MacManus, John president, has 
announced the agency’s business 
has increased 317% in the past 
nine years. He said billings in- 
creased from $9,000,000 in 1947 to 
$37,500,000 at the beginning of 
1957. The agency now services 41 
accounts through its offices in 
Bloomfield Hills, New York, To- 
ronto, Los Angeles and San Fran- 
cisco. 


Photo was retouched and 

cutaway portion was done 

entirely by a PAASCHE V 
AIRBRUSH 
engineering line drawing. 
PAASCHE Airbrushes save time 
and increase profits when used for 


from an original 


Fue Pik. o> PE 


layout and finished art rendering 
as well as for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PARSCHEA BRUSH CO. 


Division of Cline Electric Mfg. Co 
teee W. Diversey Pkwy 7 Chicago 14 
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engineering an excitement-package 


Milk—ordinary cow’s type—is causing excitement on two 
continents because engineers have wrapped it in paper. 


New design ideas are solving packaging problems which 
have bothered mankind since the days of Louis Pasteur. 
Results of this engineering work include new materials, 
new equipment, and a lot of new business for the 
advertisers in MACHINE DESIGN. 


Developing new ideas into finished products is the 
function of MAcHINE DeEsIGn’s readers. To do this job 
they need information. The Editorial and Advertising 
pages of MACHINE DESIGN give it to them. 


That is why MacuiInE DEsIGN gets action from design 
engineers. Since January, 1956 when the number of issues 
per year was increased from 12 to 26, average 
advertising readership has jumped as much as 55°}. 
Inquiry volume has increased 2!» times. 


You can always look to 


MACHINE DESIGH 


for outstanding readership 


Cleveland 13, Ohio 
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one of the top ten midwest 
YOU NEED DAVENPORT NEWSPAPERS — 


The Quad-Cities — Davenport, lowa, Rock Island, Moline, 
and East Moline, Illinois, is a single market — one of the 
Big 10 in the Midwest! 


Sell this $494,275,000 market 
through Davenport Newspapers — 
first in lineage in all lowa! 


DAVENPORT 
NEWSPAPERS 


© SuNDAT 


CIRCULATION Over 50,000 Dail 
Full R.0.P. Color 53,000 Sunday 
7 Days per Week 


Represented by Jonn & Kelley, Inc. 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 


pireet Mail Men 


Can Shake ‘Junk’ 


Label: Cullinan 


CHICAGO, May 14—The vast 
amount of amateurish work done 


on direct mail campaigns is respon- 


sible for the “junk” title now wide- 
ily attached to direct mail pieces, 
George Cullinan, vp of Harry 


|\Schneiderman Inc., asserted here 


last week. 

In a talk before the Mail Adver- 
tising Club of Chicago, Mr. Culli- 
nan said that amateur work by 
small advertisers who don’t have 
the money to hire adequate talent 
is at least understandable. 

But he took to task the medium- 


|size advertisers who can afford di- 


rect mail talent but continue to do 
their own amateurish work simply 
because they don’t recognize direct 


Why J. Walter Thompson Timebuyer Selects 


Crosley WLW Stations for Ward Baking Company 


"WLW Stations do more than just take 

your time dollars. Their staff of 
merchandising—promotion experts work right 
along with the advertiser's sales people 
and follow through with trade contacts-—— 
buyers, brokers, distributors, store managers. 
Yes, I'd sure say that the WLW Stations offer 


Tip-Top service everytime, all the time!" 


puis poh 


Mario Kircher, Walter Thompson Timebuyer. 


Like J. 


Walter Thompson, 


Representative. You'll be glad you did! 


WLW 
Radio 


WLW-T 


Cincinnati 


WLWw-C 


Columbus 


Network Affiliations: NBC ABC. MBS 


Sales Representatives: N&C Spot Sales: Detroit, Los Angeles 
Bomar Lowrance & Associates, In 


, San Francisco 


Charlotte, Atlanta, Dallas 


WLW-D 


Dayton 


Sales Offices: New York, Cincinnati, Chicago 


¥] 


, 


. Crosley Broadcasting Corporation, a division of 


you'll get top service for your products on the 
WLW Stations. So before you buy, always check first with your WLW Stations' 


WLW-A 


Atlanta 


AYco 


alee F 


Ws 
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mail as a medium that require: 
skilled handling just as any other 
medium does. 

“Direct mail needs more skill, 
more talent and more study than 
any other advertising medium,” 
Mr. Cullinan said, “but it gets the 
least.” 

One reason for this failure, he 
said, is that advertisers—crucially 
the big ones—have yet to develop 
a respect for direct mail as a com- 
plex advertising medium requiring 
talent—‘“talent that must be paid.” 


® Another reason so little talent 
has been developed and so little 
research done, he said, is the lack 
of an adequate and standard meth- 
od of paying advertising agencies 
for direct mail work. To many 
agencies, he said, direct mail has 
been a low profit operation and 
they aren't very anxious to get 
into it. 

This partially explains why, he 
said, there are only 12 direct mail 
| advertising agencies in operation, 
jalthough about 15% of the dollar 
| volume of advertising in this coun- 
‘try is in direct mail. 

With postal rates almost bound 
to go up for direct mail advertisers 
within a year, Mr. Cullinan pointed 
out, direct mail users have more 
reason now than ever before to 
increase the productivity of their 
work. To that end he made these 
suggestions: 


e Direct mail users should accept 
the fact that at present their work 
is generally backward. 


e Direct mailers should avail 
themselves of every opportunity to 
learn more about their field—by 
studying work done by the Nation- 
al Research Bureau and by partic- 
ipating in trade education pro- 
| Grams. 

|@ Direct mailers in the medium- 
budget size ($5,000 to $20,000) 
should hire direct mail experts or 
work through an agency. 


e Large direct mail users should 
|affiliate with an agency regardless 
of how many experts they have on 
their own payroll. Such an adver- 
tiser needs—and can afford—all 
the technical skill he can get hold 
of, Mr. Cullinan said. 


e Direct mail agencies should be 
more creative in their work and 
use art, humor or anything else to 
overcome the medium’s problem of 
offering no editorial or program 
content as other media do. 


e More effort should be made to 
attract talent from colleges—‘“and 
you must be prepared to pay for 
it.” 


e Some standardized method 
should be worked out, and soon, 
to provide adequate compensation 
to advertising agencies for direct 
mail work, he concluded, + 


‘Coronet’ Division Publishes 

Two Books for Young Readers 

“Coronet Books for Young 
Readers,” a new division of 
Coronet, New York, has published 
“Fluffy the Ostrich” and “Naha, 
Boy of the Seminoles,” the first 
two books in what is planned to 
be a continuing series of juvenile 
books designed to entertain and 
|}instruct children. Each book will 
relate to a film subject of Coronet 
Instructional Films, which now 
has a library of more than 700 
titles. 

The books, principally directed 
to the primary age group (4 to 8 
years old), will retail at $1.50 
leach. Educational discounts to ac- 
credited groups also will be avail- 
able. Initially the books will be 
available directly from the pub- 
lisher only. Bookstore distribu- 
tion is planned by the fall of 1957 
Coronet will promote the books 
with full page ads, and ads in lo- 
|cal newspapers tying in with spe- 
cial tv showings of the related 
films are planned. 
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Du P ‘ , |Canadian BBB Condemns Philco, Plessey Form 
ont, Patentex False Price Advertising British Company 


sent 
Chemstrand Drives | During its annual meeting in| Phileo Corp., Philadelphia, and T (} ) interes capacity? Could it be produced 


printer’s capacity?—Could it be produced for 
Toronto, the Assn. of Canadian | Plessey Co., London, have organ- less money ia 0 larger Po ay Ne 
it mig & 
Push Hosiery Field Better Business Bureaus adopted | ized a new company to manufac- We ane bin enough to Ue eiieient Gnd omell 
a resolution to condemn false price| ture transistors and other semi- enough to have your interest at heart. 
New York, May 14—Three| advertising throughout Canada. |conductors in England. The new a ey fae A 
: - > . Eas 

fashion campaigns promoting! ‘The association appointed aj|company will be known as Semi- and know how are coupled with a complete 
hosiery on an industrywide ba- | steering committee which will ask| conductors Ltd. Philco will fur- modern pans for efficient manufacture o 
i “ne i ; ; | oni lea) « <j ; — periodic 
sis are scheduled for this sum-| organizations such as the Assn. of | nish technical and design informa- con cen of ce tek ee os 
mer and fall. Canadian Advertisers, Canadian/tion and will supervise the new . . 


for detoiled infor i write: 
E. I. du Pont de Nemours & | Daily Newspapers Assn. and Ca-|company’s iechnical programs. 100 LITTLE? 77? BOX 600 ADVERTISING AGE 
Co. will promote a “Hint of a|nadian Assn. of Consumers to co-| Production is scheduled to begin 


200 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
Tint” for fall hosiery selling.| operate with it. | early in 1958. 
Chemstrand Corp. has sched- 
uled an anti-bare legs campaign 
for summer plus a stockings- 
in-color campaign for fall. Also 
set for fall is Patentex Inc.’s 
promotion which will sell 
stretch stockings as the “mod- 
ern” stocking. 

Du Pont will use the subtle 
approach to intrigue women in- 
to wearing colored hosiery. The 


eee 


campaign will stress the idea of : Beitr 

a “tone” or a “tint” rather than eu? ees 

“color.” < sa 

The opening spread will be Gs ue i 

captioned “Your Nylons Pay fs oe i ent ons hy % 

Compliments to the New Cos- ake ox 

bh tume Colors with Just a Hint of ; 5 : er (oe ieee Pek a 
: a Tint.” The large illustration CALS 

shows leg views of three fash- ra 

ionably dressed women wearing ae 

hosiery in gray, blue and red- 

dish tones to harmonize with 

their costumes. 


s Starting in September, the 
company will run 19 color pages 
in seven magazines: Charm, 
Glamour, Harper’s Bazaar, New 
York Times Magazine, The New 
Yorker, Town & Country and ¥ ef 

Vogue. tee , 

The company has also pre- ie 

pared an 18-minute training a 4 
film on why and how to sell 
toned hosiery. Plan books of- 
fering a full range of promotion 
material are being mailed to Ya 


os ‘ , : “~*~ a 4 
5,000 stores. ,  . tne 
x Batten, Barton, Durstine & r — > s 
= Osborn is the agency. f - 


ot “as > 


tack the bare- Prep habit this | 


aes -. a " Sell this | 7 billion dollar market” with 


“I wouldn’t be caught dead — 


without stockings,” and shows yy ? 

a supine model stretched out | 

with a daisy in her hands. 

Chemstrand’s fall campaign a * 

Reach the 100,000.000 Americans who are traveling the year round. These are the 
inquisitive, probing, sightseeing Americans visiting historical sites, famous monu- 
ments, national parks and vacation lands in every state and country on the continent. 
There is concrete proof that the greatest travel boom in history is HERE AND NOW! 


® Chemstrand Corp. will at-| 


will have the theme, “Can’t you ; 
just see yourself in color?” The 
photograph shows several mod- 
els but is trickily illuminated so 
Mg that only their heads and| 
stocking-clad legs are seen. 
Extensive sales-training pro- | 
grams will be set up in stores | THE BIGGEST PLUS 
across the country by Chem- 


and’s li {| . t 
ane: oe ome «| Tee oe oe 
Doyle Dane Bernbach is the | 


agency. | tested’ show— 


® Patentex will repeat its 


spring themes, “You're Wear-| at a low cost 


ing Antiques, if You’re Not j 
Wearing Modern Stretch Stock- | th d 
ings,” in its fall advertising. A| per ousan = 
spread in the September Harp- | 
er’s Bazaar will show a model} Station KCOP Los Angeles 13.5 ARB 
stretched prone among some 
glass antiques. Copy will point 
out the “custom fit, comfort and | 
color flattery” of stretch. * Research report available on this fab- 
Free promotion material will ulous travel market. See the eye- 
include salesgirl’s buttons, ledge | opening figures for yourself. (They 
signs, streamers, information include almost all your potential 
booklets, decals, displays and| VAGABOND viewers.) 
advertising layouts. 
Donahue & Coe is handling. + | 


High Joins Moran & Fischer 

Gavin N. High, formerly with 
the San Francisco News, has 
been named Pacific Coast man- Produced by Bill Burrud Productions. 
ager of Moran & Fischer, pub- 
lishers’ representative. New San 
Francisco offices have been 
opened in the Monadnock Bldg. 
The company, which represents | 
major market weekly newspa- | 
pers, has offices in Detroit, New | 
York, Chicago and Dallas. 


e Americans spend 17 Billion Dollars for vacations annuaily. 
e Americans are on wheels — rolling along in over 41 Million autos. 


e Americans on the move take advantage of their travel opportunities — % of all 
wage and salary earners are eligible for annual paid vacations. 


With all America in the travel mood — VAGABOND gives you THE ONLY SHOW WITH 
THIS HUGE READY-MADE MARKET. Take your audience where it wants to go in 
North America — to the lively playgrounds of the U.S.A., to the nostalgic cities where 
history was made, to the Oregon rapids, to the famous ski resorts, to the National 
Parks of the Golden West, to gay, colorful Mexico, to beautiful, romantic Hawaii. 
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Tune in all Travel-Minded America with Vagabond 


REPRESENTATIVES IN: 
i e Chi * Dall 
OFFICIAL FILMS INC. Sen Franciseos St. Louis Boston 


Minneapolis « Philadelphia 


25 West 45th Street e New York 36, New York Atlanta 
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...why they mean so much 


to every marketer of 


products, services and ideas 


An increasingly vital element of marketing 
—in fact, of the whole economy—is communi- 
cations. And the most essential element of the 
communications structure consists of people 
who are themselves communicative. 


These are the people with a dynamic qual- 
ity for influencing the opinions and actions 
of others throughout their business, home, 
social and community lives. 


Communicative people are not necessarily 
highly vocal, nor necessarily distinguished by 
title, social position or economic standing. But 
these rewards do seem to come to those who 
possess the communicative faculty—and they 
exercise their influence at the conference table, 
on the 5:15, at the nineteenth hole or on their 
school boards. 


Communicative people contribute substantially 
to the opinion-forming needs of their associates 
and neighbors because they keep themselves 
exceptionally well-informed. 


Newsweek... 


the magazine for 


com-mu‘ni-ca’ tive people 


It is for such people that NEWSWEEK Magazine 
is edited. 


For NEWSWEEK reports the news of govern- 
ment, diplomacy, the arts and sciences, as well 
as business—from every area of interest— 
clearly, completely, and objectively. And 
equally important, NEWSWEEK appraises the 
likely outecome—the news significance. 


The Recognition Is Impressive 


It is significant that NEWSWEEK is read by the 
highest concentration of executives and high- 
income families among all magazines of one 
million or greater circulation. 


Even more significant, perhaps, is the fact that 
in 1956 NEWSWEEK led all magazines in adver- 
tising pages run in the 50 largest corporate 
campaigns. Highly indicative, because corpo- 
rate campaigns by their nature are addressed 
to the opinion leaders of America—to com- 
municative people who spark the chain reaction 
culminating in public opinion. 
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remembers the man 


DUDLEY A. BUCK, recipient 

of the IRE Browder J. Thompson 
Memorial Prize Award, 1957 
..» for a manuscript by 

an author under 30 years of age 
which is the best combination 
of technical contribution and 
Presentation of the subject. 


IRE congratulates Dudley A. Buck 
for helping government and American 
business keep ahead of its work load. 
His paper entitled “The Cryotron — 
A Superconductive Computer Com- 
ponent,” describes a new active circuit 
element which introduces large scale 
electronic digital computers that take 
up only one cubic foot of space. The 
new and totally different Cryotron can 
be easily and inexpensively construct- 
ed to help solve problems for science, 
government and business. 

*Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio- 
electronics industry exclusively edited 
by and for radio-electronics engineers. 


@ 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT., 1475 B’WAY, NEW YORK 36, N.Y, © CHICAGO» CLEVELAND » SAN FRANCISCO » LOS 


for smaller 
computers 


As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced, 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband ... revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible... 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is 
through advertising on the pages of 
Proceedings of the IRE. If you want 
to sell the radio industry, you’ve got 
to tell the radio engineer! 


Commercial Task Force 
to Aid TPA Sponsors 


Television Programs of America, 
New York, has set up a tv com- 
mercial task force whose assign- 
ment will be to produce tailor- 
made commercials and openings 
and closings for the distributor’s 
national, local and regional adver- 
tisers in any part of the country. 
The unit will be directed by Wal- 
ter I. Gould, formerly of Guild 
Films Co. His headquarters will be 
in New York. 

TPA has expanded its commer- 
cial production division to meet the 
increased demands of its own syn- 
dication and national spot adver- 
tisers. This also puts the company 
in a position where it can com- 
pete more actively for commercial 
filming assignments not necessari- 
ly associated with TPA shows. 


Peter Hand Launches Push 

Peter Hand Brewery Co., Chi- 
cago, plans its “greatest advertis- 
ing effort” in the Chicago market 
for its Reserve beer. Large-space 
ads are scheduled in Chicago 
newspapers, the American, Daily 
News, Defender, Sun-Times and 
Tribune, plus Sports Illustrated 
and the Wall Street Journal. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Two Join Marschalk & Pratt 
Frank Gosfield, previously tv 
group supervisor of Gardner Ad- 
vertising Co., St. Louis, has joined 
the creative staff of the Marschalk 


| & Pratt division of McCann-Erick- 


son, New York. Tom Gibson, for- 
merly a print writer with William 
Esty Co., has joined Marschalk & 
Pratt’s creative print staff. 


ARE YOU 
HALF- 


NEBRASKA’S OTHER BIG MARKET? 


COVERED 


Advertising Age, May 20, 1957 


Getting Personal 


Peggy Stone, head of Radio T.V. Representatives Inc., New York, 
is “very proud and happy” because her son Thomas received his 
doctorate in psychology April 30 from New York University. . . 

Herbert Kehl, art 
director at Jacques 
Meyer Advertising, 
New York, won first 
prize—a_ station 
wagon—in DeJur’s 
annual photo con- 
WH. « « 

Betty Ann Neth- 
erton and Jack Ger- 
ard Wiechmann of 
BBDO, were mar- 
ried April 27 in New 
York. . Jean Bellis 
Graebner, daughter 
of Walter A. Graeb- 
ner, head of the 
London office of Er- 
win, Wasey & Co. 
and formerly Euro- 
pean director of 
Time, will be mar- 
ried June 15 to Jus- 
tin Colfax Morgan 
Jr. . Frances Logan 
Herman, publicity 
director for Charles 
Scribner’s Sons, will 


CELEBRATION—There was a Mayday party in 
Chicago to celebrate 25 years in the adver- 
tising field for Frank L. Engel, president of 


Engle Advertising Inc., shown here with be married this 
flowers and gifts. 200 friends and associates summer to Derial 
were present Calhoun Sanders. . . 

. John H. Hoefer, 


past president of the San Francisco Advertising Club and a partner 
in Hoefer, Dieterich & Brown Inc., has been promoted to captain 
in the U.S. Naval Reserve. He is commanding officer, Naval Reserve 
Surface Brigade 12-2, U.S. Naval and Marine Corps Reserve Train- 
ing Center at Treasure Island. . . 

Hal Dodge, a member of the advertising department of The Times, 
St. Petersburg, Fla., will receive a check for $25 every month for 
a year, as a result of winning a contest concluded May 1 by Ray 
Auto Seat Covers in St. Petersburg. . . 

Donald C. Pitblado, member of the publicity department, Aetna 
Insurance Group, Hartford, is marking his 45th anniversary with 
the organization. Pitblado joined the concern in 1912 as a mail 
clerk. . . 
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PANN! 


HITTING THE JACKPOT—Joe Gavin (right), time buyer for Cunningham 


& Walsh, accepts first prize (ten-day Minnesota vacation) in the 
navigation jackpot sponsored for time buyers by WDSM-TV, Du- 


Have you noticed how much 
the Nielsen NCS No. 2 hes 
expanded Lincoln-land? 


luth. Making the presentation is C. D. “Duke” Tully (center), 
WDSM-TV general manager, while Charles Kinney, account exec 
with Peters, Griffin, Woodward, looks on, 


MERCHANDISE OFFER PROVES 
KOLN-TV PULLING POWER! 


Last January, Gooch Milling Company made identical 
offers of a Cake Decorator Set over a number of TV 


KOLN-TV covers Lincoln-Land—a rich 69 county area ; 
with 191,710* TV homes! Peter F. Drucker, consultant, author and professor of business 


management, will receive the 1957 Parlin Award of the American 


eo Lincoln-Land has 296,200* families—and KOLN.-TV is their | Marketing Assn., and deliver the 13th Parlin Lecture June 5 at the 
stations in the Nebraska-Kansas-lowa area. The tremen- s p . ; 1-13 hiladelphi 
dous pulling power of KOLN-TV was clearly demon- TV station. This important market is as independent of Benjamin Franklin Hotel, Philadelphia... 7 
strated—securing the greatest number of orders at a Omaha as Syracuse is of Rochester—or Hartford is of The Municipal Opera in St. Louis, a very important civic opera- 


considerably lower cost per order than any other station. 


CAKE SETS ORDERED AS OF FEBRUARY 23, 1957 


tion, will be playing “Damn Yankees” during the week of June 24. 


Providence! And Jim Conzelman, D’Arcy vp, will be playing the part of Benny 


, Ts de = Van Buren, Yankee coach. For Jim this will be a return engage- 
Cutten “Ordered Gatton ‘Ordered aap an een de ry _— ee a dew ment in a favorite role: 17 years ago, when he left the coaching 
KOLN-TV 2,924 Station € 1.184 KOLN-TV dominates the Lincoln-Land audience. spot at Washington U. to take over as head coach of the Chicago 
Station B 1,462 Station F 783 Let Avery-Knodel give you the whole story on. KOLN-TV, en ts eat eee ory Boyd > the coach part in “Good 
ion C 1,420 Station G 2 . ‘ : Ce 
pie 1,292 > ag the Official CBS-ABC Outlet for South Central Nebraska Jebba Mortellito, granddaughter of Lou Wasey, retired head of 
7 and Northern Kansas. 


Erwin, Wasey & Co., was married April 27 to Pfc. Robert Adamson 
Maes Jr., in Otsu, Japan. . . 

Homer R. Morrison, ad manager of Linde Co., Union Carbide divi- 
sion, has been appointed to the national public relations committee of 
Junior Achievement. . .Harold A. Lifton, head of Lifton, Gold & 
Ascher, New York, and a 1918 grad of City College, has been elected 
president of the college’s alumni association. . . 

Hideo Sakamoto and Shuzo Ishikawa, of Dentsu Advertising Ltd., 
Tokyo, Japan’s largest agency, were in the U.S. recently for the con- 
ventions of the Four A’s and the International Advertising Assn. 
They left for another international meeting in Naples. Showing 
familiarity with American movies, they described their journey as 
“Around the World in Eight Weeks.”. . 


With the same offer and same time allotment, KOLN-TV 
pulled twice as many orders as the next best station! 


The Felyer Hations 


WK20.TV — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF.FM4 — GRAND RAPIDS KALAMAZOO 
KOUN-TY — LINCOLN. _— 

Auccisted 


‘WM80 RADIO — meOmA, RUINOIS 


Avery-Knodel, Inc. 
Exclusive National Representatives 


*See Nielsen NCS No. 2 


erty CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 
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... aircraft, electronics, machine tools, 


automobiles, appliances . . . and ask 


yourself how it got that way. Sure, many 


people contributed original ideas... 


but no product was created or improved 


until the design engineer harnessed 

the right design to the right materials, 
parts, finishes. These are the men 

who will keep on making markets grow 
by making us dissatisfied with last 
year’s model, and by continually 
tempting us with better, more efficient, 


more useful products. 
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... and ask why design engineers 
have doubled its circulation in the past 
five years. Ask why over 35,000 

of them consistently buy and read 
Product Engineering for new methods 
and equipment. Ask why advertisers year 
after year put more pages, and invest 
more dollars, in Product Engineering than 


in any other design magazine. 


McGraw-Hill Bldg., New York 36, N. Y. 
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Biggest Buying in 


Upstate Wisconsin... 


. is in Green Bay where 475,000,000 


wholesale-retail dollars changed hands in °56. 

In this independent market you'll get results fast for 
whatever you test, tell, sell or show. We say 
. and 
advertisers agree by keeping the PRESS-GAZETTE 
first in national linage in upstate Wisconsin! 


“it only takes ONE in Green Bay”. . 


Full color available. 


Stromberger, LaVene Adds Two 

Stromberger, LaVene, McKen- 
zie, Los Angeles, has been appoint- 
ed to handle advertising and mer- 
chandising in the 11 western states 
for Buitoni Foods Corp., South 
Hackensack, N. J. The company 
makes high-protein macaroni and 
cereals for infants and children, 
pizza, meat, sauces and other 
canned and frozen products. The 
agency also has been appointed to 
handle advertising for Coast Fed- 
eral Savings and Loan Assn., Los 
Angeles. 


Conley Joins Arcadia Metal 
Martin James Conley, formerly 
with Republic Steel Corp., has 
been named assistant sales man- 
ager of Arcadia Metal Products 
Co., Fullerton, Cal., manufacturer 
of sliding glass doors. He will have 
supervision of the company’s ad- 
vertising, sales promotion and 
merchandising program. 


CHETT HUNTLEY: “Paper communicates in two ways . 


“* 


.. to the eye... to the touch. It may speak with urgency or 


eloquence. But it is never without a voice.”—Mr. Huntley is a noted NBC news analyst and reporter. 


Better papers are made with Cotton Fiber“ 


Cotton fiber is king among papermaking materials. It provides unequalled beauty, 
strength and permanence. Has for generations. United States currency, for exam- 
ple, is engraved on paper containing cotton and linen fiber. Because of its unique 
characteristics and the special equipment used in its processing, cotton fiber 
makes a top quality paper through and through. When you buy paper — buy 


value. Specify cotton fiber papers. 


YOUR SUPPLIER KNOWS .. . why papers made of cotton fiber (25% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 
drawing, tracing, blue print and other papers. 


*LOOK FOR “COTTON” 


OR 


“RAG” 


Set ER 


CATS 


Fipet 


PAPERS 


IN THE WATERMARK OR LABEL 


© Cotton Fiber Paper Manufacturers, 122 East 42nd St., New York City 
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Noble Will Handle 
Western Air Lines’ 
Mexico City Entry 


Mexico Ciry, May 14—Western 
Air Lines has appointed Noble Ad- 
vertising here to handle introduc- 
tion of the airline’s new non-stop 
service from Los Angeles to Mex- 
ico City. 

Western will start this service 
early in July. The flight was re- 
cently authorized under the new 
Mexican-U. S. air treaty. 

Noble will be working in coop- 
eration with Batten, Barton, Dur- 
stine & Osborn, Los Angeles, 
which recently succeeded Buchan- 
an & Co. as Western’s U. S. agen- 
cy. 
Although Edward Noble would 
not reveal how much will be spent 
on the inaugural campaign, it is 
understood that the airline will 
spend a considerable amount to 
break into the Mexican market in 
competition with Cia. Mexicana de 
Aviacion, an affiliate of Pan 
American Airways, which has been 
flying the route non-stop on an 
exclusive basis for several years. 


s Elsewhere on the Mexican agen- 
cy front, the Squirt Co., Sherman 
Oaks, Calif., appointed Dillon- 
Cousins de Mexico to handle its 
advertising in Mexico. There was 
no previous agency here. Squirt 
is handled in the U. S. by the 
Harrington-Richards division of 
Fletcher D. Richards Inc. + 


New Operator 25 Contracts 
Will Provide Agency 15% 

All new contracts for its West- 
ern Union’s Operator 25 service 
after June 1 will provide for 159% 
commission to advertising agen- 
cies placing orders for the service, 
Western Union Telegraph Co. has 
announced. In addition, national 
and regional rates for the service 
have been revised and a new dis- 
count structure has been estab- 
lished. 


Union Carbide Shortens Name 
Union Carbide & Carbon Corp., 


|New York, has changed its cor- 
|porate name to Union Carbide 


Corp. The names of two of its sub- 
sidiaries have been changed as 
follows: Linde Air Products Co. 
to Linde Co., and Carbide & Car- 
bon Chemicals Co. to Union Car- 


| bide Chemicals Co. 


GEE i That's the 


coffee for me!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 
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€ Only essential medicine, clearly and concisely interpreted by reputable 
clinicians, interests today’s over-taxed practitioners. They have so little 
time to read. 

But over 30,000 busy doctors have found for themselves a journal 


they need, like and willingly pay $10 to read. You'll find the reason in our 
May—Lahey Clinic—issue. 


That’s why we dare to say “incomparable” for no 


word defines so completely the discriminatory judgment of 


Postgraduate Medicine’s 


editors in the selection of material presented in every 


monthly issue. 


POSTGRADUATE MEDICINE « ESSEX BUILDING © MINNEAPOLIS 3, MINNESOTA ... 


ee 


GENCE. JOURWAL OF THE UNTERSTATE PORTERACUATE WTRIOM AS2OLieTION 


: The 
Lahey Clinic 
Issue 


CHARLES W. MAYO, Mot, Biliter.in-Chief 
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In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
| SELL AT THE POINT OF IMPRESSION. 


you have 
the best, 


‘ 
If you think 
| 


show it by 
the best 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


photoengravers 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses 
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Skip Ad Copy in Radio Spots if Driver 
Information Is More Important, Says GMAC 


Derroit, May 16—General Mo- 
| tors Acceptance Corp., which runs 
|a year-’round series of public serv- 
‘ice traffic information spots on 
radio, has become more public- 
spirited than ever. 

Over the past few years, it has 
let the full schedule of 220 stations 
that carry its spots in the summer 
insert applicable local information 
}in the spots, such as local auto 

|inspection deadlines, traffic laws, 
/and road and weather conditions. 
| Now, in a letter sent out to its 
_stations May 8, the company al- 
lows stations to delete the main 
| commercial portion of the message 
in the event of special local emer- 
gency situations. The new proce- 
|dure was tried out for the first 
time last weekend, when 29 spots 
on WNEW, New York, were used 
| to spread information on the forest 
\fire peril in New York state, in 


"Primary source of product news" 
say 27,685* industrial buying influences 


ee leainnentaieiiaeiiatianinnee 


* Based on recent mail survey of N.E.D. readers. 39.6% 


of the respondents answered “‘yes 


” to the question, “‘Is 


N.E.D. your primary trade publication source for prod- 
uct news?’’. This does not include the large number 
of respondents who answered: “one of the primary 


” 


sources . 


This is one reason why reader action of N.E.D. is at 


an all-time high. 


Write for new booklet, ‘‘What is Balance in a Product 
News Publication?’’, for complete survey results. 


NOW OVER 80,000 COPIES (Total Distribution) 
IN 43,000 INDUSTRIAL PLANTS... 


Ba hae 


| response to an urgent plea by 
|New York’s Gov. Averell Harri- 
| man. 

® Normally the spots begin with 
an auto horn effect, then note 
that General Motors is bringing 
|motorists this special information 
| on safe driving. The spot ends with 
| 20 or 30 seconds of straight ad 
copy (depending on the size of the 
market) for the corporation. 

The series is aired on a year- 
‘round basis on WIP, Philadelphia, 
and WNEW. During a 17-week 
period in the summer, it runs on 
218 other stations. One of the fac- 
|tors used by the company in sta- 
tions last year was their ability 
and willingness to provide the le- 
gal, traffic and weather informa- 
tion for insertion in the commer- 
cials. More advertising copy gets 
in in the smaller markets, where 
fewer local data can be gathered. 
Campbell-Ewald Co. is the agen- 
cy. = 


Mann-Ellis Adds Ten Accounts 
Totalling Over $500,000 

Mann-Ellis Inc., New York, re- 
ports that it has added ten ac- 
counts to its roster, totalling more 
than $500,000 in additional bill 
ings. At the same time, Steve Kas- 
mir, previously with Riedl & 
Freede, and Dick Quint, formerly 
with Charles Heston Associates, 
have joined the agency. Mr. Kas- 
mir is an account executive and 
Mr. Quint, assistant art director. 

New accounts and their previous 
agencies are: New Hermes En- 
| graving Machine Corp. and Hermes 
Sonic, both Lester Harrison Inc.; 
|S. E. Laszlo, Aubrey C. Burrie Inc. 
}and Kameny Associates; Original 
| Beer Importing & Distributing Co., 
Fairfax Inc., and Schueler & Co., 
Harry Schlack Inc. Other accounts 
|are Renault Long Island Dealers, 
|Renault New York and New Jer- 
|sey dealers (the agency already 
|has the national account); Aros 
| Electric Co.; Associated Metals & 
Minerals Corp., and Foam Rubber 
| City Inc. 


‘Good House,’ Prentice-Hall 
Enter Children’s Book Field 

Good Housekeeping, New York, 
| will combine with Prentice-Hall 
this fall in publishing children’s 
books. The series, to be distributed 
|by Prentice-Hall, will be called 
| “the Good Housekeeping best book 
| series.” The books will be designed 
for the six to 12 age group and 
will retail for $2.95. Prentice-Hall 
will promote the series via adver 
tising, publicity and book and de- 
| partment store promotion. 


| 
| 


Main line 


Editors 
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oo 
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feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 
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469,389 weekdays 
585,667 Sundays 


HIGHEST 

CIRCULATION 
IN 
HISTORY! — 


Now, even more than ever before, The 
Detroit NEWS—with the largest weekday 
and Sunday circulation in its history—is 
Detroit’s dominant advertising buy. That’s 
why The Detroit NEWS carries practically 
as much linage as both other Detroit 


: newspapers combined. ». 
¥ . 
Agee USE THE NEWS and give your Sales a rise in 


the big-earning, big-spending Detroit market. 
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Detroit News . 


WEEKDAY CIRCULATION 469,389 » SUNDAY CIRCULATION 585,667 


; 
_ 


Eastern Office ..260 Madison Ave., New York Chicago Office .. 435 N. Michigan Ave., Tribune Tower - 
Pacific Office ...785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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Minneapolis-Honeywell Regulator Co., 
Says Business Magazines Are 


Important Tools For Engineers. 


“Our engineers have developed spe- 
cial rocket steering systems for guiding 
Project Vanguard satellites into their 
orbits in outer space. 

“Working with many companies on 
this major Navy project has called for 


a continuing interchange of informa- 
tion . . . sharing ideas, techniques and 
skills. 

“One way our people keep abreast 
of current developments is by reading 
business and technical magazines.” 


At Minneapolis-Honeywell, 2,595 Key Men 
Pay to Read One or More McGraw-Hill Magazines 


Your advertising, placed in good busi- 
ness magazines, reaches men in business 
and industry who control the specifying 
and buying practices for markets valued 
in billions of dollars. 


They are looking for information 
about your products or services. What 
better place for it to appear than in the 
McGraw-Hill magazines they read, 
depend upon and respond to? 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 


THIS 1S A MODEL of a 21-inch diameter 
Project Vanguard satellite, as displayed at 
Hayden Planetarium. Heart of the control 
system for the rockets carrying the satellite 
into outer space are three highly-accurate 
Honeywell gyroscopes. 


Designed and built for The Martin Com- 
pany, prime contractor for the Project Van- 
guard rockets, each of these gyros has 
nearly 300 parts, is built to a degree of ac- 
curacy that requires bearings alike within 
ten millionths of an inch. 
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The Herald-News sells your volume market in more than 64,000 
homes in Bergen and Passaic Counties where households average 


over $7,000 in spendable income. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17 
James J. Todd, Mgr. 


|School Equipment News and 


Three Buy NBC Radio 
Three advertisers have placed) 
new orders at NBC Radio, New 
York. Plough Inc. (Lake-Spiro- 
Shurman) ordered 20 five-minute 
segments a week in “Monitor” for 
its St. Joseph products, beginning 
May 25. General Foods Corp. 
(Young & Rubicam) bought 60 
six-second announcements a week 
on “Truth or Consequences,” for 
10 weeks starting July 1. Twenti- 
eth Century-Fox Film Corp. 
(Charles Schlaifer & Co.) for 
“Bernardine” ordered a two-week 
saturation schedule of six-second 
announcements on “Monitor.” 


Publisher Promotes Mitchell 
Craig F. Mitchell, former pro- 
motion and research manager of 
Engineering News-Record, has 
been appointed to the new post of 
assistant publisher of American 
School Publishing Corp.’s three 
|publications—School Executive, 


|American School & University 
Catalog. 


GIVE YOUR NEWSPAPER ADS A COMMANDING ADVANTAGE... 


VESEBILITY 


Not many advertisers buy full-page newspaper edition in which it runs: 
Specify Reilly PLASTICTY PES® for | 
your newspaper campaigns 
Reilly PLASTICTYPES give unsur- | 
passed uniformity, legibility and half- | 
tone brilliance, for Reilly is the only 

electrotyper in the industry to employ 

skilled engravers for quality control, 
guaranteeing flawless precision in dot 
structure, type formation, plate thick- | 
ness and depth. | 
To prove that PLASTICTYPES give 
| 


space for every newspaper ad they run 
—yet that's the only positive way of 


THE KEY TO 
HIGH-FIDELITY 
MOLDING IS THE 

CLUSIVE DURAMATRIX 

DEVELOPED & PRODUCED 

ONLY BY REILLY— 


TO MAKE 
oe ea 


assuring an ad undisputed prominence 
on a page. 

If you bad such a schedule, your ads 
must still compete against other full- 
page ads in the same newspaper. Since 
most advertisers buy even less space, 
they must compete against larger ads 
and equal-size ads as well. 

There is a sensible way of virtually 
assuring your ad’s outstanding visi- 


= 


on which it appears and the entire 


the finest possible reproduction of 
bility and its dominance over the page newspaper ads, let us show you tear- 
sheets from a national campaign. 


Advertising Age, May 20, 1957 


‘Bad Communication, 


Not Low Pay, Cause 
of Strikes: Shirley 


Cuicaco, May 14—A _ current 
trend toward the unionization of 
salesmen reflects the narrow 
minded outlook of managements 
toward employes, John J. Shirley, 
president of Communications In- 
stitute of America, said yesterday. 

Speaking at a luncheon meeting 
of Chicago Business Publications 
Assn., Mr. Shirley pointed to re- 
cent strikes by Cadillac salesmen 
in New York and Colgate-Palm- 
olive salesmen in the East. 

“The Cadillac salesmen were not 
asking for more money,” he said. 
“All they wanted to do was to sit 
down with management, tiulk 
things over and get to know their 
employers better.” 


s Mr. Shirley strongly criticized 
management for failing to commu- 
nicate properly with its employes. 
He attributed the high turnover 
and increased absenteeism at many 
companies to poor supervision and 
lack of understanding between 
management and employes. 

“Getting management to change 
its attitude toward company work- 
ers is the greatest barrier stifling 
communications,” Mr. Shirley said. 
“People want to be known and 
appreciated.” 

He praised General Electric Co. 
and Inland Steel Co. for doing out- 
standing jobs in communications. 
Both companies recently named 
vps in charge of human relations, 
he said. 

“Build a little higher with your 
personal relations with your em- 
ployes,” Mr. Shirley urged the 
CBPA members. “See what you 
can do about lighting up a few 
faces among the people working 
for you.” # 


Paul Pinson Moves Oftice 

Paul Pinson, Chicago commer- 
cial artist and originator of Draw- 
thinks, which appears as a regular 
feature in ADVERTISING AGE, will 
move his studio June 1 to the 
Wrigley Bldg. 


Van Praag Names Frink 

Fred R. Frink, formerly presi- 
dent of his own company, Ball 
Films, has been named general 
manager of the Detroit office of 
Van Praag Productions, New York. 


G a ; Now there’s 
a detergent!” 


Commercials on WGN-TV have 
a way of getting results because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


| Put “GEE!” in your Chicago sales 


wt WGN -TY = 


REILLY ELECTROTYPE DIVISION * 305 E. 45TH STREET, NEW YORK 17. N.Y. 
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3 REASONS WHY 
ADVERTISERS 
MAKE THIS 


MAGAZINE 
ONE OF THE 
BIG THREE 

IN CONSUMER 
LINAGE 


First, because it adds strength to any magazine 


schedule in the big and busy New York 
market, where most magazines are weak— 
the strength of The New York Times, 


New York’s biggest advertising medium. 


Second, because it carries the influence of the 
New York market into better-customer homes 
and big-volume stores all over the country— 
the influence that makes The New York Times 
the biggest Sunday advertising medium 


in the country. 


Three, an attractive rate that makes it one of 


the lowest-cost magazines available. 


Why do advertisers make The New York 
Times Magazine one of the Big Three (with Life 
and the Saturday Evening Post) in advertising 


linage? It will pay you to find out. 


Distributed exclusively with The New York Times every week 
into more than 1,250,000 U. S. homes and stores. 
Advertising offices in New York, Boston, Chicago, Detroit, 

, bos Angeles, Miami, Philadelphia, San Francisco, St. Louis. 
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INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


| Promotes Japanese Tile 
Amsterdam Trading Co. and its 
subsidiary, Veerman Internation- 
al, are introducing a new importec 
Japanese tile with a business pa- 


per campaign. Called Vico, the) 


product bears the seal of approval 
of American Standards Test-ng 
Bureau, and the seal is being pro- 
moted in the advertising. The 
company reports its introductory 
budget at $20,000. Advertising is 
| placed direct. 


Dept. of Agriculture 


Advertising Age, May 20, 1957 


| “Today with income at an all- 
time high, competition for the con- 


Says Trading Stamp |sumer’s dollar is again intense,” 


Boom Follows Pattern 


WASHINGTON, May 14—The De- 
partment of Agriculture told Con- 
gress last week that the trading 
stamp boom is part of the same 
promotional pattern which prompts 
business to get behind tv give- 
| aways, door prizes, trips, cou- 
‘pons, and other volume-builders. 


06 tr etn et Casper hate Gy 
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AD SCHEDULES IN ALL 3 FEDERATED NEWSPAPERS 
OPEN THE DOOR TO SALES IN OUTSTATE MICHIGAN 


. .. says Bob Mitchell, R. L. Mitchell Co., A LEADING GRAND RAPIDS FOOD BROKER 


“When we can tell a buyer of an important grocery chain 
operation that one of our products, such as MEADOW GOLD 
MARGARINE, will be advertised in THE GRAND RAPIDS HERALD, 
LANSING STATE JOURNAL and THE BATTLE CREEK ENQUIRER 
AND NEWS, we've taken a big step towards getting him to 


take on our product. 


“And then, after distribution is obtained, we need the impact 
of strong, consistent ad schedules in all 3 Federated newspapers 
to move that merchandise off the grocers’ shelves—not only in 
Grand Rapids, Lansing and Battle Creek—but throughout 
all 35 Michigan Counties served by these newspapers. Ex- 
cluding Metropolitan Detroit, these 35 Counties account for 
approximately 45% of the State’s total grocery sales . 
the major grocery chains, which account for the majority of 
our sales, maintain stores throughout this entire territory.” 


Be ed 


oy gah 


hie Pas ieee: ree ayy 


.. and 


chandisers like Bob 


Grand Rapids Herald, 


Because Grand Rapids, Lansing and Battle 
Creek rank third, fourth and fifth in food sales 
per family in out-state Michigan, smart mer- 


Mitchell always put the 
the Lansing State Journal 


and the Battle Creek Enquirer and News on 
their newspaper lists. They know that in addition 
to top coverage of these important markets they 
get the plus coverage of 35 of Michigan’s 83 
Counties . . .35 Counties in the Heart of Michigan 
where salaries, sales and business activity have 
reached an all-time high. 


OwlY FEDERATED PUBLICATIONS COVER THE HEART OF MICHIGAN 


GRAND RAPIDS 


Herald 


State Journal 


REPRESENTED NATIONALLY BY SAW YER-FERGUSON-WALKER COMPANY 


LANSING 


EnquireredNews 


BATTLE CREEK 


sil 


the department said. 

While trading stamps have been 
used by various kinds of business 
for more than 90 years, they for- 
merly had less acceptance in the 
grocery business. But Dr. Omer W. 
Herrmann, deputy director of the 
agriculture marketing service, said 
the arrival of supermarkets seems 
to have broken down the food 
trade’s indifferences to these pro- 


motional devices. 


® To maintain big volume, the su- 
pers have adopted big business 
methods, he told a House agricul- 
ture subcommittee which is study- 
ing the cost of food distribution. 
Previous emphasis on low prices 
enabled supers to compete effec- 
tively against small stores. Now 


| the price differential between su- 


permarkets has narrowed, and 
convenience factors, such as big 
parking lots and air conditioning, 
are in such general use that these 


| too have lost their promotional ap- 


peal. 

He said the agriculture market- 
ing service isn’t far enough along 
on its research to know whether 
trading stamps add to operating 
costs. 


. While stamps take about 24% of 


gross income, the department rec- 
ognizes that many stores have suf- 
icient excess capacity so that they 
can handle extra business attract- 
ed by stamps without comparable 
increases in labor costs and other 
expense. On the other hand, at 
some point the stamps may not be 
ittracting sufficient extra _ busi- 
ness to cover the cost of installing 
them. 

He noted that a new study just 
published by agriculture market- 
ing service last week, “Trading 
Stamp; and the Consumers Food 
Bill,” shows that consumers have 
to “use” their stamps wisely in 
order to be sure of getting the 
“best return” from them. 

Based on manufacturers’ list 
prices, an analysis of stamp cata- 
logs by the department’s staff 
showed value per book ranged 
from $3.42 to $5.22, with a median 
of $3.74. 

On the basis of expenditures of 
$150 in stamp-giving stores, con- 
sumers could get a “return” rang- 
ing from 1.55% to 2.29% by taking 
various items listed in the cata- 
logs instead of buying the identical 
items from Washington discount 
houses. In instances where food 
| prices had been advanced, the con- 
|/sumer might do better by paying 
cash for the item at the discount 
house .. . and buying the grocer- 
ies at a store which isn’t giving 
| stamps, he said. 


. The study itself said fluctua- 
| tions in return among the various 
items showed stamp catalogs must 
'be shopped as carefully as if a 
| cash purchase is being made. 

| The study also showed that 
prices of items in terms of stamps 
tend to creep upwards as new cat- 
alogs appear. On the basis of 125 
identical items, department re- 
searchers found 48% had been in- 
creased in “price’’ as new stamp 
catalogs appeared. + 


Piano Series Offered 
For Dealer Sponsors 

An accelerated course in piano 
playing is being offered by the 
|National Assn. of Music Mer- 
|chants through a 13-week series 
of 15-minute films, “Recreational 
Piano,” to be sponsored over local 
tv outlets by music dealer mem- 
bers of the association. 

Initial sponsorship of the series 
includes: WTHS-TV, Miami, by S. 
Ernest Philpitt & Son and Morgan 
Piano Co.; WDBO-TV, Orlando, 
Fla., by Streep Organ & Music, 
and KQUED-TV, San Francisco, 
| by Sherman Clay & Co. 
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In northem California 
it ¢ The Examiner 


First in circulation and first in advertising 


—_—— 
ceased 


@® THE SAN FRANCISCO EXAMINER 
Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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Another true-to-life story about some make-believe characters 


What bug is biting 
26,000 Chicagoans a year? 


jane our town there’s a busy little bug who wears sun glasses on his Ney 
rubber-soled shoes on his feet and a camera slung over his shoulder. 


And he’s known as the Travel Bug. 


Time was, this busy little bug dined almost exclusively on plump, aristocratic 


—~ 


G 


dowagers, a 


juicy, tired businessmen—and their pampered, restless 
offspring. But things are different nowadays. The greedy gourmand has developed 
an insatiable appetite for a whole new classification of tender taste treats. 

And if Joe, the pace-setting spaceman from the Chicago Tribune Ad 


) => 
ays ae about them. 


For example, Joe recently researched the U. S. State Department and 


Department, were only here, he could tell you S 


found out that more clerks and secretaries applied for foreign travel passports in 1956, 


than did doctors, dentists, NVR 


executives, bankers and brokers 


combined. And over 64,500 passport requests sprouted from the five-state area of 
Illinois, Indiana, Iowa, Michigan and Wisconsin. The state of Illinois rated 


next to New York and California in applications for overseas travel. 
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Looking closer at the overseas travel picture, Joe found out that in the 


last 5 years, 5% of all metropolitan Chicago households have packed 


their bags and taken off for parts beyond North America. (Contrast this figure 
the lifetime average of less than 2% for the American public generally.) In fact, 
foot-loose Chicagoans average a grand total of 26,000 overseas tours a year. 

And they take to the air with the greatest 
of ease. 150% more families in Chicago take personal travel trips by plane than 
in the U. S. as a whole. And Windy City citizens have what it takes to 


travel far and wide. 


Chicagoans earn 23% more than the U. S. 
average, and $485 more per family per year than the average of the ten largest 
metropolitan areas. In Chicago over 75% of the foreign trips are taken by the upper- 
and middle-income groups, but even the low incomers (accounting for 24.7% 
of the foreign travel) are too important to be overlooked. CRA Om 

The moral to our story is obvious to all eager beavers in overseas 
travel. If you want to cash in on a good thing, concentrate your advertising 


where the Travel Bug has done the most chewing and chomping. 


how to go about it. But our friend Joe is A.W.L. (Absent With Luggage). When last 
seen he was beating a beeline from the Ghana National Tourist Bureau to the 
airport, wearing sun glasses on his nose, rubber soled shoes on his feet and a camera 


) 


Now maybe you sell overcoats or overshoes ss 


slung over his shoulder. (It’s his first vacation in two years.) 


ZA 
instead of overseas travel. But if you want to sell more of them in Chicago, call 


on Joe. (He left a note saying he’d be back in three weeks.) Nobody knows 
Chicago like the Tribune. Nothing sells Chicago like the Tribune. And Joe’s the 


joe to give the facts to you. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Zuckerman Hits 
‘Group Thinking’ 
in Marketing 


(Continued from Page 2) 
brainstorming thus: 

“We have a thing called brain- 
storming which, in effect, says any 
idea is worth being heard, recorded 
and evaluated. And now we have 
*‘psycho-drama’—a technique of 
role reversal in which managers 
come to a training school where 
they are assigned the roles of their 
subordinates so that they will learn 
better how to think like the group 
with which they work. 

“Do they really mean that any 
group of intelligent people can do 
the necessary job as long as they 
are properly motivated, and given 
a chance to participate in setting 
their own goals?” | 

“The practical application of the | 
assumption that the group does a 
better job—or that the major role) 
of the chief is to motivate his sub- | 
ordinates—is found in the endless 
committee meetings, divided re- 
sponsibility, innumerable _ re- 
searches and documentations, 
product testing, copy testing, mar- 
ket testing and just plain testing. | 

“I know that I risk being misun- | 
derstood. I am not opposed to or- 
derly marketing operations. I am | 
in favor of planning, research and 
testing. 


= “But it should be obvious that | 


reputation of his products—as the | 


reputation of a person—depends in 


Surveys up to here! 


Find out what's being 
done by the industrial 
traffic manager market 
about freight trans- 
portation, materials 
handling, packaging, 
(It'll open your eyes} ) 


Get the facts} 


TRAE EIOC 
WwoRrR.t1r.D 


515 Madison Ave., N.Y. 


some measure on every aspect of 
its presentation, and who has the 
mental capacity to relate all of 
these things to the problem of mak- 
ing profits—then you may have 
someone who qualifies as a market- 
ing man. 


s “But he will need also the cour- 
age to be a minority, the strength 
to withstand defeat and to come 
back again, and the ability to per- 
suade those whose support he 


| needs.” 


Hudson does not believe that it 
can functionalize marketing into 
components such as pricing, pack- 
aging, promotion, merchandising 
and advertising, the speaker said. 

“This would be like dividing up 


the work in writing a novel or a 
symphony. We look for a man with 
a singleness of purpose, love of 
labor and the intellectual capacity 
to take the whole job and run with 
_ 

Many marketing men “labor un- 
yielding hours unsuccessfully at- 
tempting to sell products that are 
too much like the products that our 
competitors sell,” Mr. Zuckerman 
continued. 

“One unhappy consequence of 
this is that when we try to deter- 
mine what qualities to put into our 
products and how to merchandise 
these qualities, we are often tripped 
by our own research. 

“The usual procedure is to con- 
duct a market survey and find out 


what people want. But too often 
these days we find that people want 
the products that our competitors 
are selling. Or they seem to want 
particularly those qualities that our 
competitors heavily advertise. 

“Too often, we conclude that this, 
then, is what we should make, and 
we re-enforce the market in this 
direction. 

“There are the courageous souls 
who like to use marketing sense, 
and who seek and find product 


|qualities that no consumer panel 


has ever endorsed. I say courage- 
ous, because these companies de- 
part from the accepted standards.” 


s Mr. Zuckerman followed up 
these provocative remarks with il- 
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lustrations of how Hudson prac- 
ticed these theories when: 


e It marketed brand name napkins 
at a time when consumers didn’t 
give a hoot about brand names. “A 
napkin is just a napkin—what dif- 
ference does it make.” 

Hudson napkins are now the lar- 
gest selling brand in the country. 


e It went into the toilet tissue 
market in 1955, using a two-ply 
product as a means of entry when 
80% of the market was in single- 
ply, and it picked the New York 
market for its first assault. And it 
hasn’t been easy, he said. 

“I am told that this scene is typ- 
ical of a new product presentation 
by a major soap company sales- 


every idea is not worth testing, | 
every suggestion is not worth con- 
sideration and that every market- 
ing situation cannot be formular- 
ized.” 

Research, testing and measuring 
can go on forever “without ever 
getting any worth while result,” 
Mr. Zuckerman commented, unless | 
there is a creative marketing man | 
around. 

“If you have a man who knows 
his products, who talks to people 
about his products, who enjoys see- 
ing them displayed and gets a great 
thrill out of seeing them purchased, 
who cares about the details of the 
shade of color of the package and | 
the fine nuances of composition | 
that make one product different 
from another, who believes that the 


“Response to a new Cudahy 
meat package introduced via 
WXIX has been so great we 
just can’t believe it. Sales are 
up 300% and still growing!” 


“T’m really sold on the Saturday 
night television program. It’s 
helped sales volume in my territory. 
Customers keep calling for the 
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package they saw on television and 
the retailers keep re-ordering from 
me. Full credit for an excellent 

job should go to WXIx.” 


a 


7 


all 


“wxIx has made our brand name well- 
known throughout Milwaukee... 
and it shows in our sales. Look for a 
heavy increase as we go along.” \ 
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man,” he said. “The salesman 
walks into Mr. Chainstore Buyer’s 
office, walks up to Mr. Chainstore 
Buyer’s desk. ‘Mr. Buyer, I have 
an amazing new soap,’ he says. ‘I 
would like to demonstrate its ad- 
vantages, show you our tremendous 
advertising and...’ The buyer looks 
up, and growls, ‘Stop wasting my 
time. Just tell me how many cases I 
should order and when the mer- 
chandise is coming in.’ 


s “If one’s marketing reputation 
is of a smaller dimension, as was 
ours at Hudson, one gets no such 
reception. We found instead, to our 
chagrin, that no one seemed to 
want, need, have any use for, nor, 
under any circumstances would 


they consider taking on a new 
product in this category. No one 
seemed to make any money on it— 
and even if they did they wouldn’t 
buy ours because they had already 
intended to take two or three com- 
petitive products if they only had 
room. 

“As a matter of fact, the most 
typical reaction to our presentation 
of a new product was a threat to 
discontinue several old ones which 
were being carried only because of 
the buyer’s good heart. 

“We have found building a mar- 
ket in paper products is a long, 
drawn out, tortuous task. No one 
has ever built an overnight success. 
Our products require maturing, in- 
finite patience, constant probing, 


adaptation to local market condi- 
tions, and, above all, a sufficient 
faith in the outcome to keep going 
despite the reversals. 


s “Our customers said, ‘You have 
no consumer demand—we’ll buy it 
when you have built up a demand.’ 
Our advertising department 
promptly told us that it could not 
advertise and build a demand until 
we had distribution. So we substi- 
tuted for consumer demand. 

“We used a variety of tactics— 
coupons, samples, buy-back offers, 
package deals. The selection of 
each depended upon the conditions 
at the time and the problems of the 
market as we viewed them. 

“In addition, we sold hard, we 


talked to everyone, we kept coming 
back. And we never forgot the 
time-honored role of the salesman 
—to ask for the order. 

“Although we have made mis- 
takes, time seems to be confirming 
the over-all validity of our stra- 
tegic plan. Our results have been 
good, and our business is strong 
and growing. 

“Our experiences have convinced 
me that, to grow, a business must 
be creative and that marketing 
success requires the boldness and 
decisiveness that group action can- 
not provide.” # 


Ideal Starts Revlon Drive 
A campaign for Little Miss Rev- 


\lon, a miniature version of the 


“A very strong sales increase has 


nares 
‘- a ee oe - sab, 
ny. ' ri 
kes 


been felt on the strength of the 
WxIx show. It has made people 
aware of our brand name.” 


“The Saturday night wxIx show 
is sure helping business. Customers 
are asking for our products. 
Keep ’em coming and we’re sure 
to hit a new sales high.” 


‘wXIX commercials have certainly 
helped sales. Customers ask for the 
package they saw on television even 
before I can give them my story.” 


CBS OWNED + CHANNEL 19 IN MILWAUKEE 
REPRESENTED BY CBS TELEVISION SPOT SALES 


From all quarters, reports keep coming in 

on the sales effectiveness of WxXIX, Milwaukee. 
Like these, for example, from the advertising 
manager and salesmen of Cudahy Brothers 
Co., Wisconsin meat packers. Butcher, baker, 
candlestick maker... they all like the hefty 
results they get with low-cost, top-grade... 


WXIx 


. J. MARTINDALE, Salesman— Route 1 6 JOHN HUTT, Salesman — City 


|In our advertisement 
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Revlon Doll, has been started by 
Ideal Toy Corp., New York, in 
16 major cities. Labelled “proba- 
bly the largest advertising cam- 
paign for one doll that has ever 
been undertaken in the toy indus- 
try outside the fall-Christmas sea- 
son,” the promotion is using three 
to five television spots weekly on 
26 children’s programs, supple- 
mented with newspaper advertis- 
ing. Grey Advertising Agency, 
New York, is the agency. 


WOW Names Uhlarik, Mirras 

Meredith WOW Inc., Omaha, has 
appointed Carl Uhlarik regional 
promotion manager of WOW, suc- 
ceeding George C. Mirras, who has 
been named to the new post of sales 
development manager of WOW and 
WOW-TV. Mr. Uhlarik, who first 
joined WOW 10 years ago, most re- 
cently has been with the United 
Press and Buchanan-Thomas Ad- 
vertising Co. 


AN OVERSIGHT 


in the 
April 15, 1957 issue of Advertis- 
ing Age, we of Hayden Publish- 
ing Company Ine. extolled the 
audited business publications. 
“It may seem unnecessary, to- 
day, to point out to advertising 
men the obvious importance of 
a circulation audit. Yet of to- 
day’s more than 2,000 business 
papers, only the 732 shown at 
right are audited by Audit 
Bureau of Circulations (ABC), 
or Business Publications Audit 
of Circulation, Inc. (BPA). 
Only these publications have 
gone to the trouble and expense 
of providing you with an inde- 
pendent, open, complete ac- 
counting of their circulation. 
These publications deserve your 
support.” 


We neglected to mention, and 
should have included, Research 
& Engineering (BPA) Kitchen 
Business (BPA) and Grinding 
& Finishing (BPA). 

Also deserving to be included 
are the 32 publications of the 
Verified Audit Circulation Com- 
pany. They are: 


American Laundry Digest 
Antibiotic Medicine & Clinical Therapy 
Beverage Analyst 

California Beverage Journal 
California Dairyman 

Diesel Engine Catalog 

Diese! Progress 

Floor Covering Weekly 

Ploor Mart News 

Food Service Magazine 

Guest Informant 

Hotel Index 

International Steward 

Los Angeles Industrial News 
Mariner 

Market Growers Journal 
Media Agencies Clients 

M. D. Magazine 

Modern Patternmaking 
Nursing World 

Offshore 

Oil Forum 

Pacific Mountain States Industrial News 
Parts Jobber Magazine 
Sporting Goods Products 

Tile Magazine 

Western Grower & Shipper 
Western Hotel & Restaurant Reporter 
Western Trucking 

Western Printer & Lithographer 
Western Plumbing & Heating 
World Ports 


HAYDEN 
PUBLISHING COMPANY, INC. 
19 East 62nd St., New York 21, NLY. 
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PITCHMANSHIP—Time’s pitch (left) features Briscoe Ransom, merchandising director. plates in the scene are Keith Woodeson of Holiday and British actor David King-Wood. 
In Holiday’s presentation (right), “tourists” James Collins of Holiday and model Center photo shows account executive Allen Braun and Model Hella Heard displaying 


Barbara Chanin eye the shirt of guardsman Ernie D’Ambly of Holiday. British fashion ads. 


s a ds lat d in the skits. ,iday, N York Ti M ine, 
Magazine Men Go Theatrical to Tell (“°C en ine ew? Yorker, Playbill, ‘Time 


® In the spotlight of the affair | and U.S. News & World Report; and 


were the print media carrying the for the Jason line, Esquire, Good 
Sales Force of Excello Ja son Ads |advertising ball for Jacobson &| Housekeeping, New York Times 
‘ y Sons—for the Excello line, Chris-| Magazine and The Saturday Even- 

tian Science Monitor, Fortune, Hol-| ing Post. 


New York, May 14—Making an | 


|ular musical show. For The New 


iden, the magazine’s eastern ad 
| manager, did a take-off on “Annie 
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STAGE DOOR 


Each of the magazines in on the 
presentation tied its pitch to a pop- 


Yorker, for example, Robert Og- 


Get Your Gun,” with a parody of 


ad campaign presentation to a 
hardened squad of salesmen— 
weathered veterans of enough 
pitches to make them sophisticated | 
critics of the art—is probably one | 
of the adman’s most challenging 
tasks. 

But F. Jacobson & Sons, men’s 
shirt manufacturer, went at it with 
a light touch at its sales meeting 
here last month and came away 
convinced it had | 
gotten two im-| 
pending ad cam- 
paigns off to a 
flying start. The 
shirt maker was 
aided by its 
agency, Alfred J. 
Silberstein, Bert 
Goldsmith Inc.—) 
and by some tal-| 
ented acting on) 

Bert Goldsmith the part of repre- 

sentatives of a 
dozen magazines on the advertis- 
ing schedule. Bert Goldsmith, 
agency exec vp, gave the keynote 
speech. 

What the company did was to 
take the two campaign pres- 
entations—one for its top Excello 
line and one for its popular-price 
Jayson line—and wrap them up as 
two theatrical presentations, each | 
complete with music, skits and, for 
good measure, British actor David 
King-Wood, who is being fea- 
tured in Excello ads. 

Carrying the point one step fur- 
ther, the company made this pres-| 
entation in a theater atmosphere 
complete with models as usherettes 
and a mock issue of Playbill for the 
program. The background of the | 
stage itself was a reproduction of 


ae 


WASHINGTON 


° 
— 


en 


Shubert Alley, with theatrical Metropolitan Concept only scratches Real Potential of Total Spokane Market 


posters used to cover blow-ups of 


Effective Income: 
Total Spokane Market Retail Sales: 
The self-contained Families: 344,000 


7 x 


‘i 


Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 


are” 


$1,922,915 ,000 
$1,287,109,000 
(Population: 1,108,200) 


Effective Income: 
Retail Trading Zone* Retail Sales: 
One of the largest areas Families: 201,800 


in the’ nation The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families 


$1,186,915,000 
$ 760,054,000 
(Population: 645,100) 


Effective Income: 
Metropolitan Spokane Retail Sales: 


Hub and trading center Families: 87,500 


iv’S mEe!—Model Mona Hawkins 
holds blow-up of Esquire ads in 
which she is featured. Hiding be- 


of the Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families 


$519,983 ,000 
$338,221 ,000 
(Population: 267,800) 


hind the easel is Allen E. Braun, 
account executive. 


Totals ore cumulatve Population, households, income, sales Soles Manag 1957, Cirevlots 
°24 complete counties shown Lotest dato, with exception of 4 roitable tor parts of counties defined by ABC 


ABC Audit Report, March 31, 1956 
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HAWKSMANSHIP—Six professional singers hawk The Saturday Evening Post in the Pest’s 
skit (left), a take-off on “The Most Happy Fella.” In the center, two other pro- 


“The Girl That I Marry.” 
Holiday put on two presenta- 

tions, one tied in with “Around the 

World in 80 Days” and the other 


“Why Can’t a Buyer Be More Like lof “Standing on the Corner” in 

a Pal.” |which a newsdealer stood on the) 
The Saturday Evening Post used|corner selling the Post as Jayson 

with “No Time For Sergeants.” |six professional singers in a mus- | customers went by. 

Good Housekeeping tied in with |ical skit tied in with “The Most | Woven around the musical part 

“My Fair Lady,” using two profes- ' Happy Fella.” The presentation in- ‘of each presentation were the fac- 


|sional singers in a take-off titled, cluded a ten-minute song version|tua] statements about magazine 
readership and circulation, some 
background on the thinking behind 
the ads and definitions of the mar- 
ket the various ads will seek to 
reach. 


At the conclusion of the final 


Alawover You lbagwe, 


The Spokane Market is: 


4 times as big 
as it looks! 


it’s One Big Exception to metropolitan area concept 


Metropolitan area data can be misleading when selecting markets 
. particularly when big, well-integrated sales entities like the Spo- 
kane Market exist. Isolated by great distances and giant mountain 
ranges, the Spokane Market is one big exception to the metropolitan area 
concept. One big unified sales area that is 4 times as big as its metro- 
politan center in population . . . income. . . retail sales. And you can 
sell it all with anA”’ schedule in just two newspapers— The Spokesman- 
Review and Spokane Daily Chronicle. 


THE SPOKESMAN-REVIEW | 
ee SPOKANE Daity CHRONICLE : 


fessionals sing “Why Can’t a Buyer Be More Like a Pal” in Good Housekeeping’s 
take-off on “My Fair Lady.” Summarizing the presentation (right) is Monroe L. Mayer. 


SONGSTER—New Yorker’s eastern ad 
manager, Robert Ogden, wound up 
his pitch by singing parodied “The 


| 


Girl That I Marry.” 


| presentation, all advertising and 
|display material for both the Ex- 
'cello and Jayson campaigns was 


placed around the side of the room 
for closer examination by the sales- 
| men. 


| ® Meanwhile, Monroe L. Mayer, 
vp and general sales manager of 
| F. Jacobson & Sons, summed up the 
whole advertising program for the 
company. 

| In the role of impresario for the 
|whole production was Jacobson & 
| Sons’ agency, Alfred J. Silberstein, 
| Bert Goldsmith Inc., New York. 
Allen E. Braun, account executive, 
was the master of ceremonies. + 


GEE I that’s the 


car for me!” 
| Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 
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Should you call about a particular job in our plant, you'll 
always find someone ready, willing and able to help you. 
Reliable customers never hear “he’s out” or “we'll call 
hack.” Job information is quickly, efficiently handled — 
always! 


DAY AND NIGHT SERVICE 


RELIABLE 


etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 
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San Diego Station's 15% Discount Plan 
for Direct Advertisers Finds No Converts 


(Continued from Page 3) 
worked out in some other manner 
which would have maintained the 
media-agency relationships which 
have worked so well for so long. 
The new KSON rates represent a 
breaking down of a_ well-estab- 
lished system. 

“Of course, it won’t affect me. 
My accounts know that our agency 
gets 15% and that if a rate isn’t 
commissionable, we add on the 
commission.” 


e Norman Barnes, of Barnes- 
Chase Co., only San Diego member 
of the Four A’s, said: 

“The man is apparently within 
his rights in taking his own course 
and dealing individually with 
agencies. The weakness of his posi- 
|tion is in not requiring agencies 
to be responsible for credit.” 


|e Norman Tolle, of the Tolle Co., 
|minimized the effect of KSON’s 
|action, saying: 


fie oy ~ fi 


== a 7 
= Sl" 


-_—--- 
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Enter Chicago’s charmed circle 
for sales...WGN-radio 


You’re in good company when you join the nation’s smartest 
time-buyers who confidently select WGN to sell millions of 
dollars worth of goods for top-drawer clients. 


1957 promises exciting new programming to make WGN’s 
policy of high quality at low cost even more attractive to you. 


“Fred is in his own way taking 
a step which he feels will help 
meet a purely local condition. I 
feel that it has no national signifi- 
cance, and I don’t think it will 
induce any other radio stations to 
follow his lead. 

“It doesn't affect our agency, of 
course, because we credit commis- 
sions against a fee. And I doubt 
that it will seriously disturb those 
San Diego agencies which function 
in an ethical manner. 

“I don’t think the dual rate card 
will solve the problem that Fred 
Rabell is trying to meet—the so- 
called ambulance chasing by some 
agencies. But at least he’s making 
an approach to it, and he’s doing 
it above board—laying his cards 
on the table.” 


e Dan Lawrence, of the Dan Law- 
rence Co., said the new rate card 
makes KSON the “discount house” 
in the radio station field. He 
added: 

“As far as relationships with 
this agency are concerned, KSON’s 
action has little effect, because we 
operate largely on a fee basis. 

“This is nothing new with Mr. 
Rabell. I take his action with a 
grain of salt. He probably will 
change it in 30 days. But certainly 
the rate card is going to affect his 
operations; he is performing a dis- 
count house type of operation.” 


® Radio station managers indi- 
cated little inclination to follow 
KSON's lead. 


e Wilson Edwards, general man- 
lager of KSDO, said, “What my 
competitors do is strictly their own 
business. My policy has been and 
will continue to be one rate card 
for everybody.” 


e Lee Bartell, of KCBQ, said, 
“Our policy is to have only an 
agency commissionable rate card. 
We do not propose to change to a 
net rate card.” 


e F. I. (Tom) Boise, manager of 
KFSD, the NBC station in San 
Diego, described the new rates as 
“interesting,” adding: “I haven't 
had a chance to study them. Cer- 
tainly it is a departure from stand- 
ard rate card practice.” 


WINN SETS SLIDING 
COMMISSION—TO 20% 
LOUISVILLE, May 16—Radio sta- 
tion WINN has come up with a 
new formula that is designed to 
make the station a more attractive 
|buy for advertising agencies— 
| higher commissions. 
| Under the new setup, agencies 
| will be able to combine their total 
gross billings on the 250-watt in- 
|dependent for commissions rang- 
jing from 15% to 20%, depending 
jon how much all their clients 
spend on WINN. 


® For the first $1,000 worth of 
business placed with the station 
|'each month, the agency gets 15%. 
For everything between $1,000 
and $2,000, it gets 174%2%; above 
| $2,000 monthly, the commission 
\is 20%. These discounts will be 
paid only on accounts that are 
paid in full by the 15th of the 
month. 

In a letter to agencies describ- 
ing the revised commission setup, 
Glen A. Harmon, vp and general 
manager, described the new policy 
as “very fair and very much more 
desirable to the advertising agen- 
cy than anything we in the radio 
business have done in the past.” 

WINN is one of seven radio 
stations in this market. In terms 
of package rates, it is one of the 
most expensively priced stations 
in the city. # 


‘Redbook’ Names Ryan 

Hurley Ryan, formerly with Skil 
Corp., has joined the Chicago sales 
staff of Redbook. 
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And over 26,000,000 people 


How many households 
are you reaching? 


LIFE reaches 
12,000,000 


households 


every week 


Business responds 
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‘So I'm Joining Them’... 


being consulted “by every one of 
my former ad agency bosses” on 
their own subsequent re-employ- | 


three occasions when copywriters 


fe Walter Lowen Embraces Trend; Opens} :2<2* »:2:em=. He sts0 remembers 


Daughter to Take Over 


Thousands of Ad People 


New York, May 14—Walter 
Lowen, who has placed thousands 
of people in advertising and pr 
jobs, is a man who couldn't hang 
onto a job himself. 

After World War I, which he 
“fought at Camp Sevier, South 
Carolina,” Lowen went to work for 
Calkins & Holden as a copy cub. 
He got the job largely through the | 
good offices of friends—no em-| 
ployment agency. 

Mr. Lowen lost out at Calkins | 
because he needed more than $40 a. 
week, and the agency wasn’t pre-| 
pared to give it to him. He moved | 
to Ruthrauff & Ryan for $65—with 
a raise to $75 after six weeks. 

“But after three weeks more.) 
R&R cut 13 people off the payroll | 
when Madame X Reducing Corset, 
their biggest account, cut the ap-| 
propriation. So I moved to Evans & 
Barnhill to write American Drug- 
gist Syndicate copy. But American 
cut its budget after six months, and 
I was out of work again.” 


s Mr. Lowen then moved to the} 
John Curtis Co., where he wrote | 
copy for Cunard and White Star 
Lines. “My copy went into publica- | 
tions like Scribner’s and Atlantic | 
Monthly. I was very proud of those 
pieces of copy; I wish I could find 
them now.” But 
the same old pat- 
tern appeared 
again: The budg- 
et was trimmed. 

“IT decided 
maybe I’d be bet- 
ter off helping 
others, since I 
couldn’t seem to 
hang on to a job 
myself.” 

Then, in De- 
cember, 1920, Mr. 
Lowen and his late wife, Selma, 
opened an employment agency 
they called the Vocational Bureau. 
In 1933, the name was changed to 
the Walter Lowen Placement 


Walter Lowen 


GEE! That's some 
rug cleaner!” 


Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


| wit WGN -TV = 


Management Consultant Operation 


Between 1920 and last 
s week, Mr. Lowen had placed more 
Office Which Has Placed than 100,000 men and women in all 
kinds of jobs, at all salary levels. 
He even had the satisfaction of| kins & Holden, for Hanan shoes.” 


| 


came to him with scrapbooks in 
which they claimed authorship of 
the line, “You Put Your Best Foot | 
Forward with Every Step You 
Take When You Wear... Shoes.” 


® Mr. Lowen grinned and said, “I 
| wrote that headline in 1919 at Cal- 


|increasingly smaller, 


Last week—May 7—Walter Low- 
en announced he was turning over 
the job agency to his daughter, 
Ruth, and opening a management 


counseling shop at 277 Park Ave. 
'“for the procurement of executive 


personnel in advertising, public re- 
lations and allied fields.” 

Mr. Lowen feels this switch was 
necessary. “Returns from the em- 
ployment agency business became 
because of 
increasing costs of operation. 

“More than that—procurement is 
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being taken over by management 
counselors. They’re taking over 
without licenses—which agencies 
must have—and cashing in at up to 
four times the amount the law per- 
mits agencies to charge for job 
placements. So I’m joining them, 
though I don’t intend to charge 
four times.” 

“Placements,” he _ continued, 
“have dwindled here in the last 
| five years. Big agencies now turn to 
|management consultants when they 
|need a man. Why, just recently, 


BRIGHT, CHEERFUL! 
Daily News advertisers have a bright and 
cheerful outlook these days. News circulation 
has reached the highest point in history, 5° 
advertising stories are being read by more 
people than ever before. And the results at 
the cash register are pleasing to all. 


‘Figures Tell 


} 
| MORNING 
| TRIBUNE 


j t 
The figures above show 
: k up an 
Chicago daily to stac 
field in total display adv ertising. 
suffered losses. 


‘BONUS’ FOR ADVERTISERS! 


Sets New Record; 


Record-setting circulation in 


accompan 
of the Daily News. 

For the six months ending March 31, 
daily average circulation of the News as 


n the paper’s history. 
r+ toe has set new circulation record 


j rrespon 
a gain over the co 
*As filed with the Audit 


to audit. 


the Story 


hat the News was the only 
increase in share-of-the- 
The three other dailies 


‘News’ Circulation 


. . oo ’ 
Highest in History: 
creases have 
ied the consistent advertising gains 


And for five months in a row, the 
s each month, showing 
ding month of the preceding year. 
Bureau of Circulation, subject 


CHICAGO DA 
The Independent } 


600,000 Families . . . Larges 


Share-of-Fie 


—.9 
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t Evening Circula 


EVENING 
AMERICAN 


Retail 


General 


Automotive 


Financial 


ABC shows the 
614,098", highest 


TOTAL DISPLAY 


Box Sco! 
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FROM MEDIA RECORDS 


__ MORNING TRIBUNE _ 
Per Cent 


Lines of Field 


37.1% 
57 3,873,910 ’ 
1386 «4,179,040 38.0% 
G.orL.  —305,130 —_9% 
39.5% 
57 —*1,194,887 * 
386 «1,246,259 39.8%. 
acet ea —3% 
9.1% 
1957 330,517 29.17 
1956 422.699 33.1% 
G. or L. — 92,182 —40% 
0% 
57 252,217 43.0% 
1986 224.285 42.1% 
ae. tm +99 
725 
57 _—*§,651, S01 97.2% 
1986 6,072,283 381° 
420,782 —9° 


G. or L. 


ae ee OI, Ree Sk) «eee, ree ee TE See. a: ae | oo Ber, apa am aie ee). ee Oe Bee 2 5 ee ee eer! 2- a 
fe a ee ee ea eres aS, ee eee ee ee ee ee ee eee Sa sae, de ae 
ae Be Me nn ea mete.” aS a aie pe eee en a ee ee ee cee a a Gi. ae H8 Te So ks ee oe a Ree ag OO” es 
OR a ea || ere 
aE eS err or ee ae ee OO a ee CO eee am ee Ss hey GS |S. Se Ce i eee ee ee lye 9 ee ee 
cg ale hal aT ae ee Se eee ee ne ee eee ere teem eee ee ee iit 0 Noe ; 
P| ee 
| j 
| | | 
i : 
4 
2 
oe . -_ ii“ 
2 : —_ th: i ads -_ = 
beats: : —— ae maperee ante i ait Gey, : 
% : . 4 fe RON eta teat nN A a ed 
{ i ee so 
7 Pe 
ae e es i P ‘ae ™ 
Sil a . te 
be 
a eee ; 
- M 
4 2 ; 
: j ie 
= say Loe ZG 
Sit Boake ss | a 
hy ee ‘ sa E ; | 
a. a 4 i 
4 P a im 
‘ — ets a 
: ‘ i a oe Ri -. 
; a ‘Ss e | ts 
2 « ' 7 Noe “ a cid 
P . i ; a a 
i be a ‘ ew: 
: & nee , 
_ ; : a : 
5 g * * 4 ee: me. " 
= } 2%; a 
ie ,; ar ae 
ve oe r * ¢ ¥ . 
. ‘ Se: : : 
i ree, =e : 
oe - 4 ; - a 
os ° “4 Be é 
, >. z 7 x : 
: E » f 
4 a ag 2 - 
_ z " 
is -_ ra - . a 
_ yw A el ‘ 
. , «#2 - es ; i 
ae — ri : * be fu 
F ; : a 
ey : boas + | 9 - 
m * a. : 2 “4 : ¥ 7 
‘ ea DAILY — _ 6 
e ‘ab ; 
1 x "i se . 2 is %, 
oe yy i » in” s 
late” a 2 ee ae : Z ij 
hy | F 
eo com Mao i 
“pee ; i , 
APRS, ’ NG eae 7 
Be - : 4.) M “, Per npn 2 
. ee ons by owe Te guia 
~ ase » ‘s 
, ee es ella a. 
Dae Pek ae — 
ice Steer” = 
2 7 er eee ae — 
ieee: —* == : 
— | - Pe ; 
’ F A ; d } ® i, EEE - 
: ae ee 
/ ‘ i 
e . 1 — 
ae ’ ea ae 
ale oi a 
Pig 4! , f. é "y E ee 
poh , | 
3 : hs 
4a a 
<<, | 
Ke o 
, | ;: 
a 
a a 
Pe 
<a 
oe 
a f 
A a 
aoe fF — — 3 pee ee 
— ? , Saf rrr fee ny ee 
a : = tray aa a So reaiae ak 8s 
a . 2 ‘ 7 00 i er aweeee er 
—_— ee pee . 
i 
- —— * bere 
AE a San Ste ies, ' Gass Teas tee ee Fe ee et Fe Ae eee ee Be. ea ee ee seas oe i baa ae ey Mg et ee ee me Ee ee ey beget 
Te Rae aaa i ON ecg ee ee ee Fa eg geen 
1 ee i Se ie, Fie Gece | Beets OG ky oC ene ieaele bias ie es ieee | ; , Big?! Wy pL CSRs Si: pene pt oa. Comal gee ee gee ee fs ip Ly ee eee tenes, oA OEE cue te Bric 
ee oa er eae Pe hes eRe a Mn Sate eS Fie Emre AP wae he ear e2 it Es ae Et Sie : 4 Sg alien Sai ie i amu er 3 2A ae pica A lt RR Pal 2 Ber eg ied : 15 Sf ONE eile eer ais aid 
ee ec eee eGR Als Spee Pe tae ee a ere ee Sey fe, eee oe eee is Mal a es he ee > pete Ae IS A ere ae 
vipa Hs age PM, <i) g CRO ae ae ao Ber Deiat aes LPL ce Bey eee ab ao eee ote ae a ae Pract Pech Ve ek Pa pa a i cor ES ae Bo eee. Be ee A es ee sews “oe 
POP RPG EN PICARD OES SO Faas AE Et Scr ia n AR ere ee Ce FRA OME ae Ee ee 2 ee <> - Aeienes: :  e ae 


Advertising Age, May 20, 1957 


# “I found nothing for him right 
away, and then I discovered he’d 
been contacted by a recruitment 
man for a management consultant 
and been placed with an agency for 
$25,000. I could have saved that 
agency $5,000; I had him listed for 


$20,000.” 


In his placement agency office, 


one man whom I took from $14,000 
to $17,500 called me and said his 
company was being sold and would 
I keep him in mind for a new spot. 


Mr. Lowen sits behind a big desk 
bearing three telephones. One is an 
old upright model, with a Hush-a- 
phone attachment. A visitor feels 
\like a frustrated eavesdropper 
when the Hush-a-phone is being 


used. 
Sample conversation from Mr. 
Lowen’s end: ‘Yes, hello.” 


(Pause). “Well, he’s not too tactful 
and. . .”(the rest is lost in the 
mechanical baffle). Then, moving 
away from the hushing device, “I 
think he’s a good writer.”’ And, re- 


turning, “Well, he’s looking and. . . 
(garble, garble, glurg, glub).” 


® On the three walls surrounding 
Mr. Lowen’s desk are dozens of 
photographs. People like Jack Cun- 
| ningham, Ben Duffy, Sam Ballard, 
Don Francisco, Bob Healy, Gordon 
Seagrove, Eliott Odell, Jim Mathes. 
Another, of Joe Katz, bears the 
“To Walter Lowen, 
who does more for them than their 


inscription: 


mothers did.” 


A man who was born “at the 


Southern Yates, 
Maude Adams and John Drew. 


turn of the century,” Mr. Lowen 
was the youngest of four children 
born to a pioneer merchant in St. 
Joseph, Mo. He swept out the store, 
delivered newspapers, worked as a 
stock boy and spent all the time he 
could at St. Joe’s Tootle Opera 
House, “one of the great opera 
houses of the Midwest.” There he 
was exposed to the histrionics of 
Julia Marlowe, 


He came to New York in 1913 to 
enter the Columbia school of jour- 
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nalism, then an undergraduate 
operation. He never was graduated, 
“because I couldn't pass the swim- 
ming test I needed for my degree.” 


s Mr. Lowen hasn’t spent all his 
time placing ad people. In 1938 he 
opened the employment agency di- 
vision of the New York World's 
Fair. He placed maybe 2,000 people 
at the Fair. He once turned up a 
secretarial job for Eileen (“My 
Sister Eileen”) McKinney. He also 
supplied a male secretary to Alex- 


ILY NEWS 


Jewspaper 


ition in Chicago and Suburbs 


Be 
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ander Woollcott, who later ex- 
claimed, “The man’s a treasure; the 
man’s a treasure.” 

So far, Mr. Lowen has written 
two books. He co-authored “How 
to Get a Job and Win Success in 
Advertising.” In 1954 he came up 
with “How and When to Change 
Your Job Successfully.” 

You have no need for Mr. Low- 
en’s services if you can answer one 
question affirmatively. The ques- 
tion: “Do I like my work so much 
it seems like play?” # 


Outrates all 
syndicated 
shows! 


ke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc 


TwIn Crr1es—highest rated 
dicated pro in Minneapoli 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner Brothers, Father 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, P. 


Television Programs of America, Inc. 
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7 Stage 7’s a dramatic anthology 
_ which can do a fine-rating, fine- 
: _ gelling job in your market, as it 
; _ is already doing in more than a 
| hundred others. Better check 
Stage 7 for your market today. 
Write, wire or phone collect for 
y | availabilities. 
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At work... now 
' extending its 


coverage of the 
CONSTRUCTION FLEET 
MAINTENANCE 


_eemnieniond 


MARKET 


e CCJ has been at work, for years, serving the construction fleet maintenance market. 
Almost 75% of CCJ editorial matter is applicable to construction fleet vehicles. 


CCJ circulation has always included the key personnel in the self-service 
construction fleets. 

e Now, with the government’s new fabulous 33.1 billion dollar highway program 
(including all factors, $100 billion) CCJ becomes the only magazine delivering the . 
vital maintenance part of the expanded construction market. | 

With these extras for advertisers: 


Increased circulation now completely reaching all self-service fleets and cov- 
ering all men in charge of maintenance and selecting equipment: 


7,000 in construction fleets 

4,200 in government, city, state and highway fleets 
1,300 equipment distributors 

3,000 exclusive truck dealers and truck specialists 


. Extra editorial emphasis — every month — and a special issue in August on 
| construction equipment specifications and maintenance. 
® 25% of all construction equipment sales in the new highway program will be replacement 
parts. And CCJ is the only magazine in the fleet maintenance field qualified and able to 
sell them for you. 
CCJ has a special story to tell you about this vital and expanding 
market. Ask your CCJ representative to call. His visit will be 
profitable to you! 
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At work... continuing 


to deliver the 


greatest circulation of 


TRUCK AND BUS FLEETS 


CCJ offers the largest circulation of self-service truck and bus fleets delivered by any publi- 
cation—45,000 verified readers (screened and selected as only a controlled circulation can 
do in this field) representing all known self-maintained fleets. 


® 27-year editorial and circulation coverage of the bus fleet maintenance market. 


The most comprehensive, expert editorial coverage in the fleet field. 17 seasoned and qualified 


editors, headed by top-man-in-the-field Editor Bart Rawson. Plus 35 correspondents. Plus 
International News Service. 


Continually tested, highest proven readership of any fleet magazine. The only controlled 


circulation magazine to be studied by Advertising Research Foundation. The only 
“Starched” magazine in the field. 


Most complete, accurate data on the market compiled over the years at Automotive Head- 
quarters which supplies advertisers with dependable market information on their own 
products and trends in the overall fleet market. 


Special merchandising services specifically tailored to meet advertisers’ needs. 
e Unbroken record of greatest advertising volume in the field. 


1. CCJ total advertising pages 1956 — 2214 


2. Nearest competitor advertising pages 1956 — 1736 
3. CCJ first four months 1957 —772 


4. Nearest competitor first four months 1957 — 656 


another example of how a leader leads 
to give you more for your advertising dollar 


COMMERCIAL CAR JOURNAL 


A CHILTON PUBLICATION 
Chestnut and 56th Streets * Philadelphia 39, Pennsylvania 
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You Ought fo Know . Thomas Atkinson 


The way tc success in advertis- 
ing leads through a door marked 
“engineering.” At least that’s how 
it’s worked out for Thomas Mar- 
tin Atkinson, who this month was 
elected president of the Assn. of 
Canadian Advertisers (AA, May 
13). 

Mr. Atkinson, the son of a 
gravestone maker, “always want- 
ed to be an engineer.” Born and 
brought up in Simcoe, Ont., then 
a town of 6,000, young Tom At- 
kinson went on to McGill Univer- 
sity, where he won his engineer- 
ing degree. Then he went on to 


T. M. Atkinson 


the States, and to the Harvard 
business school for his M.B.A. 
Since 1934, when he joined Ca- 
nadian Industries Ltd., a company 
with ties to the Du Pont empire, 
he has changed jobs, but never 
employers. He has been advertis- 
ing department manager of the 
Du Pont Co. of Canada since 1954. 


s A tall, graying, slender man of 
48, Mr. Atkinson believes that 
people who get into advertising 
via engineering “tend to look at 
advertising in a more factual and 
analytical way; people who grow 
up in advertising tend to think of 
it as a be-all, end-all, without 
analyzing how it fits into the 
over-all marketing picture. 

“Engineering is a suitable pref- 
ace to advertising at Du Pont,” 
he continues, “because it is a 
large industrial advertiser, where 
you have more emphasis on the 
rational and the factual.” 

At Du Pont, the working day 
starts at 8:30 a.m. Until,recently, 
it was Mr. Atkinson’s habit to 
wa'k to the office from his home 


Among (ke Towers 


CLEOPATRAS 
NEEDLE 


PARIS 
L wngatcaat 


in the Montreal suburb of West- 
mount—a distance of three miles. 
He covered the distance in 40 
minutes. “You can go about as 
fast as a street car in Montreal, a 
fairly crowded city,” he explains. 


s Mr. Atkinson’s free time is 


in the Laurentians. He grows all 
varieties of flowers. 

When winter comes, and a snow 
blanket 5’ to 6’ deep covers Ste. 
Marguerite, Mr. Atkinson turns 
to skiing, a sport he’s followed 
since his college days. He was 
something of a cross-country ski- 
er in those days, and he later 
joined a ski-racing club. 

So far he’s avoided the stigmata 
of the skier—the leg or arm cast. 


spent mostly in the garden at his 
summer place at Ste. Marguerite,!Anne Bonnyman, of Knoxville, 


In 1941 Mr. Atkinson married 


Tenn. They had met at Ste. Mar- | 
guerite, where she went to do| 
some vacation time skiing of her 
own. They have a son, 12, and a 
daughter, 9. 


= Mr. Atkinson chuckles at the 
international aspect of his mar- 
riage. “My mother’s people,” he 
says, “were United Empire Loy- | 
alists—people who left the U. S. 
at the time of the Revolution and 
migrated to Canada. Originally, | 
my mother came from Pennsyl- 
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vania.” His father was born in 
England, but he moved to Ireland 
and subsequently settled in Can- 
ada. , 

The new ACA president is a 
man whose years with Canadian 
Industries and Du Pont have ex- 
posed him to market research, 
Sales, sales management, adver- 
tising and promotion and staff 
work. He thinks one of the major 
problems facing the Assn. of Ca- 
nadian Advertisers is that of 
achieved “public understanding 


we’ve made 
a new woman 
out of 


Woman’s Day | D 


making 
friends 


Ever since we made a “new woman” 
out of Woman’s Day several months 
ago the magazine has been making 
new friends with its exciting new out- 
look, and keeping its old friends with 
that same wonderful “how to do it” 
character. Pick up a copy of the June 
issue at the local A&P and you'll see 
why the book is forging ahead. Note 
especially the important features on 
how to build a good one-level house 
for $5,000, and a 2-level one for 
$6,000; the 6 page guide for picnics 
plus the fifth “Collector’s Cookbook” 


on barbecue recipes. — ewoman’s var. inc. 


Woman’s Day the 


magazine 
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of advertising.” He thinks there , derstand.” 
is work to be done at all levels—;| How television will develop in| 
with consumers, opinion leaders,| Canada is another problem facing | 
and the government. the ACA, he says, adding: “We'd | 
|like to see more tv stations and 
® “Criticism of advertising in Can-|™ore tv time. But sparse popula- 
ada,” he says, “springs from mis- | tion tends to keep stations out of 
understanding: The government | 5°me areas.” 
wants to tax it, and consumers| But Mr. Atkinson looks for ad- 
regard it as unbelievable. If peo-| vertising to become “an increas- 
ple understand advertising, they | ing force” in marketing in Cana- 


will have a favorable opinion od baw 


it. We’ve got to reduce advertising | “It couldn’t be otherwise,” 
to terms that everybody will un-| says. “Mass promotion and mass 


he | 


advertising are the only way to, Naegele Sells Highway Unit 
push products in an expanding | to Highway Display Inc. 
economy like ours.” # Highway Display Inc. has pur- 


|chased the high division of 
Radio-TV Club Elects e highway division o 


Joe Micciche, vp of advertising | apolis. Thomas S. Hartzell, High- 
and public relations of Home Sav-| way Display president, said the 
ings & Loan Assn., has been elect- acquisition doubles the size of his 
ed president of the Radio-Televi-| company’s operation and gives it 
sion News Club of Southern|some 14,000 signs at locations in 
California. Other officers are Pat|18 central states. Highway Dis- 
O’Riley, American Broadcasting|play, which specializes in 
Co., vp; Jacqueline De L’Eau, pub-| Scotchlite and baked enamel signs, 
lic relations, secretary-treasurer. | also operates a subsidiary at West- 


Naegele Advertising Co., Minne-| 
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| field, Ind. As part of its expan- 
| sion, the company is moving from 
quarters in Prior Lake, Minn., to 
a plant and office in St. Paul. 

R. O. Naegele, Naegele presi- 
dent, said sale of the property will 
enable his company to concentrate 
on spectacular bulletins and poster 
boards in its seven-city territory. 


‘TV Guide’ Adds Two Editions 

TV Guide, Philadelphia, plans to 
start two regional editions for the 
West Coast beginning this sum- 
mer. They are the central Califor- 
nia and eastern Washington state 
editions. Both will be launched 
with the Aug. 24 issue. TV Guide 
will then have a total of 46 region- 
al editions. 


Purdom Joins Buchanan 

Paul Purdom, formerly with 
Peter Hurst Advertising, San Fran- 
cisco, has joined the copy staff 
of Buchanan & Co., San Francisco. 
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PONTIAC, MICHIGAN 
162nd in Population $ 84,300 
112th in Retail Sales 166,680,000 
102nd in Food Sales 37,944,000 
118th in Drug Sales 5,549,000 
113th in Auto Sales 30,144,000 
107th in Family Buy. 

Income 6,955 


evening newspaper. 


NET PAID 58,193 PONTIAC 


74 OUT OF 100 PRESS HOMES 
TAKE NO OTHER DAILY NEWSPAPER 


The Pontiac Retail Trading Area, population 293,801 
portion of Oakland County, second largest in Michigan. Here the Pontiac 
Press gives adequate and highly exclusive coverage for carrier surveys 
show 74% of Press homes take no other daily paper and 88% no other 


Tiare's Plenty of income ant Spentag & Penta: Michigan 


OAKLAND COUNTY 


41st in Population $ 577,800 
38th in Retail Sales 735,302,000 
34th in Food Sales 173,327,000 
36th in Drug Sales 27,082,000 
31st in Auto Sales 149,960,000 
33rd in Family Buy. 

Income 7,108 


Sales Management 200 Leading Cities and Counties 


, includes the major 


= 5 PONTIAC PRESS 


MICHIGAN 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


Lever Co-Produces Film 
with Canadian Company 

Lever Bros. of Canada and Nor- 
mandie Productions will co-pro- 
duce “Tugboat Annie,” a new 
tv film series. Filming will start 
in June in Toronto. Lever will 
sponsor the show over the CBC 
starting in the late fall. 

This is believed to be the first 
time a Canadian advertiser has 
co-produced a tv series. In the 
U. S. and elsewhere outside of 
Canada, “Tugboat Annie” will be 
distributed by Television Pro- 
grams of America. So far Lever 


has not indicated whether it wants 
| to carry the program in the U. S. 


\Joice Heads Kemper Media 


|director of the Chicago office of 
Don Kemper Co. He has been with 
jthe agency and its predecessor, 
_Goodkind, Joice & Morgan, for 11 
years, last as treasurer and busi- 
| ness manager. 


J. Alden Joice has been named | 


Advertising Age, May 20, 1957 


N. Carolina Senate 
Rejects Move to Tax 
Dailies, Newsprint 


RALEIGH, May 14—A proposal to 
place the sales tax on newspapers, 
long exempted from the 3% retail 
levy, was offered to and last week 
rejected by the state senate fi- 
nance subcommittee. 

Sen. Edwin Lanier of Orange, 
disturbed by a list of sales tax ex- 
emptions based on “manufacturing 
activity,” made the motion to 
strike out the exemption for news- 
print and newspapers. 

“As bad as we need the money, 
I see no reason for letting them 
out except we’re scared of them,” 
he declared. “It’s not right when 
we tax all these other things.” 

Sen. Lanier, a legislative fresh- 
man, was undismayed by col- 
leagues’ warnings of the reaction 
his suggestion might bring. 

“I believe the newspapers want 


THE SALT LAKE INTERMOUNTAIN MARKET 


quae 
~*"* 


‘s Altogether bigger and 


', differenter than you might think! 


their needs . 


BSCS SSS8*eesenne, 
“= 
a 


Salt Lake’s newspapers reach this 
entire 4-state market with carrier 
delivery...daily...and sell it effectively ! 


™~ 


The fact that people have plenty of living room doesn't alter 
. it merely means that marketing methods must be 


different. Buying does not stop at the imaginary boundaries 


of Salt Lake City. The entire four-state area is one big market* 


where retail sales hit $1,532,000,000 last year. 


Experience has shown that you can reach and sell this entire market 
of 1% million persons effectively ONLY if you use 
the combined power of Salt Lake’s two great metropolitan 


newspapers, The Salt Lake Tribune and the 


Deseret News and Telegram. 


* Designated as one big Market by the Department of Commerce : 


and the National Retail Drygoods Association. 


Think bigger about Salt Lake . . . It'll grow on you. 


Ohe Salt Lake Tribune © 


, {MORNING & SUNDAY) %, 


a” 


i me ; 
COLOR 


‘ TRS 
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+ DESERET NEWS avo 
BS Salt Lake Telegram (EveNiING) 


A, 2 
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IN MEWSPAPER ADS ADDS EXTRA SALES 


Salt Lake City is just 
the beginning of the 
Intermountain Market. 


to carry their fair share of the 
public expense,” he asserted. He 
asked if radio and television ad- 
vertising could be brought under 
the tax, but Revenue Commission- 
er Eugene Shaw replied that many 
problems would be involved. 

In the voice vote that followed, 
it appeared that only two senators 
voted for removal of the exemp- 
tion—Sens. Lanier and Calvin 
Graves. # 


Mapes, Schiess Form 
Creative Merchandising Co. 


H. Pierson Mapes, formerly vp 
and general manager of the New 
York office of Hutchins Advertis- 
ing Co., Rochester, N.Y., and Gene 
Schiess, formerly radio and televi- 
|sion director of Hutchins, have 
formed Creative Merchandising 
|Co., with offices at 535 Fifth Ave., 
| New York. 
7 The company, which specializes 
|in television production and pack- 
| aging, is serving in an advisory ca- 
pacity to Philco Corp., Birge Wall- 
paper Co. and Crosby Brands Inc. 
Its initial television production, 
“It’s a Hit,” with Happy Felton, 
will be carried on CBS-TV, begin- 
ning June 1. 


Petry Appoints Two 

Bill Oldham, a radio account ex- 
jecutive in the Chicago office of 
Edward Petry & Co., will become 
| sales manager of the station repre- 
|sentative’s St. Louis office on 
|June 1, succeeding George Ker- 
cher, who has not yet announced 
his plans. Austen Smithers, for- 


Not just merly radio sales manager of 
Salt Lake | Headley-Reed Co., has been named 
as an account executive in the Pet- 
with 303,000 | ry radio division in New York. 
persons 
Not just in 
Utah _— 
n 
with 768,000 quality 
. largest 
puree ( production 
S photo- 
But — 
Jes firm invites your patronage. 
the entire 
4-state market KJ these 
with 143 mil- low prices 
lion persons — eee | Pg $4 ois 
prints 30 4.50 6.00 
100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
— 1000 55.00 75.00 
« , Negative 1.15 1.65 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 
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TO SELL YOUR PRODUCT © 


in today’s competitive 
home market 


Sell your product’s design . . . 

so the architect will want to use it in 

his plans and specifications. 

Sell your product’s top quality 

and durability . . . so it will be appraised at 
full value for inclusion in the mortgage. 


Sell your product’s consumer appeal. . . 
so it will be promoted by the realtor 

to help sell the total house. 

Sell your product’s reliability 

and service . . . so it will be promoted — 
not just stocked — by the supplier. 

Sell all these things and your product’s 
flexibility . . . so it will be easy for 

the builder to use in his house. 


Like executives in other industries, today’s smart builders do not 
play a lone hand. They rely on the judgement and experience of their 
associates — each an expert in his own area of the business. While 
your success in selling any one of these professionals can produce 
some business, selling all five is the key to today’s total home market. 


Only one magazine holds this key for your advertising — the one 
building magazine created and edited specifically to serve the 
builders and contractors who put up and remodel the most homes... 
and their architects, lenders, realtors and suppliers. 


House «Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


sells all 
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for your copy of this 
fact-revealing survey 


Contains Valuable Information on 1956 Buying Habits and Brand Preferences of .. . . 


Greater Omaha 


® Based on Omaha-Council Bluffs Market of 98,280 Families 
®@ Over 100 products covered 


How does YOUR product or your client's product rate in Omaha and 
Council Bluffs? Here is the opportunity to find out. The 1957 Omaha 
World-Herald Consumer Analysis contains up-to-the-minute facts on 
more than 100 product classifications. 


Send for your 1957 Consumer Analysis of the Greater Omaha market. 
Write now to: National Advertising Department, Omaha World-Herald, 
or contact the nearest O'Mara & Ormsbee office. 


Omaha 
World-Herald 


252,598 Daily 263.674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O’Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles 
San Francisco 


Read by 3 out of 5 families in Nebraska-Western lowa’s $2.4 Billion Market 
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|® The court’s opinion on this ques- 
| tion, a key issue in the case, may| properties in Hollywood for the 


Advertising Age, May 20, 1957 


Canada High Court Rules Monopoly 
Guilt Needn’t Involve Public Injury 


Fine Papers Decision 
Seen as Precedent in 
Beer Price-Fixing Case 


OrTrawa, ONT., May 14—The Su- 
preme Court of Canada today up- 
held a monopoly conviction against 
seven paper mills and 21 merchants 
in a unanimous judgment that, in 
effect, established that public det- 
riment does not have to be proved 
in a combines case. 

The seven judges who heard the 
appeal last autumn unanimously 
upheld the conviction of the com- 
panies and merchants, who had 
been found guilty in 1954 of con- 
spiring, in the 1933-1952 period, to 
“prevent unduly or lessen competi- 
tion in the production, manufac- 
ture, purchase, barter, sales, trans- 
portation or supply” of fine papers 
in Ontario, Quebec and elsewhere. 

In their reasons for the judg- 
ment, the judges specifically re- 
jected the companies’ contention 
that the conviction was invalid be- 
cause the Crown had not proved 
that their agreement was detri- 
mental to the public. 


have a bearing on the government’s 
decision as to whether to launch 


|court action against E. P. Taylor’s|the Columbia 
|Canadian Breweries Ltd. on mon-| department, has been named as- 


opoly allegations. 
Justice Minister Garson told the | 


in part on the court’s finding in 
connection with the appeal of the 


|fine papers companies. 


The judges’ reasons upheld the | 
federal government’s view that any | 
price-fixing arrangement is illegal 
and that the Crown does not have 
to establish whether a combine is 
good or bad for the public. 


8 The companies involved repre- 
sent 90% of Canada’s fine papers 
industry. They include 
Smith Paper Mills Ltd., Montreal; 
E. B. Eddy Co., Hull, Que.; Provin- 
cial Paper Ltd., Toronto; Rolland 
Paper Co. Ltd., Montreal; Alliance 
Paper Mills Ltd., Meritton, Ont.; 


Howard | 


to, and Canada Paper Co., Montre- 
al. 
The Ontario appeal court had 
withheld its decision on the com- 
panies’ appeal against the sentence 
itself, pending the decision of the 
Supreme Court of Canada on the 
conviction. + 


Bufferin Suit Settled 

The suit brought by Bristol- 
Myers Co. against R. H. Macy & 
Co. for infringing on the name 
“Bufferin” has been settled. U.S. 
district court in New York has 
granted a preliminary injunction 
against Macy’s with the finding 
that the department store had di- 
verted Bufferin sales to a Macy 
product “through false and decep- 
tive statements.” Macy’s has 
agreed not to use the name Buf- 
ferin on any aspirin other than 
Bristol-Myers, although it may 
use the name “buffered aspirin” on 
its own product. The drug com- 
pany has waived damages. 


Two Named at CBS-TV 

Philip Feldman, formerly direc- 
tor of business affairs in Holly- 
wood for CBS Television, New 
York, has been named vp and busi- 
ness manager of talent and contract 


network, a new post. Robert V. 
Evans, formerly senior attorney in 
Broadcasting legal 


sistant general attorney in charge 
of talent, program and facilities 


|Commons last February the gov-| and rights for CBS-TV, succeeding 
jernment’s decision will be based | Charles 


C. Woodard, who has 
joined Westinghouse Broadcasting 
Co. as assistant to the president. 


Union Bag Promotes Donaldson 

Gene Donaldson, a member of 
the advertising department of 
Union Bag—Camp Paper Corp., 
New York, since 1938, has been 
named advertising and sales pro- 
motion manager of the company. 
He has held the position for the 
past two years without the official 
title. 


WSEE Appoints Young 

Young Television Corp. has been 
named to represent WSEE, Erie, 
Pa. The station was formerly 


Don Valley Paper Co. Ltd., Toron-| handled by Avery-Knodel. 


The man from Cunningham & Walsh 


... drawing conclusions 


TV and contact staff all work 
at the retail level one week 
every year. That’saC & W policy. 

The conclusions we draw at 
the point-of-sale help our ads 
draw more sales. 


Reeve Limeburner is a senior 
art director of our advertising 
agency. Most of the year he is at 
his drawing board,creating ads. 

Here you see him working in 


a supermarket... also helping 
create ads, but in a different 
way. 


Our copy writers,art directors, 


Cunningham & Walsh Inc., 
New York, Chicago, Los Angeles, 
Hollywood, San Francisco. 
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SUMMER SPORT—Marge Conroy will 
provide eye-catching weather and 
station announcements during the 
summer promotion campaign on 
KYW and KYW-TV, Cleveland. 


KYW’'s PR Plot: 
Offer More Spot 
When Weather's Hot 


CLEVELAND, May 16—Summer at 
KYW and KYW-TV isn’t a time 
when station management sits 
back and dreams of fishing in 
Maine. 

Having been paid off well in 
sales on its “kooler campaign” dur- 
ing the summer of 1956, it is com- 
ing back hard this year with a 
multi-promotion “summer special 
on KYW.” 

The promotion will strive to 
maintain radio and tv ratings by 
consumer publicity and entice 
time buyers on summer accounts 
by a special spot plan on radio 
adjusted to daily temperature. A 
morning forecast of 90° or more 
will mean 10 spot announcements 
that day for the summer client— 
80°, six spots a day—70° or less, 
no commercials that day. 

“Summer special on KYW” will 
open June 1 with a calypso theme. 
Dancers in a Latin American rit- 
ual will “plead” for special weath- 
er. The audience will be invited to 
submit calypso jingles in a contest 
which promises a trip to the West 
Indies as first prize. 


s Other gimmicks in the promo- 
tion include: a male beauty con- 
test, judged by women; a give- 
away of maracas to shoppers who 
know the KYW calypso jingle; and 
a “Calypso Caravan,” which will 
wind through downtown Cleve- 
land, + 


Boland Names Turley. Howard 
Two new executives have been 
appointed at Boland Associates, 
San Francisco. Paul W. Turley, 
since July, 1955, art director of 
Boland Associates Ltd., Honolulu 
subsidiary, has been named exec- 
utive art director and will move 
from Honolulu to San Francisco 
to assume creative and administra- 
tive management of the agency’s 
art department. Bernard Howard, 
for the past three years account 
executive with Ruthrauff & Ryan, 
San Francisco, has been named 
account manager, initially assigned 
to handle copy and contact for 
Cutter Laboratories, Oakland. 


Group to Scan Drug Ads 

A committee to watch for exag- 
gerated advertising of drugs has 
been established by the American 
Pharmaceutical Assn. The commit- 
tee will report misleading drug 
advertising in newspapers, radio 
and television to the Federal Trade 
Commission. 


Yellon Joins Littman as VP 

Bernard Yellon, formerly art di- 
creative director of Littman Co., 
rector of Michael Newmark Agen- 
cy, has been appointed a vp and 
New York agency. 


| ‘Chicago Daily News,’ Medill 
Set Newspaper Seminar 
A two-day seminar in publica- 
| tion management will be con- 
|ducted by the Medill school of 
journalism, Northwestern Univer- 
sity, and the Chicago Daily News 
May 22 and 23. Northwestern is 
| the only school to offer a Ph.D. in 
| journalism, and five candidates for 
| the degree will participate in the 
| sessions at the Daily News. 


|ing for 10 one-hour sessions with; print of the announcement ad. The 


Daily News executives and de- 
partment heads. 


Ozark Air Lines Announces 
New Service with Mailing 
Ozark Air Lines announced its 
extended air service by means of 
la cover reprint of the St. Louis 
| Chamber of Commerce’s publi- 
| cation, “St. Louis Commerce.” The 


|reprint includes an article on the! with Chernow Advertising, both | 
The group will study top-level | new Ozark route, pictures of Ozark New York. Sanford Maizel, for-| vertising. Diener & Dorskind, New 
newspaper management by meet- | equipment and facilities and a re-' mer president of Williams & San-' York, is the previous agency. 


|reprints are being mailed to resi- 
dents in cities all along the new 
| route. In addition, newspapers, ra- 
dio and outdoor will be used. 
| Frank Block Associates, St. Louis, 
lis the agency. 


Williams & Sanford Merges 
|_With Chernow Advertising 
Williams & Sanford has merged 


53 


ford, has been named exec vp and 
creative director of Chernow. 

The agency has added nine new 
accounts, eight of which formerly 
were with Williams & Sanford. 


Bernina Names Gore-Serwer 
Bernina Sewing Machine Co., 
New York, distributor of the 
Swiss-made Bernina sewing ma- 
chine, has appointed Gore-Serwer 
Inc., New York, to handle its ad- 


' 


How Smooth 


*In cose you heven’t met these three 
medio experts before: Hi stands for high 
acceptance; Brod for broad market cover- 
age and Lo for low cost. They ol! apply, 
of course, to the Post-Gazette. Why not 
put them to work for you! 


is Rough? 


again this year! Soundest of reasons why. . . 


eG! Gomebeg HAS Heard: in Ptateege! 


Pittsburgh Post-Gazette 


Picking the Post-Gazette in America’s 8th Market makes for very smooth 
sailing, indeed. As witness the automotive manufacturers who placed 
more new car advertising in the Post-Gazette last year than in either of 


the other two Pittsburgh newspapers—and are repeating that wise choice 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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The great new selling opportunity 


for advertisers today is 


he new active leisure 


...And the lively leaders of this go-more, 
do-more, buy-more age are Holiday’s readers. 
With incomes nearly triple the national 
average, these 875,000 spirited families 
avidly seek new things to enjoy, around 


home or away... and find a world of exciting 


A CURTIS MAGAZINE 


ideas in Holiday. If your product 


gives people more leisure or 


pleasure, it belongs in Holiday. 
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Advertising Age, May 20, 1957 


May Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Weeklies, Bi-Weeklies, Semi-Monthlies (April) 


The New Yorker 
Presbyterian Life 
The Reporter 
The Saturday Evening Post .... 
Saturday Review 
Sporting News 
Sports Illustrated 
TV Guide 
Time Magazine 
U.S. News & World Report .. 
Total Group 


Pages —— Lines 

April Aprit Jan.-April Jan.-April April April Jan. -April Jan.-April 
1957 1956 1957 1956 1957 1956 1957 1956 
67.3 68.8 257.1 270.8 28,889 29,618 111,119 116,244 
24.5 36.2 113.3 134.0 24,487 36,151 113,287 134,020 
513.5 517.0 1,438.0 1,492.5 349,184 351,548 977,844 1,014,894 
234.1 123.7 546.5 439.4 159,188 84,116 371,620 298,792 
361.5 338.4 1,101.5 1,057.4 151,830 142,128 462,630 444,108 
435.2 454.2 1,440.5 1,512.6 186,692 194,859 617,973 648,919 

6.5 12.5 39.0 58.0 2,762 5,644 16,404 24,344 
13.8 Ll 60.3 73.5 5,779 5,024 25,348 30,859 
362.4 361.1 1,114.7 1,188.3 246,407 245,532 757,999 808,062 
69.3 69.4 307.1 302.3 29,346 291,480 199,501 1,239,660 
36.0 30.5 105.7 90.9 39,055 33,110 114,633 98,447 
182.4 119.4 474.0 341.2 78,247 51,223 203,271 146,237 
52.1 311 186.1 114.7 9,476 5,660 33,860 20,869 
378.0 aay 114.0 1,221.7 158,741 172,271 479,158 513,277 
or 4 1, IS 1, a : 119,426 ia 442,350 447,926 


t Four issues in April 1957; five ron in "April wk t Three a in "April 1957; we issues in April 1956. 
r Pages c Lines ~ 
May May Jan.-May Jan. May May May dan.-May Jan.-May 
1957 1956 1957 1956 1957 1956 1957 1956 
Women's 
9Bride’s Magazine ........... — — 349.6 312.2 220,928 197,329 
Everywoman’s Magazine ...... 16.9 34.2 107.9 169.8 7,281 14,693 46,286 72,863 
Family Circle 2... 6. ce ence 52.4 67.3 229.8 293.0 22,480 28,872 98,584 125,697 
Good Housekeeping .......... 161.4 172.7 627.0 @ 649.2 69,254 74,076 268,994 278,497 
Ladies’ Home Journal ........ 133.5 130.5 560.5 530.2 90,761 88,736 381,121 360,511 
GE webecccccveocesscese 100.8 80.8 454.5 390.5 68,51 54,938 309,046 265,518 
§Modern Bride ........ 118.9 117.5 299.7 277.4 75,145 189,410 74,260 175,317 
tParents’ Magazine .......... 72.2 59.9 313.1 279.7 31,110 25,791 134,808 120,339 
Seventeen ... 6.6.6 ccenene 147.9 138.7 567.2 575.3 100,556 94,299 385,683 391,192 
Western Family: 
Southwest Edition .......... 24.8 32.2 105.9 129.7 10,625 13,803 45.411 55,612 
Mountain Edition ........ 22.6 30.9 97.9 118.6 9,709 13,270 41,964 50,902 
ZNo. Calif. Edition ...... 22.6 32.1 101.3 124.4 9,714 13,775 43,492 53,380 
ZNorthwest Edition ....... 22.5 32.4 103.1 129.2 9,665 13,913 44,267 55,431 
Woman's Day .. 6.6... cccune 38.6 60.6 192.2 254.1 16,545 25,984 82,455 108,995 
The Workbasket ............ 20.4 18.1 176.3 1512 4,002 3,549 _ 34,569 29,639 
SS ee «925 39837 40123 496.272 614241 2,082,145 2,181,509 
§ Published quarterly in January, April 15, July 15 and October 15. ¢ Includes Shopping Scout Section linage. = Not 
included in totals. 
General 
American Artist ............ 29.6 25.4 134.7 145.9 12,423 10,671 56,541 61,253 
American Forests .......... 13.8 24.3 82.9 95.3 5,796 10,206 34,818 40,026 
American Legion ............ 15.4 17.7 80.0 93.0 6,488 7,462 33,626 39,064 
BEE) wecccnecdoooscocecs 66.1 618 309.8 299.5 19,440 18,154 91,066 88,016 
GED 6.6ocb cnsacdsecdoseocs 20.1 20.6 103.0 100.8 8,634 8,849 44,226 43,255 
re 32.9 33.8 178.6 172.5 13,825 14,212 75,049 72,484 
Christian Herald ............ 45.8 25.4 209.2 200.0 19,665 10,911 89,709 85,776 
GED cosbeccccccccceccs 3.6 8.7 32.8 36.2 1,539 3,659 13,805 15,207 
GEE. Basccccccccccessecs 29.0 25.0 203.4 139.5 5,220 4,500 36,612 25,110 
Cosmopolitan ........... 20.1 19.4 125.0 103.7 8,603 8,328 53,626 . 
Eagle Magazine ...........+ 9.0 10.1 44.6 45.5 3,761 4,203 18,751 19,124 
GE dendaddccdcccoccesnce 70.2 7L5 120.3 123.0 47,745 48,629 81,827 83,640 
Elks Magazine ... 2.2... .6406 11.5 47 66.0 71.2 4,953 6,297 28,332 30,542 
GD ccccccocccscesssecse 75.7 63.5 304.2 323.7 51,521 43,206 206,714 225,907 
GED wkeocecceseccbecee 15.8 14.3 86.5 88.3 10,878 9,901 59,528 60,756 
GEE. Bdsbdecooecocccsces 15.9 30.8 103.8 137.7 6,678 12,957 43,596 57,897 
GEE weeantbacccvecsosce 33.9 33.3 140.1 i411 14,561 14,299 60,133 60,537 
Grade Teacher ..........5555 41.7 29.0 197.3 178.4 18,388 12,843 86,902 78,668 
Harper's Magazine .......... 32.8 32.5 174.2 180.7 13,763 13,663 73,168 75,892 
GEE. Sbbecesocccsscceese 118.6 102.5 485.5 417.5 80,680 69,675 330,138 283,932 
GD cesovoccsccccceses 26.6 21.6 99.6 101.5 11,172 9,072 41,832 42,630 
Improvement Era 23.3 32.1 119.2 129.5 9,772 13,483 50,064 54,394 
BE. Bescceees voesense 25.0 24.3 156.1 147.5 17,142 16,594 106,789 100,894 
Motor Boating .............. 143.8 135.6 806.2 768.8 84,550 79,633 474,046 452,054 
GEE BED occ cccocccceces 13.4 15.1 57.5 83.4 5,628 6,342 24,150 35,028 
Motor Trend ..... 2.6.6 cen une 26.0 27.3 103.7 118.2 10,920 11,466 39,354 50,644 
National Geographic Magazine 59.0 49.3 260.5 234.3 14,000 11,744 62,000 55,779 
GHEE cesaescaveccccveccoes 11.8 17 57.3 7.7 4,935 714 24,073 3,255 
Popular Photography ........ 78.4 109.6 399.1 418.6 32,928 46,032 167,622 175,812 
Promenade ... 6.66... eeeuue 23.3 23.2 107.8 118.3 9,974 9,961 220 50,757 
Reader's Digest ............ 60.0 28.0 220.0 155.0 10,920 5,096 39,940 28,210 
Oe Dr 13.7 7.7 63.4 43.8 5,873 3,297 27,231 18,814 
GED Sands 6d 0 cites bebes 32.1 24.3 152.9 134.2 13,752 10,406 65,587 57,587 
GED bestevccedceccanene 9.0 10.0 61.3 39.3 3,838 4,227 25,775 16,448 
a pceegdbhencewss 12.9 13.9 419 38.0 5,525 9,325 18,005 25,540 
SE. aéanrevescers 7.4 7 50.4 — 3,164 20,978 
Town & Country ............ 62.5 56.8 310.8 312.3 39,512 35,892 196,425 197,357 
WE BeereSber cece ccvvccves 38.8 378 144.9 132.0 16,630 16,213 62,132 56,646 
VEE ese cbcccvcccsccons 118.2 119.2 667.5 654.9 69,502 70,090 392,490 385,081 
Total Group ....... 1486.7 14018 70620 F7308 724208 692,212 F411882 3,298,472 
+ Published bi-monthly; figures shown are for May-June issue. { Formerly Christian Advocate (weekly); changed to 
Together (monthly) in October 1956. 
Home 
American Home ............ 81.9 98.4 353.0 404.3 51,782 62,208 223,076 255,501 
Better Homes & Gardens ..... 189.0 210.0 725.0 776.0 119,665 132,423 458,421 490,250 
Flower Garden .............. 56.5 55.7 296.7 321.8 23,718 23,380 124,619 135,169 
House & Garden .... 123.3 133.4 403.6 412.6 77,905 84,295 255,090 260,788 
House Beautiful ......... 158.8 172.3 545.6 578.9 100,370 108,897 344,791 365,858 
Household ......... ‘ 45.1 49.6 195.2 225.5 20,617 21,279 88,724 96,717 
Living for Young Homemakers 110.4 120.3 361.0 406.6 69,801 76,023 228,151 256,999 
Popular Gardening 50.5 48.3 270.1 263.3 21,224 20,267 113,435 110,591 
Sunset Magazine 175.5 200.2 655.8 743.4 73,747 84,103 275,474 312,929 
Total Group .. 391.0 10882 38060 Fi324 558829 612875 2111781 2,284,802 
Fashion 
Charm... 65.5. 153.9 141.2 521.5 546.9 66,042 60,564 223,761 234,592 
Glamour ... «666 ccccune 101.7 117.3 478.8 503.8 43,608 50,322 205,387 216,139 
Harper's Bazaar 99.5 93.3 495.8 520.6 62,906 58,970 313,373 329,060 
Mademoiselle .... 2.6.65 6655 93.8 115.0 43746 516.9 40,254 49,315 187,686 221,761 
WED cwccsccccccess 1311 133.4 800.7 734.3 82,876 84,313 506,037 464,096 
7  Serereee 5300 S02 F344 TES P5686 35484 1,435,244 1,465,648 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances 33.9 35.6 150.8 145.5 14,553 15,252 64,714 62,433 
Modern Screen .......... 28.7 36.0 123.2 140.3 12,331 15,431 52,887 60,193 
Screen Stories ....--.+-+-> 19.2 248 94.7 111.0 8,256 10,647 40,656 47,630 
Fawcett Women's Group 
Motion Picture ........---- 17.7 147 84.6 75.2 7,577 6,325 36,293 32,301 
True Confessions ......... 23.9 21.4 118.9 96.1 10,266 9,162 51,018 41,188 
Hillman Romance Group ..... 0.7 2.0 10.4 lll 321 856 4,539 4,802 
Hillman Women’s Group ...... 25.7 16.1 104.4 84.5 11,054 6,949 33,832 29,406 
Ideal Women's Group: 
Personal Romances ......-- 15.6 ae 91.1 — 6,687 oe 39,102 ee 


Pages = Lines 
May May Jan.-May Jan.-May May May Jan.-May dan.-May 
1957 1956 1957 1956 1957 1956 1957 1956 
Intimate Story ........++. 15.6 a 91.5 — 6,687 39,244 
Movie Life .......eeeeees 19.9 — 108.0 — 8,522 as 46,313 — 
Movie Star Parade ........ 19.8 —— 105.8 oe 8,496 ee 45,382 a 
TV Star Parade .......... 16.0 — 88.3 —— 6,869 37,888 oe 
Secrets Romance Group: 
Revealing Romances ...... 15.3 16.9 92.9 83.3 6,600 7,278 39,861 35,737 
Daring Romances .......... 14.6 17.8 48.9 50.8 6,287 7,648 21,014 21,794 
GOED odd vanteeccacssse 15.6 16.5 94.0 85.7 6,687 7,071 40,346 36,780 
True Story Women’s Group: 
Photoplay ........-.+++ eee 44.6 48.0 182.0 190.9 19,138 20,598 78,057 81,890 
TV-Radio Mirror ......... . 13.0 25.4 72.8 109.3 5,578 10,902 31,222 46,897 
True Love Stories ........ 16.9 25.0 84.6 115.5 7,245 10,737 36,280 49,550 
True Experience .......... 17.7 25.1 85.4 115.8 7,599 10,781 36,621 49,677 
True Romance ..........++ 17.8 25.0 84.6 115.3 7,649 10,713 36,303 49,475 
Wee BE. 2 odsksasedeece 78.4 67.5 317.6 291.9 33,621 28,969 136,255 125,241 
.-.. Sree 4706 478 22345 18222 202,023 179,319 947,827 774,994 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
by the group as a whole PLUS additional advertising carried by each individual publication. 
Business‘ 
tDun's Review & Modern Industry 81.2 75.6 397.0 373.3 33,464 46,568 146,103 229,967 
PURE. Sacbesececosseccces 203.7 169.0 911.7 826.0 128,770 106,808 576,226 522,032 
Nation's Business .......... 72.0 60.1 287.1 240.0 30,912 25,820 123,360 103,178 
PO HD anne oo danced; 3569 3047 15958 14393 193146 179196 845689 855,177 
Pages , Lines . 
April April Jan.-April Jan. Agri April April dan.-Aprit Jan.-April 
1957 1957 1956 1957 1956 1957 1956 
ati deckiespecien we 112.4 103.5 341.3 359.5 73,783 67,993 223,895 235,857 
Business Week ............ 539.9 487.7 2,039.8 1,873.8 226,758 204,821 856,716 787,009 
Financial World ............ 66.5 62.4 248.9 235.6 27,927 26,199 104,512 99,010 
POP Seat cicaatadseces 83.5 74.4 300.0 275.1 35,057 31,357 125,967 115,530 
RR Pee 802.3 728.3 2,930.0 2,744.0 363,525 419,567 1,311,090 1,237,406 
§ Because current month linage figures for several publications are not yet available this group is broken into a 
May section and an April section. + Changed from 616-line page to 420-line page in Nov. 1956. 
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BUSINESS 


Youth 
Re GH. ccntsixsscease 29.3 26.0 158.1 
BOF GER acvectiesswhssces 29.8 31.8 140.6 
eee ee ee 0.2 18 4.7 
Scholastic Magazines ........ 45.5 40.6 216.5 
Scholastic Roto ............ 10.6 6.0 36.2 
Welt ID sca icoks ks sae 1154 62 5561 
Outdoor & Sport 
American Rifleman .......... 49.1 564 237.8 275.2 21,058 24,211 102,007 118,064 
Field & Stream ............ 9.3 919 387.1 390.8 42,604 39,439 166,053 167,664 
Fur-Fish-Game .............- 20.0 20.9 98.1 99.8 8,576 8,951 42,084 42,814 
| Re ae 27.6 261 121.0 120.3 11,840 11,209 51,896 51,620 
SG ON: Sct stirtcae ce 83.8 86.5 390.0 391.6 35,933 37,111 167,295 167,998 
BON IE eines cesses 79.6 769 3326 335.0 34,134 32,981 142,677 143,724 
We is i veicdc vec “3554 BET 5666 Tele? 154145 153,902 672012 “Sol.Be4 
Mechanics & Science 
Mechanix Illustrated ........ 64.3 62.3 374.5 358.8 14,408 13,945 83,911 80,369 
Popular Electronics ........ 53.4 441 307.5 235.1 11,962 9,878 68,880 52,662 
Popular Mechanics ....... 117.2 1314 83 639.8 741.4 26,253 29,442 143,319 166,082 
Popular Science ............ 107.1 116.8 599.4 682.1 23,978 26,166 134,241 152,801 
tScience & Mechanics ...... 72.0 795 277.5 296.0 16,131 17,856 62,156 66,340 
 - Pens etree Fis0 “i Tie Bsa 92,732 97,287 192,507 518,254 
t Published bi-monthly; figures shown are for May-June issue. 
Detective & Fiction 
A Ee ae 12.4 16.0 73.8 73.2 5,326 6,874 31,676 31,412 
Dell Men's Group .......... 8.9 10.1 53.6 62.4 3,814 4,345 22,988 26,794 
Thrilling Fiction Group ...... 9.2 68 40.4 37.3 2,057 1,532 9,062 8,359 
ee ere nee 05 325 Tere 172.9 11,197 12,751 63,726 66,565 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
The American Weekly ........ 58.2 56.0 293.4 292.7 49,445 47,629 249,390 248,778 
Family Weekly ...........+- 476 298 220.1 147.4 40,438 25,339 187,074 125,271 
Ree ae 843 68 352.9 348.4 71,680 56,791 299,978 296,158 
This Week Magazine ........ 97.3 87.3 4413 416.5 82,707 74,193 375,131 353,987 
WAP Gee datikcid. sss B74 «F395 T3077 12050 244270 203,952 Tiiis73 ‘To24194 
r Pages a, Lines — 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspaper Sections (II) 
(All other newspaper sections) 
Chicago Tribune Magazine . 1348 194.3 480.8 554.2 114,598 165,155 408,688 465,617 
§First Three Markets Group . 45.0 58.0 197.5 206.5 38,250 49,258 167,875 175,483 
§New York Times Magazine 244.9 3315 1,0024 1,071.3 208,195 281,735 852,052 910,612 
Wiel. GA boc ks ccabeses 424.7 5838 1,680.7 18320 361,043 496148 1428615 “1551.712 


$Four issues in April 1957; five issues in April 1956. 2 Not included in totals as it also is a member of First 3 
Markets Group. 
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Chux Makes Boxtop Offer Parents’ Magazine, True Story,, when the convenience of Chux is a;|the president of Charles W. Hoyt! Siese] Adds Two Accounts 


Chix baby products division of 
Chicopee Mills, New York, will 
make its first boxtop offer for 
Chux disposable diapers in July 
issues of Good Housekeeping, La- 
dies’ Home Journal, My Baby, 


| and Your New Baby. The ads will 


offer 50¢ in return for an end panel | 


|from a $1.98 box of Chux, mailed 
to the company. The promotion is 
|designed to win new customers 


| during the vacation season, a time | 


strong selling point. Lennen &/Co., New York, has joined Honey 
Newell, New York, is the agency. | Harbour Ltd., North Hollywood, 
Cal., manufacturer of Woolite and 

Lewis Joins Honey Harbour Lastic Life cold water soaps, as 
Daniel G. Lewis, formerly ac- | advertising director and adminis- 
count supervisor and assistant to! trative assistant to the president. 
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(A Lead of 50,475 Lines Over the Second Paper) 


( A Lead of 172,554 
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Lines Over the Second Paper) 
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IT’S THE 

CINCINNATI 
NEWSPAPER 

WITH THE “NEW LOOK” 


GREATER 
CINCINNATI 


Harold J. Siesel Co., New York, 
has been appointed to handle ad- 
vertising for Berge-Norman Inc., 
manufacturer and importer of 
;contemporary furniture. Williams 
|& Sanford is the previous agency. 
Siesel also has been named to 
handle advertising for a new line 
/of hobby kits to be marketed un- 
der the brand name of Renwal 
Blueprint Models made by Renwal 
Toy Corp., Mineola, N.Y. 


Gilbert, Pilot Markets Affiliate 

John E. Wiley, president of Pilot 
Markets Inc., has been retained by 
Eugene Gilbert & Co., New York, 
jas a consultant. In addition, the 
‘services of the two companies 
|“have been coordinated through a 
special agreement.” Pilot operates 
as business representative for uni- 
versity schools of business and 
economics departments. Mean- 
while, Gilbert has moved to 205 E. 
42nd St. 


Representative Moves, Adds | 

Broadcast Time Sales, radio 
| representative, has moved to 
|\larger quarters at 280 Madison 
|Ave., New York. Don Waterbury, 
formerly of the sales staff of 
WABD, New York, is joining the 
company’s sales staff. Si‘ation 
KMAC, San Antonio, Tex., has ap- 
pointed Broadcast Time Sales as 
national representative. The sta- 
tion was formerly handled by 
Grant Webb & Co. 


Schwalberg Appointed 

Alfred W. Schwalberg, formerly 
| president of Artists-Producers As- 
sociates, has joined the executive 
staff of National Telefilm Asso- 
ciates, New York, where he will 
devote himself to over-all manage- 
ment activities. He will be respon- 
sible for the company’s theatrical 
distribution unit, NTA Pictures. 


Berger Joins Leber & Katz 
Norman J. J. Berger, formerly 
| assistant to the board chairman and 
secretary of Grey Advertising 
Agency, has resigned to become a 
|partner and general manager of 
Leber & Katz Advertising, New 
York. He will join Leber on June 1. 


| 


"Herald Tribune’ Names Shaine 

Frederick M. Shaine, formerly 
with O’Mara & Ormsbee, has been 
named book review advertising 
manager of the New York Herald 
Tribune. 
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Cowlin Elected Governor , Wayne, chairman of the board. 
ELIMINATE YOUR UNSIGHTLY of AFA’s Fifth District | Robert J. Kelly, president of 
tap-of-the-cet indoor TV antenne Sydney E. Cowlin, marketing di- | Columbus Bank Book Co., was| 
rector of Eaton Mfg. Co., Cleve-| named “advertising man of the 
land, has been elected governor of | ¥°@™” ¥ Pan Pore fo ee EL PASO 
.. nc ;._ | Dayton vertising Club publica- 8 ns ‘ 
bo a Ta ag Rem age tion was selected as the best pub-| Corporate Limit Population 
1 ettteers elected efe Fi. Needham | lication of the year, and the North Bc 255,000 
“ Smith, WTRF-TV, Wheeling, ist | Central egy Regen of Ohio 7 : * Sales Management Estimate 
ie \lt. governor; William W. Kight, won first prize for the largest per- 2 4 1957. A swell place to do Busi- 


|Kight Advertising, Columbus, 2nd | Ce™tage of growth for the year. 
awa: |lt. governor; Paul J. Streb, Seiple 3 
|Lithograph Co., Canton, 3rd It.| Delaney Joins ‘N. ]. Herald’ 
|governor; Gordon Brunn, Jay| Thomas E. Delaney, general sales 
Maish Co., Marion, O., 4th It. gov-| manager of Greater Weeklies As- | The El Paso Times El Paso Herald-Post 
ernor; Mary Catherine Donovan,|sociates, New York, has resigned | an tadegentenn Geen A Scripps-Howerd Newspeper 
|Society for Savings, eee become advertising director of Morning and Sunday Evening 
|secretary; John R. Bain, Indiana-|the New Jersey Herald, Newton. eas ! 
|| polis Power & Light, treasurer, and | He will be succeeded by Russell E. | TWO Separate Newspapers e 33 Line BUYS BOTH! 
| Warren W. Widenhofer, of Indiana|Sacken, assistant general ~~ 
& Michigan Electric Co., Fort) manager of Greater Weeklies. 


ness. 


THOSE MESSY ANTENNAS—JFD tells 

consumers about its new antenna, 

“designed with the woman’s home 
in mind.” 


JFD Electronics | 
Sets Print Drive | 


for New Antenna | 


BROOKLYN, May 14—JFD Elec- 
tronics has launched a $250,000 
campaign for its new indoor tele- 
vision antenna, the Magic Genie. | 

Directed to ‘‘decor-conscious| 
homemakers,” the campaign is uti- 
lizing 500- and 1,000-line ads in 
newspapers in major metropolitan 
markets, plus insertions in The 
New Yorker and TV Guide. 

The new antenna, which retails 
for $14.95, is said to be “magical” 
because most of it is hidden behind 
the tv set. The only part showing | 
is a 12-position dial. 

“Eliminate your unsightly top- 
of-the-set indoor tv antenna,” say 
the ads currently running. 

The advertising is 60% factory- 
paid. The company has distributed 
sales kits to some 60,000 dealers. 
In this kit are color postcards to be| 
mailed to the dealer’s customer 
list. 

JFD refers to itself as the world’s 
largest manufacturer of tv anten-| 
nas. Delphi Advertising, New York, 
is the agency. # 


Breast-O’-Chicken Tuna | 
Plans TV Spectacular 
Breast-O’-Chicken tuna, follow-| 
ing its sponsorship of Maurice 
Chevalier’s “Paris,” will present a 
second television “spectacular,” | 
June 15, entitled “Galaxy of| 
Stars.” The show will signal the} 
start of a summer sales promotion | 
throughout the nation. 

As part of its summer promo- 
tion, the packer, Westgate-Cali- 
fornia Tuna Packing Co., San Di- 
ego, will offer a premium of three 
Chef Tools, consisting of a knife, 
spatula and fork, for $1.50 and 
four Breast-O’-Chicken labels. 
Foote, Cone & Belding, Los Angel- 


pute “Glow-White” 


es, is the agency. Just a touch of CALCOFLUOR White PMS Conc. ANNUAL REPORTS, CATALOGS AND ADVERTISING BROCHURES: 
gives paper products and printed pieces a On CALCOFLUOR-treated stock, type is crisp and easier to read... halftones 

Opinion Research Corp. new “Glow-White” brilliance. This Cyanamid achieve maximum contrast between darks and lights. CALCOFLUOR’s 
Forms New Division fluorescent dye can add real sales appeal to ‘““Glow-White"’ touch gives you a quality job every time. 

Opinion Research Corp., Prince- any paper product in which whiteness is an 
ton, N. J., has set up a new in- important requirement. CALCOFLUOR makes YOUR COMPANY LETTERHEAD, CALLING CARDS, BUSINESS 
vestor relations research division. | white paper whiter than ever, with a sparkle FORMS: Your letters take the place of a personal visit from you. On 
It will be headed by a longtime | that immediately says, ‘‘Quality!”” Your own ‘‘whiter-than-white’’ CALCOFLUOR-treated stock, your letter or calling card 
executive with the research com- eye will convince you! Just ask your jobber is cleaner and brighter ...immediately makes a pleasing impression. 
pany, Thomas W. Benham. for samples of CALCOFLUOR-treated paper and 

The new division promises to! compare it with any ordinary white...or write Manuals + Folders + Sales Literature - Greeting Cards - Programs 
provide “custom designed re- to American Cyanamid Company, Dyes De- Labels - Packages + Books—al| can be greatly improved with 
—_ WB Bom ay ere rng partment, for further information. CALCOFLUOR White. It will pay you to investigate! 
build better relations with the fi- *Trademark 
nancial community and produce 
more effective annual reports and n—_CY¥ANAM 1D —_— 
other communications to invest- 
ors.” AMERICAN CYANAMID COMPANY 
Endorsements Adds Johnson snkcaih <aanaaMtGlas < scaciinias Recatbe 

Kent Johnson, formerly an ac- PROVIDENCE * ATLANTA * LOS ANGELES * PORTLAND, OREGON 
count executive at Lambert & NORTH AMERICAN CYANAMID LIMITED DYES DEPARTMENT * MONTREAL AND TORON 


Feasley, has joined Endorsements 
Inc., New York, as vp in charge of | 
administration. | 
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WATCHBIRD—Phoenix Productions-Columbia Pictures won the Kerwin 


H. Fulton award for 


this 24-sheet poster. 


Y&R Entries Give It Top Honors in 
N.Y. Art Directors Club Competition 


New YorK, May 14—Young & 
Rubicam, Esquire and Vogue gar- 
nered top honors in the 36th annual 
national exhibition of editorial and 
advertising art and design, spon- 
sored by the Art Directors Club of 
New York. The exhibit runs May 
27-June 7 at the Waldorf Astoria. 

This year 66 prize-winners were 
named in the competition; 19 re- 
ceived the art director’s club medal 
(the club’s highest honor). One re- 
ceived the Kerwin H. Fulton award 
for the best 24-sheet poster, and 46 
won the award for distinctive 
merit. Each of the other 400 exhib- 
its accepted for the show will re- 
ceive a certificate of merit. 

Y&R art directors won two med- 
als and three awards. Robert 
Wheeler, who last year won a med- 
al for his Hunt Foods ad, this year 
walked off with a medal plus an 
award for two Hunt ads. The sec- 
ond Y&R medal went to Stephen O. 
Frankfurt for a Lincoln car tv 
commercial, while awards went to 
Jack M. Anthony and Car! G. Lins 
(Jell-O 24-sheet poster) and Sonia 
Lisker (Jell-O animated tv com- 
mercial). 


s Esquire’s Henry Wolf won two 
medals and two awards in editorial 
art classifications; at Vogue, Rich- 
ard Loew won a medal for a trade 
ad, and Alexander Liberman and 
Priscilla Peck shared a medal and | 
three awards for editorial art. 

Arnold Varga (art director at 
Ketchum, MacLeod & Grove) won | 
his third medal in three years for | 
his free-lance ads for Cox’s Inc.., 
Pittsburgh. Saul Bass brought 
down two medals and one award, 
while Robert Gage, of Doyle Dane 
Bernbach Inc., added a medal (for 
a Levy’s bread poster) and an| 
award (for an Ohrbach’s newspa- 
per ad) to his growing collection. 

Peter R. Palazzo, art director of 
I. Miller & Sons, won a medal and 
an award for his newspaper ads for 
the company, while Irving Ser- 
wer’s Art Kane won a medal for 
an I. Miller magazine ad. 


® Selections, according to Arnold 
Rorston, of Grey Advertising 
Agency, chairman of the exhibition 
committee, were made on the basis 
of how well particular pieces per- 
formed their functions within the 
framework of good art, design and 
advertising. 

The exhibition was divided into 
37 classifications. It was judged by 
56 leading agency, publication, net- 
work and independent art people, 
who spent a full week deliberatin« 
over a record 13,848 print and tv 
entries from coast to coast and 
abroad. Included were some 650 tv 
films, coramercials and other tv art. 


Special award winners are: 

Kerwin H. Fulton award, poster, 24- 
sheet—Phoenix Productions-Columbia Pic- 
tures by Saul Bass with Saul Bass and 
Al Kallis, artists. 

Special award for complete campaign, 
magazine ad art, 3 or more colors, prod- 
uct illustration—Ste. Pierre Smirnoff 
Fis., division of Heublein, Lawrence 
Cc. Gumbinner Advertising by Hershel 
Bramson with Bert Stern, photographer 

Special medal award, editorial art, non 
fiction, 8 or more colors—Life by David 
H. Stech with Michael Descamps, Rolf, 
Gillhousen, Erich Lessing, Michael Rou- | 
gier and John Sadovy. | 


Winners of the 17 other Art Di- 
rector Club Medals are: 

Best magazine ad, full page or more, 3 
or more colors—Hunt Foods, Young & 
Rubicam by Robert Wheeler with Max 
Yavno, photographer. 

Best magazine ad, full page or more, 2 
colors—Container Corp. of America, N. 


W. Ayer & Son by Walter Reinsel with 
Saul Bass, artist and designer. 

Best newspaper ad, over 300 
color—Cox’s by Arnold Varga. 

Best newspaper ad, over 300 lines, 
b&aw—I. Miller & Sons by Peter R. 
Palazzo with Andy Warhol, artist. 

Best trade periodical ad, full page or 
more—Vogue by Richard Loew’ with 
Leonbruno-Bodi, photographer. 

Best poster, other than 24 
Henry S. Levy & Sons, Doyle Dane 
Bernbach by Robert Gage with Wingate 
| Paine, photographer. 

Best point of sale, record album cov- 
ers, beok jackets—Columbia Records by 
S. Neil Fujita with Tom Allen, artist. 

Best magazine advertising art, 3 or 
mere colors—Knoll Associates, Zlowe Co. 
by Florence Knoll and Herbert Matter 
with Herbert Matter, photographer. 

Best magazine ad art, fashion or style 
illustration, 3 or mere colors—I. Miller 
& Sons, Irving Serwer Advertising by | 
Art Kane with Bert Stern, photographer. 

Best tv, design of complete unit, film, 
full animation—Ford Motor Co., Ford 
division, J. Walter Thompson Co. by Bill 
Melendez with Chris Jenkyns, and Ster- 
ling Sturtevant, story & design; Play- 
house Pictures, producer; Bill Littlejohn, 
animator. 

Best tv, design of complete unit, film 
commercials, live—Ford Motor Co., Lin- 
coln division, Young & Rubicam by 
Stephen O. Frankfurt with William S. 
Muyskens, producer & director; Wilding | er. 


lines, 


sheet— 


Productions, photographer. | 


Best magazine cover—Esquire by Hen-,ry Wolf with Ben Somoroff, 
ry Wolf with Ben Somoroff photograph- 


Best editorial spread—Esquire by Hen- 
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any bread’s best when it’s LEV Y’S 


RYE OR RAISIN--This ad for Henry S. Levy & Sons won the top award 
in the other-than-24-sheet poster category. Doyle Dane Bernbach 


Inc., New York, is the agency. 


photogra- 
pher 

Best editorial section—Fortune by Leo 
Lionni with Ben F. Laposky. 


gu 


What good is business 


No one is in a better position to give a hard-boiled, practical answer to this ques- 
tion than the men who spend their working lives on the sales front...the men the 
ads are supposed to help...the men who sell. 


Here are the statements of salesmen who know what advertising does for them 
when it appears in the industrial, trade or professional publications that serve the 


specialized markets to which they sell: 


William F. Mattes, Jr. 
Lamp Division, 
General Electric 


Sells retailers 


Says Mr. Mattes: “My selling is mostly 
with the headquarters offices of chains— variety 
stores and food stores. Matter of fact, some of 
these chains, particularly in the variety store 
field, do not permit salesmen to call on store man- 
agers. They prefer to interview sales people at 
headquarters, and then send out mimeographed 
letters to their districts and store managers. 


“This makes our trade ads doubly important 
they have to take the place of salesmen with the 
individual store manager or department manager; 
and they add color and pictures and enthusiasm 
to the letters that are passed down from head- 
quarters. 


“In the old days, the idea of trade paper adver- 
tising would simply be to say: ‘Stock General 
Electric lamps, they have the best customer pref- 
erence.’ Today the tendency is to be more specific, 
to show pictures of the product, illustrations of 
displays, and pertinent merchandising informa- 
tion. For instance, it is a good merchandising 
service to be able to tell chain retailers the pro- 
portionate popularity of different size bulbs, 
different colors and types, so that the best mer- 
chandising effort is made on the fast selling 
items. Any facts like these in our trade adver- 
tising help the chain store managers and so, of 
course, make our sales effort that much easier 
and more productive. 


“Trade advertising very definitely helped us in- 
troduce and sell packaged light bulbs. Half our 
unit sales come in bulbs in the 25 to 100 watt 
range. Knowing this, we put these popular sizes 
in a handy 4-bulb package. Merchandising bulbs 
in packages was quite a revolutionary idea when 
we first introduced them ten years ago, and trade 
advertising was used to help sell the idea to store 
managers. Of course, some variety stores still sell 
loose bulbs, but more and more the trend is toward 
packaged sales.” 


wr erg oe 


Chester Burt 
American Hard 
Rubber Co. 


Sells industry 


Says Mr. Burt: “After some years as an in- 
side man at American Hard Rubber, I’m taking 
on my first sales territory and believe me, I'd be 
worried if I didn’t have good leads from our 
business paper advertising. They give me some- 
thing to latch on to. With an advertising lead as 
a start I find there’s a better possibility of some- 
thing coming from a call than if I made a cold call. 


“For one thing, even if the man who sent in the 
inquiry isn’t in a very important position in the 
company, at least the inquiry gets me through 
the door and once I’m inside I can work it out. 


“Another thing I’ve found is that I can do a 
better job of planning my trips if I have some 
advertising leads. More worthwhile calls can be 
scheduled and it’s possible to accumulate leads 
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TOPS IN MAGS—Three magazine winners of the Art Container Corp. of America and for Knoll Associates 


Directors Club awards were these—for Hunt Foods, 


Best editorial art, non fiction, 2 colors 
~Vogue by Alexander Liberman and 
Priscilla Peck with Feliks Topolski, art- 
ist. zaar by 

Best editorial art, non fiction, baw— 


Harper's 


Bazaar by Alexy Brodovitch 
with Richard Avedon, photographer. 
Best magazine cover art—Harper's Ba- 
Alexy Brodovitch and Adrian 
Condon with Richard Avedon, photogra- 


Inc., New York. 


pher. 
Winners of the 46 distinctive) 
merit awards are: 


more 
Magazine ads, full page or more, 3 or Warwick & & Legler by Edward M. 


Taye ot 


Od Nidbe . a 


=e ret ea L Mitier 


CHAMPS DES CHAPEAUX—This b&w ad for I. Miller & Sons took a med- 
al in the newspaper ad art race. 


rs—Seagram Distillers Co., 
Cot- 


publication advertising? 


to make a profitable trip to out-of-the-way areas. 
Of course, on top of all this, I think that in many 
cases where I’ve gotten business, trade adver- 
tising has reached some of the people inside that 
I can’t see; like people who leave it to others to 
interview salesmen, but still have to give the final 
okay themselves.” 


Robert E. Furer 
Mead Johnson 
& Company 


Sells physicians 


Says Mr. Furer: “I know that our journal 
advertising gets a message to the physicians I 
call on. Here’s an example. 


“Just the first of this year we adopted the Mead 
Johnson slogan, ‘Symbol of Service in Medicine’. 
Last week when working in New Haven, I had 
three physicians say to me, ‘How is the Symbol 
of Service in Medicine today?’. They did not get 
the slogan from me. They must have had their 
thoughts jell from our advertisements in the 
ethical specialty journals. 


“One very important thing is I know our adver- 
tising is selling items for me when that item is 
not on our list of products to push for the current 
period. For instance, Sustagen is a hot product 
we have in our line and it’s not on our list this 
quarter. I love the product. It helps people be 
well fed and stay on the job. But this quarter my 
instructions are to put major effort on other 
items. Every time I’m tempted to deviate from 
the program and go after the big dollar-volume 
potential of Sustagen sales, I’m reassured that 
because of our advertising in the journals it is not 
being forgotten by my doctor friends. Man, this 
kind of help keeps you on the ball and helps me 
utilize the three to five minutes of face-to-face 
selling I have available to me with my doctor 
friends.” 


Frank Kistenberger 
Metallizing 
Engineering Co., Inc 


Sells industry 


Says Mr. Kistenberger: “I happen to 
know that better than 50% of my sales to new 
companies can be traced to leads from our busi- 
ness paper advertising. Another 25% of my sales 
to new owners I close after following up leads 
that can’t be traced directly to our advertising, 
but I know darn well that that’s where they come 
from because that’s about the only place they 
could learn about our metallizing systems. 


“It’s been my experience that our trade adver- 
tising is getting to the right people. In many 
cases this man is an executive who is hard to see 
on a cold call. But he’s a guy that will take the 
time and trouble to read and he’s just the one te 
drum up interest in metallizing down the line in 
his company. In other words, you get more action 
if the suggestion comes down to the production 
department or the plant engineer from this 
executive.” 


Why not ask your own salesmen what your company’s 
business publication advertising does for them. If 
their answers are generally favorable you can be sure 
that your business publication advertising is really 
helping them sell. If too many answers are negative 
it could well pay you to review your advertising ob- 
jectives—and to make sure the publications that carry 
your advertising are read by the men who must be 
sold. 


National Business Publications, Inc. 


..each of which 
serves a specialized market 
in a specific industry, 


trade or profession. 


1413 K Street, N.W., Washington 5, D. C. » STerling 3-7535 


| tographer. 


tingham with Tony Venti Studios, pho- 
Also National Broadcasting 
Co., Grey Advertising by Robert Dolo- 
bowsky with Sol Mednick, photographer; 
Robert Dolobowsky and Howard Stabin, 
designers. 

Newspaper ads, over 300 lines, baw— 
Ohrbach's, Doyle Dane Bernbach by 


| Robert Gage with Wingate Paine, photog- 


rapher. Also Phoenix Productions- 
Columbia Pictures by Saul Bass with Al 
Kallis and Saul Bass, artists. 

Newspaper ad, 300 lines or less—Co- 
lumbia Broadcasting System Television 
by William Golden with Ben Shahn, 
artist. 

Trade periodical ad, full page or more 
—Bourges Color Corp. by Jean Bourges 
Mayfield and Bob Gill with Ronnie Ro- 
—, photographer, and Bob Gill, design- 


_ periodical ad, less than full page 
—Ciba Pharmaceutical Products, Sudier 
& Hennessey by Herb Lubalin and James 
K. Fogleman with Jay Meisel, photogra- 
pher, and Herb Lubalin, designer. 
Booklets, direct mail—Lester Beall by 
Lester Beall and photographed by Les- 
ter Beall, Peter Nyholm and William 
Joli. Also WTOP Radio by Irving Miller 
with Robert Osborn, artist. 

Poster, other than 24-sheet—Ramo- 
Wooldridge Corp., security department 
by Bill Curry. 

Posters, 24-sheet—New York Daily 
News, Cunningham & Walsh by Howard 
Wilcox with Howard Zieff, photographer. 
Also General Foods Corp., Jell-O divi- 
sion, Young & Rubicam by Jack M. 
Anthony and Carl G. Lins with Roy 
McKie and Ken Thompson, artists. 
Point-of-sale, record album covers, book 
jackets—Contemporary Records, TriArts 
by Robert Guidi. 

Magazine ad art, 8 or more colors, 
product illustration—Hunt Foods, Young 
& Rubicam by Robert Wheeler with John 
Rawlings, photographer. 

Magazine ad art, 3 or more colors, 
general—Commonwealth of Puerto Rico, 
Ogilvy, Benson & Mather by Bill Binzen 
with Elliott-Erwitt, photographer. 

Magazine ad art, b&w—Equitable Life 
Assurance Society of the United States, 
Kenyon & Eckhardt by Edward B. Hen- 
derson with David Linton, photographer. 

Newspaper ad art—Neiman-Marcus by 
Ann Bryan Pearle with Margaret Neal, 
artist, and John Rogers, photographer. 
Also I. Miller & Sons by Peter R. Palaz- 
zo with Andy Warhol, artist. 

Trade periodical ad art, 3 or more 
colors—West Virginia Pulp & Paper Co. 
by Bradbury Thompson with Rolf Tiet- 
gens, photographer. 

Trade periodical ad art, baw or 2 
colors—Ciba Pharmaceutical Products, 
Wm. Douglas McAdams by Herman 
McCray and James Fogleman with Jay 
Maisel, photographer. 

Booklet, direct mail art, 8 or more 
colors—National Broadcasting Co., Sudler 
& Hennessey by Herb Lubalin and John 
Graham with Gerry Gersten, artist. 

Booklet, direct mail art, baw or 2 
colors—Lederle Laboratories division, 
American Cyanamid Co., Lester Rossin 
Associates by Robert M. Smith and Helen 


‘quentest local 
coverage 

of any 
national medium 
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Staunton with George Faraghan, photog- 
rapher. 

Tv, design of complete unit, film com- 
mercial, Iive—Radio Corp. of America, 
Kenyon & Eckhardt by Larry Parker 
with Hal Mathews, producer, and Warner 
Bros., photographer. Also Prudential In- 
surance Co. of America, Calkins & Hold- 
en by Leslie Silvas with Elliot, Unger & 
Elliot, producer, and Mike Elliot, pho- 
tographer. 

Tv, design of complete unit, film com- 
mercial, full animation—General Foods 
Corp., Jell-O division, Young & Rubicam 
by Sonia Lisker with Ray Patin Produc- 
tion, producer, and Maurice Sendak, art- 
ist. Also Heublein Inc., Maypo oat cereal, 
Bryan Houston Inc. by John Hubley 
with Storyboard Inc., producer, and John 
Hubley and Emery Hawkins, artists. 

Tv, design of complete unit, promo- 
tional art—CBS Television by George 
Olden. 

Editorial page—The Compass by Gloria 
Waterfield with Anne Isaacs, artist. 

Editorial spread—-Vogue by Alexander 
Liberman and Priscilla Peck with Irving 
Penn, photographer. 

Editorial section—Life by Charles Tu- 
dor with Howard Sochurek, photogra- 
pher. 

Magazine cover—Architectural Forum 
by Paul Grotz and Ray Komai (adapta- 


tion of painting by Alexander Girard). 
Instituti y magazine— 

|C.U.A.8. No. 3, published by the Cooper 

| Union Art School, by Warren Nardin 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh |with Eileen Broser, Caroline Kolmetz, 


Get more 
than 45% 


(of lowa’s Drug Sales Potential) 


WHO gives you lowa’s 


Metropolitan Areas (45% of Drug Sales) 
--- PLUS THE REMAINDER OF IOWA 


lowa has six Metropolitan Areas, 


which, all combined, account for 
44.5% of the State’s total 
Drug Sales. The remainder 
of lowa does 55.5%! 


Quite a number of radio stations can give you high 
ratings in ONE Metropolitan Area. WHO gives you 
high coverage in virtually ALL the State’s Metropolitan 
Areas, plus practically the REMAINDER of lowa, too! 


FREE MERCHANDISING! 


WHO Radio maintains one of the nation’s most com- 
prehensive and successful FREE merchandising services 
in 350 high-volume grocery stores for FOOD adver- 
tisers who buy $300 gross time per week; in 250 high- 
volume drug stores for DRUG advertisers who buy 
$250 per week. (A $200 Food plan is also available.) 
Ask us —or PGW — for all the facts! 

WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 


WHO-TV, Des Moines 
WOC-TV, Davenport 


Q 


ed 


Sioux City — 5.5% 
Des Moines — 13.7% 


REMAINDER oyiceve— 3.6% 
OF IOWA. Wi-cities—11s% 


55.5% Ga 


Waterloo — 4.7% 


1OWA DRUG SALES 
1956 Consumer Markets Figures 


WHO 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Robert H. Harter, Sales Manager 
<y Peters, Griffin, Woodward, Inc., 


National Representatives 
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Stephen Korbet, Elizabeth Matz, Audrey 
Rosenson, Helen Sadowy, Martin Sco- 
field, Euclides Theonarides, David Van 
Inwegan, Robert Pincus, Irving Schild. 

Institutional, letterheads and  trade- 
marks—Howard Graff by Harry and 
Marian Zelenko. 

Editorial art, fiction, 3 or 4 colors— 
Cosmopolitan by Robert C. Atherton 
with Phil Hays, artist. Also, Maclean's 
magazine by Gene Aliman with James 
Hill, artist. 

Editorial art, fiction, 2 colors—Esquire 
by Henry Wolf with Robert Blechman, 
artist. 

Editorial art, non-fiction, 3 or more 
colors, fashion—Seventeen by Marvin Is- 
rael with Bert Stern, photographer. Also 
Vogue by Alexander Liberman and Pris- 
cilla Peck with Irving Penn, photogra- 
pher. 

Editorial art, non-fiction, 3 or more 
colors, general—Fortune by Leo Lionni 
with Robert Gwathmey, artist. 

Editorial art, non-fiction, 2 colors— 
Esquire by Henry Wolf with Eric, artist. 

Editorial art, non-fiction, b&w—Life 
by Bernard Quint with Kryn Taconis, 
photographer. 

Magazine cover art—Life by Charles 
Tudor with Mark Shaw, photographer. 

Institutional art—Topolski's Chronicle 
by Feliks Topolski. Also Bob Gill by Bob 
Gill with Ronnie Rojas, photographer. 

Tv, editerial art, show titlhing—Hall- 
mark Hall of Fame by Edward J. Ben- 
nett with Guy Fraumeni, artist. Aiso 
NBC opera series by Edward J. Bennett 
with Harvey Schmidt, artist. = 


FIRST IN A SERIES—In an ad head- 

lined, “Advertising: Factor of 

Service and Progress,” The Read- 

er’s Digest salutes Ignacio Carral, 

head of Robert Otto’s Mexican of- 
fice. 


‘Selecciones del 
Reader's Digest’ Ads 
Push Mexico Admen 


Mexico City, May 14—Selecci- 
ones del Reader’s Digest has 
launched a public relations adver- 
tising campaign in leading Mexico 
City newspapers to promote local 
advertising agencies and their 
managers. 

The first ad in the series features 
Ignacio Carral, manager of the 
Mexican office of Robert Otto & 
Co., New York. 

Senor Carral was president of 
the Mexican Assn. of Advertising 
Agencies last year. # 


Sloan Awards Go to 12 
Sponsors, Broadcasting Groups 

The Alfred P. Sloan radio-tv 
awards for exceptional service to 
highway safety in 1956 have been 
made to 12 broadcasting organi- 
zations and advertisers. In the 
commercial field, awards went to 
six sponsors: Hedges Oil Co., Al- 
buquerque; Montgomery-Stubbs 
Motors, Silver Spring, Md.; Esso 
| Standard Oil Co.; Sinclair Refining 
| Co., New York; Hardware Mutuals, 
Stevens Point, Wis., and R. J. Rey- 
|nolds Tobacco Co., Winston-Salem. 

Sustaining awards went to radio 
stations KSEL, Lubbock, and 
WLW, Cincinnati, the Armed 
Forces Radio & Television Service 
jand WWJ-TV, Detroit. Noncom- 
|mercial educational awards were 
|made to WKAR, Michigan State 
| University, and WTTW-TV, Chi- 
‘cago Educational TV Assn. 
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Baby Boom Holds 
Dangers, Too, Says 
Population Group 


WASHINGTON, May 14—With 
more than 38,000,000 births regis- 
tered during the past decade, 
Americans were cautioned today 
that rapid population increases do 
not necessarily mean more busi- 
ness in the long run. 

“Most people are easily lulled 
into complacency by the widely 
accepted idea that in the U. S. 
‘more babies mean more business,’ 
so the more the merrier,” wrote 
Robert C. Cook, editor of the 
“Population Bulletin” of the Pop- 
ulation Reference Bureau Inc. 

“But we live today in an entirely 
different world than did our pio- 
neer ancestors. Whether we like it 
or not, we will live in still another 
kind of world tomorrow. 

“Rapid population growth is a 
drag on rising living levels in 
countries where two-thirds of the 
world’s people live. It could con- 
ceivably happen here, as the rec- 
ord indicates. Yet very few people 
care to face that unpleasant truth.” 


® In pioneer days, Mr. Cook ex- 
plained, a rapidly growing popula- 
tion was essential to the building 
of a new, resource-rich nation. But 
in the rapid development of the 
U. S. from an agrarian to an in- 
dustrial nation, some non-renew- 
able resources have been exhaust- 
ed, and others have been drained 
to the danger point. He cited water 
as an acute problem in some parts 
of the country. 

“Many economists believe that 
rapid population growth is a drag 
on rising levels of living, even in 
the U. S.,” he said. 

As examples of the problems 
created by high birth rates of re- 
cent years, he mentioned the short- 
ages of educational facilities al- 
ready existing at the elementary 
and secondary school level and the 
problems that will face the col- 
leges in the late 1960s and ’70s, 
when the number of 18-year-olds 
doubles. 


s “The decade between 1965 and 
1975 may be one of considerable 
trial and tribulation,” he warned. 
“Then these baby boom youngsters 
will be entering the labor force, 
getting married and setting up 
households of their own. 

“Will there be enough jobs for 
them? Will technology develop the 
substitutes needed to replace many 
resources which are now dwind- 
ling as a result of mounting de- 
mands of our rapidly growing pop- 
ulation? 

“If these postwar babies should 
match the fertility levels of their 
parents, the U. S. will experience 
a new upsurge in population 
growth during the latter part of 
the century. If this potential pop- 
ulation growth materializes, what 
will life in the U. S. be like by the 
year 2000?” # 


Victory Packing Changes 
Name to Kal Kan Foods 

Victory Packing Co., Los An- 
geles, pet food manufacturer, has 
changed its name to Kal Kan Foods 
Inc. The change was made to take 
advantage of the company’s ad- 
vertised brand name. The Kal Kan 
line includes horsemeat and gravy, 
chunk style dog food, tuna for 
cats, and fish for cats. It also mar- 
kets Thoro Fed and Marco pet 
foods. 

The company recently moved its 
advertising account from Raymond 
R. Morgan Co. to Stromberger, La 
Vene, McKenzie, Los Angeles. 


F&K Boosts Whittles 


Lee K. Whittles, San Francisco 
account executive of Foster & 
Kleiser Co., division of W. R. Grace 
& Co., has been named Oakland 
branch sales manager. 


Oakland Adclub Elects 

Robert L. Pickering, head of 
Pickering Agency, Oakland, has 
been elected 1957-58 president of 
the Advertising Club of Oakland. 
Other new officers are William 
Andrews, KNBC, ist vp; Jack 
Jacoby, Capwell’s Department 
Stores, 2nd vp, and Irla Hijerpe, 
Wilson, Johnson & Higgins, treas- 
urer. 


Two Join Crossley, S-D 

Patrick L. Dudensing, formerly 
research manager of Business 
Week, and Dr. A. Melvin Gold, 
previously director of special proj- 
ects for Forbes Research Inc., have 
joined the client service staff of 
Crossley, S-D Surveys Inc., New 
York. 


Frontier Advertisers Elect 
Clayton A. Stahlka, vp, Harry 


Hoffman & Sons, has been elected | 


president of the Niagara Frontier 
Advertisers Assn. Other officers 
are James C. Ritter, R. P. Adams 
Co., ist vp; William L. Conner Jr., 
Comstock & Co., 2nd vp; MacGreg- 
or Wilson, Curtiss-Wright Corp., 
secretary, and John R. Owen, 
Buffalo Business, treasurer (re- 
elected). 


Gotham-Vladimir Named in P.R. 

Gotham-Vladimir Advertising of 
Puerto Rico, San Juan, has been 
appointed to handle advertising in 
Puerto Rico for Hit Parade ciga- 
rets, Sheaffer pens and the men’s 
toiletries line of Alfred Dunhill of 
London. 


Natcher to California Standard 

S. Z. Natcher, for the past two 
years president of Iran California 
Oil Co., Standard of California 
subsidiary in England, has been 
named manager of the public re- 
lations department of Standard Oil 
Co. of California, San Francisco. 
|He succeeds the late G. Stewart 
| Brown. Mr. Natcher joined Stand- 
ard as a public relations represen- 
tative in San Francisco in 1938 


and was named assistant manager 
of the department in 1944. 


NEED FRESH TV IDEAS? 
FREE-LANCE TV COMM’LS 


Agency writer for General Foods, P & G, 
Bristol Myers offers free-lance service. 
Phone NYC, MO 3-6162 
KEENER COMMERCIALS 
70 Morningside Drive, New York 27 


| fhe: Family Station 
| GREATER CLEVELAND'S 
METROPOLITAN VOICE 


More News...More Music.. 


HERE! DAILY most everyone keeps up 
with the world... HEAR ravio 490 FIRST © 


WSRS 


More Homes 


the United States 


¥ Not covered by San Francisco and Los Angeles newspapers 


Sales curves can soar when you sell all of the nation’s leading 
farm state, California — including the bountiful Inland Valley. 
And coast newspapers just don’t get home in the Valley, where 
families buy and have faith in their own Bee newspapers. 


Data Source: Sales Management’s 1956 Copyrighted Survey & U. S. Department 


M<cCLATCHY NEWSPAPERS 


___NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


BILLIONS 


¢ Actually, total effective buying income of more than $2.5 billion 
¢ Contains 3 of 9 top counties in gross cash farm income in 


of Agriculture’s 1954 C 


ensus of Agriculture 


‘ % g 7 
H © THE SACRAMENTO BEE 
© THE MODESTO BEE 


fT ,2 
° THE FRESNO BEE 


In the newspaper field, only McClatchy gives national advertisers three types of discounts -- bulk, frequency and 2 combined bulk frequency. Check O'Mara & Ormsbee for details. 
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We've always cherished the idea that you don’t have to rattle your 
tonsils to prove your worth. Take a look at the Sphinx. She’s been sitting pretty for years, 
without ever opening her mouth. And why do you think Mona Lisa made out so good? 

When we placed our hot new submarine-adventure series, ‘“The Silent 
Service,” into TV syndication, we said to ourselves: “Okay. We want the whole wide 
world to know. But do we have to scream our heads off? Do we have to announce a new 
series with the usual 4-color foldouts, pushups, pullouts. Maybe even hydrogen fallouts?” 

‘Up your periscopes, fellows! Take another look around,” we told 
ourselves. ‘‘Maybe it isn’t always possible in every line of business, but can’t we try for 
once to build sales volume without noise volume?” We gave ourselves a resounding yes! 

So we launched our seagoing series without a big splash. We didn’t 
break a bottle of champagne over its prow in the trade press. We drank the champagne. 
And we let CNP’s prime product, created exclusively for local, regional and spot adver- 
tisers, speak for itself. We discovered that if you really have something to say, they’ll 


listen. Even if you whisper it. Like this: in tess than a month, ‘The Silent Service’ has been sold in more than 75 markets, 


including 17 of the 26 largest population centers in the United States. NBC TELEVISION FILMS 


a division of CALIFORNIA NATIONAL PRODUCTIONS 
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bulk of all industry sales. 


72s 


The lines that the dealer stocks, the brand indoctrination of his 
sales people, the brands featured in his adver ‘sing, the brands 
selected for display — these are the ways brand sales are de- 
termined by 12,000 dealers who sel! 
office furniture, machines and supplies 


OFFICE APPLIANCES alone delivers the most thorough and 
comprehensive coverage of these dealers who account for the 


commercial stationery, 


OA and the OA Buyers Index sell office 
products for over 500 leading manufac- 
turers. They can do the job for you too! 


OFFICE APPLIANCES 
600 W. Jackson Bivd., Chicago 6 


New York 17, 100 E. 42nd St. @ Los Angeles 64, 2633 Military Ave. 
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Advertisers Lack 
Trust in Weeklies, 
ANA Study Reveals 


New York, May 14—Four stum- 
bling blocks keep weekly news- 
papers from getting more ad- 


| vertising: High cost per 1,000, poor 


quality reproduction, doubtful cir- 
culation and double billing. 

These were listed for the nation- 
al spring conference here last week 
of Greater Weeklies Associates by 
William D. Kistler, assistant vp of 
the Assn. of National Advertisers. 

The “stumbling blocks,” ex- 
plained Mr. Kistler, were evident 
in answers to a survey of several 
hundred ANA members concerning 
cooperative advertising in week- 
lies. 

Strengths of weekly papers were 
found to include “good, thorough 
readership,” “reader loyalty,” “lo- 
cal impact,” “pinpoint coverage— 
no waste circulation,” “little com- 
petition from national ads” and 


it always pays to make friends.. 


Two men of the world met recently on a 
grassy plain in the Belgian Congo. The smaller 
is a promising citizen of that country. The 
other is photographer Volkmar Wentzel who 
has been traveling this globe for The National 
Geographic since 1937. 


Photographer Wentzel’s vocation is as diverse 
and remarkable as the earth he covers. You 
name it — he’s been there! ‘Two years spent 
filming India . . . 36,000 miles on an odyssey 
around the Atlantic... exploration of Nepalese 
wilderness never before seen by Westerners . . . 
yak-butter tea with Himalayan High 
Lamas... Okinawa, Iceland, Tierra del Fuego, 
diamond mines of South Africa. Assignment: 
capture on film the unique places and people 
that give The National Geographic’s pages 
colorful and timely appeal for more than 
2,000,000 intelligent families. 


There’s far more to National Geographic 
reporting than just clicking a camera. This 
famous magazine’s writer-photographer teams, 
constantly criss-crossing the world, 
instinctively reflect the “feel” of lands they 
visit. It’s a special skill — authentic, 
sympathetic, warmly human in ways no other 
magazine ever duplicated. 


By consequence, The National Geographic 
commands a reader loyalty that is equally 
unique. They make wonderful customers, too. 
Like so many of America’s leading advertisers, 
you can win their friendship quickly when 
you share the pages of their favorite magazine. 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


Advertising Age, May 20, 1957 


“no other paper available to cover 
adequately some markets.” 


® Enlarging on double-billing, re- 
bates and similar practices, Mr. 
Kistler said the survey drew the 
following comments, among oth- 
ers: “Too many contract rebates 
and deals,” “high expense of aud- 
iting claimed rate,” “suspicious 
billing practice,” “proof of per- 
formance and up-to-date local 
rates are extremely difficult to 
get.” 

“Finally,” he continued, “an es- 
pecially significant remark came 
from one of the nation’s largest 
business enterprises: ‘We are just 
starting to use weeklies, and I an- 
ticipate trouble with rates and bill- 

, 


“There is an example of a com- 
pany which obviously has decided 
on the use of weeklies in spite of 
some serious reservations,” said 
Mr. Kistler. “It would be very in- 
teresting to know just how many 
advertisers stay out of the medium 
entirely because of this one serious 
drawback.” 


s Mr. Kistler said cooperative ad- 
vertising was estimated as an 
$800,000,000 market in 1956. He 
explained that survey replies were 
received from 225 companies, about 
half of which currently have co-op 
programs. The average indicated 
that 5% of the companies’ co-op 
budgets go into weeklies. This 
means, he said, that weeklies’ total 
revenue from co-op was $40,000,- 
000 last year. 

The survey revealed, continued 
Mr. Kistler, that two-thirds of the 
users of co-op feel its most useful 
functions are (1) to stimulate deal- 
ers to start advertising or (2) to 
increase the volume of retail ad- 
vertising among dealers already 
doing some advertising. 

Of manufacturers with definite 
policies regarding the use of week- 
lies, according to the study, more 
than 75% listed weeklies as an al- 
lowable medium for co-op, while 
20% require prior approval of 
weeklies. Fewer than 5% exclude 
weeklies from co-op programs. 


es Mr. Kistler advised weeklies 
seeking more revenue from co-op 
to think of: 


e “Providing audited circulation 
figures in the form of ABC audits. 


e “Making retail rate cards avail- 
able to manufacturers, and billing 
only at actual earned rate. 


e “Capitalizing on their close con- 
tacts with local merchants to stim- 
ulate their judicious use of avail- 
able cooperative funds. 


e “Keeping on selling those 
strengths which manufacturers as- 
sociate with weeklies.” = 


Olin International Formed 


Olin Mathieson Chemical Corp. 
has formed a new subsidiary, Olin 
Mathieson International Corp., to 
manage its overseas activities. 
Henry A. Arnold, formerly vp in 
charge of South American opera- 
tions, was named president of the 
new company, which will be re- 
sponsible for production and mar- 
keting of Squibb pharmaceuticals, 
Mathieson chemicals, Winchester 
arms and ammunition, non-ferrous 
metals and paper packaging prod- 
ucts. 


Marvin Grant Forms Agency 

Marvin L. Grant, formerly vp of 
the recently dissolved Dobin Ad- 
vertising, has formed his own 
agency, M. L. Grant Inc., with of- 
fices at 11 W. 42nd St., New York. 
With him are account executive 
Robert R. Larsen and art director 
Emanuel Schary, also formerly 
with Dobin. Mr. Grant retains all 
the accounts serviced by him at 
Dobin, plus some that were serv- 
iced by Jerome Dobin. Mr. Dobin 
has moved to Florida. 
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Studebaker Ads 
to Stress Quality, 
Depth of Line 


(Continued from Page 2) 
turer, has a three-year manage- 
ment advisory agreement with 
Studebaker-Packard.) 

The S-P report on first quarter 
operations, released Monday at the | 
stockholders meeting, showed that 
volume has been reduced consid- 
erably. Sales in the first three 
months of 1957 were $58,000,000, 
almost half of the volume in the 
corresponding 1956 period. 


= On the other hand, Mr. Church- 
ill pointed out, the first quarter 
deficit was $2,500,000, compared 
with a deficit of more than $14,- 
000,000 in the first three months 
of last year. He said the company 
should show a profit by the end 
of the year. Substantial economies 
have been obtaind by consolida- 
tion of all production at South 
Bend, he said. 

The type of advertising 
Studebaker-Packard will espouse 
from here on in is exemplified by 
the half-page horizontal spread 
which ran Monday in the Journal 
of Commerce and Wall Street 
Journal. Using a family approach, 
the ad showed 53 Studebaker, 
Packard and Mercedes-Benz cars 
and trucks under the headline: 

“In all America—Studebaker- 
Packard with Mercedes-Benz now 
offers the most complete group of 
motor cars and trucks for every 
preference, every purpose, every 
purse.” 

Loaded with symbols (for S-P, 
Mercedes-Benz and Curtiss- 
Wright), the ad had strong insti- 
tutional overtones, and played 
heavily on the quality theme: 
Studebaker-Packard, “where 
pride of workmanship comes 
first’; the “hand-crafted Mer- 
cedes-Benz line of passenger and 
sports-car and trucks.” 


® These are expected to be the 
dominant themes in future adver- 
tising. Burke Dowling Adams Inc., 
New York, will be handling all) 
advertising. Benton & Bowles re-| 
cently resigned the account. 

Print media, particularly news- 
papers, will get the lion’s share 
of the S-P budget. Curtiss-| 
Wright is known to be a strong! 
proponent of print media. 

In response to a stockholder’s | 
question Monday, Mr. Churchill 
reported that S-P spent a net $7,- 


CoNnsoLipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


CONSOLIDATED f\irrinc suscaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5. ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, N.Y 


000,000 on advertising in 1956. He 
told Apvertisinc AcE yesterday 
that the 1957 budget “will be a 
little under that.” + 


MacManus, John Names Stuart, 
Appoints Five to Staft 
MacManus, John & Adams, 
Bloomfield Hills, Mich., has ap- 
pointed J. Keith Stuart as director 
of the agency’s sales aid section, a 
new department. He was formerly 


Motor division of General Motors| Field, formerly with Time Inc., 
Corp. has joined the agency as an as- 
The agency also announced four | sistant account executive on the 
new appointments to its creative | Cadillac account. 
staff: Advertising veteran Ran- 
dolph W. Heizer to the Cadillac | Cole Gets Ray Oil Burner 
group; George Zikakis, formerly; L. C. Cole, San Jose, has been 
with Kudner Agency, to the public | appointed to handle advertising for 
relations staff; Virgil E. LaMarre,|Ray Oil Burner Co., San Jose, 
previously with Ford, a copywriter | manufacturer of rotary oil, gas and 
on Bendix Aviation, and Charles | gas-oil burners. Campaign plans 
R. Dickinson Jr., formerly with | call for national and international 


show manager for the Pontiac'Grant, to the art staff. Robert E. | promotion of Ray products through 


67 


trade and business publications. 
John O’Rourke Advertising for- 
merly handled the account. 


{ Enjoy a Pipe 


30 Days FREE—at my risk! 

The claims about my new kind of pipe are too 
spectacular for pipe-smokers to believe. That's 
why all I want is your name—so I can write 
|} and tell you why I’m willing to send you my 
| London-made Briar pipe for 30 days smoking 
| pleasure without a cent of risk on your ae 
| You are the sole judge—no a s- FREE! 
| Write today A. CAREY, 1 Sunnyside, 
' Dept. 83-H, Chicago 40, Ill. 


DICTIONARY OF SYNOK 


To 


Vy 


— ee ee ee ee ee ee i dink alan tieivciiaeleiean 


—_. 


Aff ate 


an on the Totem Pole! Check production facilities. 


Check local advertisers — use any measure you choose. You'll find WSM-TV to be 
the number one station in the Nashville market. 
Irving Waugh or any Petry man can supply the proof. 


Channel 4, Nashville, Tenn.@ NBC-TV Affiliate ® Clearly Nashville's #1 TV Station 
IRVING WAUGH, Commercial Manager ® EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV 


WSM-TV's sister station - Clear Channel 50,000-watt WSM Radio - is the only single medium that covers completely the rich Central South market. 
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ing,” which contains reproductions 
of all the advertising of that quar-| 
ter. Forewords by the account ex- 
ecutives in the company’s six 
advertising agencies outline the 
|philosophy behind each major 
campaign. A special 14-page sec- 
tion describes the corporate public 


Merchandising Ideas 


e The men who direct the cor-| 
porate advertising of Minneapolis- 


coct interesting ways to merchan- 
dise the company’s ad campaigns 


Honeywell Regulater Co. ye to its own ae suet solution relations program and the support 
they have found an answer to the/is a_ specia quarterly booklet, | given to various products and mar- 
perennial problem of how to con-'“Current Corporation Advertis- 


ket activities. 


booklet saves $4,000 annually in 
comparison with the conventional 
system of mailing full-size re- 
prints of each ad and also makes it 
possible for the 1,300-strong field 
staff to keep tabs on product de- 
velopments, new sales promotion 
material and upcoming trade 
shows and conventions. 


lis sending aspirin tablets to home| 
builders suggesting they take them 
for “temporary relief” until 


Minneapolis-Honeywell says the| 


| e Republic Steel Corp., Cleveland, | 


3-D DECORATING—This 3-D viewer 

with attached booklet is being used 

by Armstrong Cork as a decorating 
kit. 


4/dealers receive window banners, 
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| photographs made of all employes 

and placed them on their desks 
with identification, so that guests 
at the open house might see some 
of their neighbors and friends who 
worked for the company. 


e “Miss Bore” and “Miss More,” 
two characterizations of familiar 
salesgirl types, illustrate the “do’s 
and don’ts” of cosmetic selling in 
“The Tale of Two Counters,” a new 
cosmetics sales training film made 
by McCall’s. Narrated by Miriam 
Gibson French, McCall’s’ good 
looks editor, the film dramatizes 
six basic selling situations and 
aims to show the cosmetics sales- 
girl how she can increase her sales 
| volume. “Miss Bore,” at one coun- 
| ter, demonstrates “techniques” of 
improper selling. “Miss More,” 
manning another counter, is the 
| epitome of a well-trained salesgir1. 
|The film, made originally for re- 
tail cosmetics clerks, also is 


| “permanent cure for housing head- | stickers to identify rolls of promo-| suitable as a training tool for 
aches—a Republic Steel Kitchen— | tion patterns, local advertising aids all behind-the-counter salespeople, 


C 


a seven-piece direct mail cam-| tached. For each roll of the pat-|chase prints of the film, or may 


> NWWA%M4( 
is obtained.” The pills are part of| and a counter card with viewer at-| McCall’s says. Stores may pur- 


paign which includes a stereopticon 
gadget for viewing three-dimen-| additional viewer kits. Armstrong | week. 


terns ordered, dealers receive four 


| borrow it without charge for one 


hey materials showing “the type! is suggesting to dealers that this is | 


‘ | of kitchen home buyers want.” The) the first national distribution of a | 
Re cognized Leaders | company is covering 50 builders in 


jeach Republic distributor’s terri- 

|tory with the mailings, prepared 
; |by Meldrum & Fewsmith. 
in letterpress and gravure | 


for magazine advertisers 


e A decorating kit that fits into a 
| coat pocket is being offered by 
|Armstrong Cork Co., Lancaster, 
| Pa., in conjunction with a current 
promotion of linoleum flooring. 
The kit includes a folding card- 
board stereoscopic viewer, six sets 
of 3-D slides showing linoleum 
flooring patterns and a booklet de- 
scribing 10 decorating ideas used 
in the slides. To qualify for the 
| promotion, dealers must order, or 
| have in stock, five of the 12 floor- 
|ing patterns featured. Qualifying 


hae 


Couns, Nasi & Hutcnuines, inc. 


333 WEST LAKE STREET AT WACKER DRIVE © CHICAGO 6, ILLINOIS 
America’s Finest Photoengraving Plant for Letterpress and Gravure 


3-D viewer economical enough for 
a giveaway to customers. 


|Circle Theatre” are urging con- 
sumers to visit their floorimg deal- 
er to see the slides. Additional sup- 
port is being given through ads 
featuring the patterns in May and 
June issues of national magazines. 


|e Blue Cross-Blue Shield literal- 
| ly rolled out the red carpet in front 
of its new building in Phoenix, 
Ariz., for its recent open house. 
After the festivities, the carpet was 
cut into small pieces and sent to 
the well wishers who attended the 
affair. To personalize the company 
to the community, Blue Cross had 


Commercials on the “Armstrong | 


e Since Superior Coach Corp., 
Lima, O., makes what it says is “a 
bus you can bank on,” it came up 
with a bank in the shape of a 
school bus for use as a traffic- 
building gimmick at its booth at 
the National Education Assn. con- 
| vention. On the side of the plastic 
banks, replicas of the latest Su- 
| perior bus model, appears the slo- 
gan, “Superior Safety Saves.” And 
instead of distributing the banks 
directly to visitors at the display 
booth, Superior had them request 
the banks, leaving name and ad- 
dress. Superior salesmen followed 
up to deliver the banks, and of 
course, a sales talk on Superior 
busses. 

This bit of merchandising, de- 
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FOR YOUNG HOMEMAKERS 


Faster circulation turnover after 
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SAVINGS BUS—Superior Coach Corp. | 
used this plastic bus as a good will 
and sales promotion piece. 


veloped by Howard Swink Adver- | 
tising Agency, helped Superior in 
a number of ways, the company 
reports. It accomplished its basic 
purpose—greatly increased traffic | 
at the convention display; created 
good will; dramatized Superior’s 
saving theme—saving money and 
saving lives; obtained names and 
addresses of prospects; gave sales- 
men a good opportunity for a sales 
call, and left a lasting sales mes- 
sage with potential customers. + 


Blair Appoints Four 
ae: John Blair & Co., radio station 
: representative, has appointed Tom 
Boise, formerly manager of KSFD, 
San Diego, an account executive 
in its Los Angeles office. Arthur 
7 Vigeland, formerly an account ex- 
ri ecutive with Ted Bates & Co., has 
< been named an account executive 
in Blair’s New York office. Blair- 
TV, affiliated tv station represen- 
tative, has named Jack Mohler, 
formerly director of sales develop- 
li ment of CBS-TV, an account ex- 
2 ecutive and John Bissell, previous- 


for The Reporter, to head the sales 


,ly an advertising representative | League Schedules 4 Lawyers | in a panel discussion at the May 21; Legal Cases and How to Avoid 
Four attorneys, specialists in the meeting of the League of Adver- | Them.” The meeting takes place at 
analysis department in New York. | advertising field, will participate! tising Agencies, on “Interesting the New York Advertising Club. 
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Black creas show 
Texas Counties spot- 
lighted in Texas 
issues and Oklahoma 
Counties spotlighted 
in Oklohoma issues 
during 1956 with 
one or more tlocol- 
ized editorial fea- 
tures in The Farmer- 
Stockman. 
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SPCOTLIGHTING 


The Rural Southwest 
With Local Interest! 


Localized treatment of ranch and farm 
news comes first with The Farmer- 
Stockman, the ONLY farm publication 


Edited Separately tor Texas .. . 
Edited Separately for Oklahoma! 


This local spotlighting of news and informa- 
tion appeals to the ranchers and farmers of 
Texas and Oklahoma because it gets closer- 
to-home . . . talks about their needs in their 
own areas. This localized treatment produces 
intensive readership for The Farmer-Stock- 
man ... makes advertising pay off issue- 
after-issue! 

So, place your advertising in the farm publi- 
cation you'd read if you lived in the Rural 
Southwest. Place your advertising in The 
Farmer-Stockman. 


434,813 paid subscribers. 


The Farmer-Stockman 


OKLAHOMA CITY 


* DALLAS 


J. H. Hunter, Advertising Director 


400 N. Michigan Avenue 500 N. Broadway 
Chicago 11, SUperior 7-6145 Oklahoma City 1, CEntro! 2-331) 


420 Lexington Avenue 4321 N. Central Expressway 
New York 17, MUrray Hill 4-3340 Dollas 5, LAkeside 1-312! 


The LIVING young-married market is the market that never grows old. 
Through special circulation methods our advertisers are assured a constant- 
ly fresh supply of eager-to-buy new readers who replace those whose home 
goods purchases have been made and who are now “out of the market”. 


These young homemakers want things now, need things now, “must 
buy” now. Only LIVING offers you this ready made, concentrated 
market—which is constantly bringing you brand new prospects for old 
ones whose homemaking needs are satisfied. 


Look at our chart, which outlines the ““Must Buy” market. Then ask 
us for further interesting facts about LIVING’S impact on “Must Buy” 


young marrieds. 


e must buy’ years 


~ 


LIVING for Young Homemakers Constantly freshens its circulation with MUST BUY readers 


Here are the facts 


These figures point up the tremendous amount 
of buying done by young families in the “buy- 
ing-packed"’ years of reading LIVING. 


Ownership: Ownership: increase » 
ivep eeve 
T Subscribers Buy Years 
Homes 35.7% 72.2% 102.2% 
Refrigerators 61.5 80.4 30.7 
Rugs 59.6 88.2 48.0 
Electric Ranges 23.8 49.7 108.8 
TV Sets 64.6 88.3 36.7 
Steel Kitchen 
Cabinets 10.9 22.7 108.3 
Automatic Washing 
Machines 37.9 67.0 76.8 
Hi-Fi Sets 146.4 39.4 140.2 
Furnaces 28.7 72.0 150.9 


Surprising? Not when you consider the unique position of 
LIVING’S readership. These “Young Marrieds” are going 
through a once-in-a-lifetime period of urgent buying, to 
establish their homes. They need literally everything from the 
floor up and constantly refer to LIVING for buying guidance. 


IVING 


FOR YOUNG HOMEMAKERS 


A STREET & SMITH PUBLICATION 
575 MADISON AVE. 
NEW YORK 22, NEW YORK 
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than any other | 
tv station 
in Texas! 
Channel 4 Dallas | 
ASK A On MAN 


Air Freight Carriers Spend More 
for Ads as Tonnage Revenues Climb 


(Continued from Page 3) 
wearing apparel, automotive 
parts, aircraft parts, hardware, 
advertising matter and movie and 
tv films. 


® In a check of 15 of the major 
trunk carriers and all-cargo car- 
riers, ADVERTISING AGE found that 
almost all are increasing adver- 
tising appropriations and _ air 
freight equipment and facilities 
this year. 

Following are reports from the 
15 airlines on the status of their 
air freight business: 


e American Airlines (Lennen & 


Newell), the nation’s largest do- 
mestic air freight carrier, will in- 
vest about $350,000 in media this 
year to promote its air freight 
services. American will use a 
schedule of 27 trade books and a 
continuing campaign in Fortune 
and Business Week. 

In addition, the airline will 
break a newspaper campaign next 
month in Dallas, New York, Chi- 
cago, Los Angeles, San Francisco, 
Boston and Detroit when it intro- 
duces three new DC-6A’s into 
freight service. The ads will high- 
light additions of equipment and 
routes to freight service. 


American’s current budget, 


which is double the 1956 budget, 
is built around a two-pronged ef- 
fort to stimulate business. The 
trade campaign is geared to get 
an increasing share of the regular 
users of air freight. Books used 
include Distribution Age, Sales 
Management and Traffic World. 

American was the first airline 
to enter the air freight business 
back in October, 1944. It was fol- 
lowed shortly after by Slick Air- 
ways, Flying Tiger Line Inc., 
|United Air Lines and Trans 
World Airlines. 

American led the field in do- 
| mastic air freight business in 1956 
with 71,400,000 ton-miles—a 7% 
gain over the 67,000,000 it re- 
corded in 1955—according to Civil 
Aeronautics Board. Its nearest 
competitor was Flying Tiger with 
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Washington witnessed the laying of 


the cornerstone for WRC-TV's new $4 million plant, the first building 


in the world designed from the 


ground up for Color Television. It 


also incorporates the most complete, up-to-date radio facilities. 
For metropolitan Washington and for the nation as a whole, the 
cornerstone stands as a promise of bright and colorful things to come. 
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For advertisers to the Washington market, it represents a strong 
connecting link between a successful past and a more brilliant future. 

More than ever, you'll find that WRC-TV is the solid cornerstone for 
your advertising plans in Washington. 
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67,600,000 ton-miles last year. 

Of American’s $261,000,000 in 
revenue during 1956, $15,200,000 
was from air freight. 


e United Air Lines (N. W. Ayer 
& Son) was the third leading 
domestic air freight carrier last 
year with 50,859,000 ton-miles— 
a sizable increase over the 40,- 
281,000 ton-miles recorded in 1955. 

Although the company refused 
to disclose advertising expendi- 
tures, it conducted an intensive 
advertising campaign in newspa- 
pers and about 20 trade and busi- 
ness publications last year in an- 
nouncing the addition of five new 
DC-6A cargo liners—which in- 
creased its capacity for air freight 
business by 38,500,000 ton miles. 

Although the current budget is 
10% smaller than last year’s 
budget, United will use about 20 
business and trade publications 
this year. Among them are Busi- 
ness Week, Dun’s Review & Mod- 
ern Industry, Iron Age, Manage- 
ment Methods, Purchasing and 
Sales Management. In 1955, 
United used only six traffic and 
vertical trade publications to push 
its air freight service. 

Officials at United are very op- 
timistic about the future of air 
freight. The company predicts 
that ton-miles for 1957 will show 
a 10% increase over ton-miles for 
1956. Ton-miles for the first quar- 
ter this year were 11,934,000—up 
21% over ton-miles of 9,868,000 
for the same quarter last year. 


e Delta Air Lines (Burke Dow- 
ling Adams Inc.) is currently 
planning its biggest advertising 
promotion to date for air freight. 
Delta, which invested $10,000 in 
four business publications last 
year, wil! invest $90,000 this year 
in two consumer magazines and 
12 trade books. The new cam- 
paign will break in June or July. 

Delta handled 7,000,000 ton- 
miles in air freight business last 
year. Revenues amounted to $2,- 
000,000. This year, the company 
predicts that it will handle 20,- 
000,000 ton-miles, with revenues 
expected to more than double to 
$4,500,000. 


e Braniff International Airways 
(Potts-Woodbury Inc.) currently 
has no organized advertising pro- 
gram for air freight, but such 
a move has been talked about for 
some time. Such a program may 
be included in the second half of 
this year’s budget. 


Braniff recently added seven 


GEEI ike that 


dress, Mummy!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN-TV programming keeps 
folks wide-awake, interested— © 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV 
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DC-7C passenger and cargo 
planes plus two all-cargo ships 
within the last year. The com- 
pany expects a big gain in air 
freight revenues and loads this 
year, with much of the traffic 
going to South American stops. 


e Continental Air Lines (Galen 
E. Broyles Co.) is doubling its ad 
budget this year over 1956 to pro- 
mote air freight. The airline in- 
vested $6,500 in direct mail only 
last year. This year, it will use 
direct mail plus advertising in Dis- 
tribution Age, Pacific Air & Truck 
Traffic and Traffic World. 

Continental Air had 1,276,000 
ton-miles last year—a 255% in- 
crease over 498,873 ton-miles of 
air freight in 1950. The airline 
predicts a big increase in its air 
freight business. 


e Capital Airlines (Lewis Edwin 
Ryan Inc.) now makes only token 
expenditures for the direct pro- 
motion of air freight. It invested 
about $10,000 last year, almost 
entirely for direct mail. There is, 
however, vigorous direct selling 
through sales representatives. 

Despite this modest promotion 
activity, air freight is important 
to Capital management. Since no 
special air cargo flights are of- 
fered, the extra revenue gener- 
ated through air freight business 
in combination aircraft represents 
an important contribution to gross 
income. 

The airline currently is in the 
midst of an extensive equipment 
replacement program. When this 
is completed, it may return to 
some all-cargo flights. At that 
time, it will resume national mag- 
azine promotion of air cargo com- 
parable to the campaigns it car- 
ried out several years ago. 

Last year, Capital carried about 
4,000,000 ton-miles of air freight 
and obtained about 5% of its gross 
revenue from this source. The 
outlook this year is extremely 


good, with April up 42% from 
April, 1956, and an over-all in- 
crease of 30% to 35% likely for 
the year. 


e Trans World Airways (Foote, 
Cone & Belding), with 23,700,000 
ton-miles of air freight last year, 
rated fifth in domestic air freight 
traffic in 1956. However, it was 
the only airline which carried 
fewer ton-miles of freight last 
year than in 1955. In that year, 
TWA had 24,400,000 ton-miles. 

Although there is a plan afoot 
at TWA to stimulate air freight, 
it is generally said that the air- 
line just pays it “lip service” and 
at present, almost discourages air 
freight. Some of the TWA man- 
agement are reported to be out to 
abolish this attitude. 

TWA will invest about $100,000 
on its freight advertising this 
year, a slight increase over ’56. 


e Northwest Orient Airlines 
(Campbell-Mithun) is predicting 
a 12% increase in air freight bus- 
iness this year over 1956. The air- 
line had 15,863,838 ton-miles last 
year, which includes both foreign 
and domestic business (domestic 
ton-miles were 7,800,000) . 
Northwest will invest about 
$44,000 in six trade books, Wom- 
en’s Wear Daily and direct mail 
this year. Last year, it invested 
$40,000 in the same media with 
the exception of the newspaper. 
Northwest looks for a greatly 
expanded growth in its air freight 
business. The airline had 3,823,- 
376 ton-miles for the first quar- 
ter this year—a 7.4% increase 
over the same period last year. 


e Flying Tiger Line (Hixson & 
Jorgensen, Los Angeles) will not 
reveal any advertising figures 
—except to say that it is spend- 
ing 25% more this year than last, 
and that it spent 40% more in 
1956 than in 1955. 

In previous years the company 
used both newspapers and busi- 


ness magazines about equally. 
The same pattern is being re- 
peated this year except newspa- 
pers are now getting the lion’s 
share. A special $150,000 news- 
paper campaign was begun May 1 
to announce that Flying Tiger 
now has 12 new Constellations 
for its freight service. 

The company would not pro- 
vide current freight tonnage fig- 
ures but said that the 1956 cargo 
tonnage figure, which includes 
freight, was 67,600,000 ton-miles. 
The company flew 17,406,795 ton- 
miles in the first quarter of 1957, 
a 28% gain over the first quarter 
of 1956. 
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e Pan American World Airways! Newsweek. 

(J. Walter Thompson Co.), which 

operates a fleet of 25 exclusively |® Riddle Airlines (Tally Embry 
cargo planes, carried 22,448,000 Advertising, Miami), exclusively 
freight ton-miles in the first|4 freight carrier, spent $30,000 on 
quarter of 1957, an increase of | advertising during 1956, of which 
17% over the same period in| $12,000 was in direct mail, an in- 
1956. During 1956, freight reve-|crease over previous years. Most 
nues were $26,533,000, about 9% jof the advertising is in trade 
of total revenue of $289,008,000.| books, with an occasional ad in 

Pan American spent slightly | the Wall Street Journal. 

over $200,000 on freight advertis- 
ing in 1956, a 100% increase over | e Eastern Airlines (Fletcher D. 
1955. Principal media were Time,| Richards Inc., New York) is not 
Newsweek, the shipping books, | 4 major factor in the air cargo 
the Wall Street Journal and the| business. The airline carried 15,- 
Journal of Commerce. In 1956 | 608,000 freight ton miles in 1956 
$100,000 was spent in Time and| compared to 14,900,000 in 1955. # 
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BIGGEST 


MARKET DATA 
POPULATION oo... cooseessnsnneee 563,875 


EFFECT. BUYING INCOME $981 ,563,000 


RETA SALES .................... 657,655,000 
GEN. MERCHANDISE ...... 60,135,000 
AUTOMOTIVE .................. 116,239,000 


COD oiccsccinimianienntociond 22,603,000 


c> ascad Broadcasting Co. 


KIMA-TV, Yakima, Wash. 


TY BUY 
IN THE WEST 


Cascade's vast four-station network delivers unprecedented coverage in huge 
areas of three booming Northwest states. While each station enjoys the exclu- 
sivity ond prestige of a single-station operation, the Cascade network delivers 
unporalleled saturation and domination throughout the entire region. All these 
unique factors combine to make Cascade one of the more important television 
buys in the Nation—the BIGGEST in the West! 


(Urban 278,000, Rural 285,875) 


Source: 1957 Survey of Buying Power 
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TDI Expands Timetables 


Transportation Displays Inc.,| flight 


, timetables, each of which give the 
schedules of all airlines 


New York, has added four new serving a given route, have been 
TDI Combined Airlines Timetables |in circulation on the routes be- 
linking New York with seven mid-|tween New York and _ Boston, 
western and West Coast cities. For| Washington, Chicago and Miami. 


the past six months, four of the | Distribution has exceeded 200,000 a 


|month, according to TDI, which 


offers the tables as an advertising 
medium. The new tables will qual- 
ify the Combined Airlines Time- 
|tables as a national media with a 
‘circulation guarantee of 250,000 
| copies a month, TDI says. 
|‘Wyckott Names Hughes; 
Adds Merrill Reed Account 

Wyckoff & Associates, San Fran- 
cisco, has appointed Daniel Hughes 
copy chief and research director. 
|Mr. Hughes formerly was assist- 
ant director of public relations of 
| National Brewing Co., Baltimore. 
| Wyckoff has been appointed to 
| direct a new program of advertis- 
jing and sales promotion for Mer- 
rill Reed Lithographers, San Fran- 
cisco. 


. ? 
: a a ne 
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Of assorted Johnson & Johnson Baby 
Products—bottles, boxes, cans—traveled 
safe as a baby in specially designed 
Gibraltar packaging, ready to set up in 
these specially designed Gibraltar cor- 
rugated floor stands, packed with the ¥ 
deal. An authentic heavyweight in ship- 
ping poundage and selling punch, 
Mother Goose scored a huge hit with ’ 
everyone... including babies. Lithogra- 
re phy and plaques by Einson-Freeman. 


Want to please practically everyone? 
Just call The Man From Gibraltar. d 


Sat 


= MOTHER GUE MLMe 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


350 Warren Street, Jersey City 2, 


1. 


but anybody . . 


American Management Assn. 


CAN DO—Lana, a two-year-old chimp, proves that “anybody . 


. can use a metered container” for U.S. Metered 
Container Corp. Lana and her miniature kitchen starred at the 


packaging show in Chicago. 


Export Papers’ 11% 
Gain Tops Business 
Papers, ‘IM’ Reports 


CHICAGO, May 14—Business pa- 
per advertising volume continued 
to rise in April, but at a slightly 
lower rate of increase. More than 
300 business publications reporting 
to Industrial Marketing showed an 
increase of 2.8% (1,221 pages) for 
April, 1957, over April, 1956, and 
a gain of 4.5% (7,276 pages) for 
the first four months of 1957 as 
compared to the same period in 
1956. 

Industrial papers climbed 5.1% 
(1,478 pages) for the month, and 
6.6% (6,977 pages) for 1957 to 
date, compared with 1956. Trade 
papers, still down, reported a de- 
crease of 9.5% (623 pages) for 
April, 1957, below the same month 
in 1956, and a decline of 5.3% (1,- 
335 pages) for the year to date. 
Product news publications gained 
0.8% (28 units) for the month and 
1.6% (208 units) for the first 
third of 1957. 

The group of class papers re- 
ported a gain of 5.9% (190 pages) 
in April, and 7.5% (898 pages) 
for the year to date. Export pa- 
pers also continued to gain, show- 
ing an 11.4% (148 pages) increase 
for April, 1957, and 11.8% (528 
pages) for the first four months 
of 1957. + 


Western Publications Merges 
With ‘Food Mart’ Edition 


Western Industrial Publications, 
publisher of Western Trucking 
and Tile, has merged with the 
Southern California edition of 
rood Mart News. Facilities of both 
organizations will be at the offices 
of Food Mart News, 2902 Rowena | 
Ave., Los Angeles, where all three | 
publications will be published. 

As a result of the merger, the 
partnership in Western Industrial 
Publications has been dissolved. 
Two partners, Col. E. O. Sawyer | 
Jr., and Mrs. Russell Palmer, have | 
retired. The third partner, Fred T. | 
Russell, will be with the new or-| 
ganization in an editorial and ad- 
vertising executive capacity. 


N. Y. College Offers Catalog 
Supplement; Holds Film Sale 

The audio-visual center of the 
City College of New York has is-| 
sued a supplement to its 1954-55 
|catalog of rental films. Entitled 
“Supplement-See-Hear—Mr. Busi- 
nessman 1957-58,” it is available 
without charge. 

The center is also holding an in- 
ventory clearance sale of a vari- 
ety of filmstrips, complete with 
|records and instructional guides. 
| Prices range from $5 to $10. 


Three Buy at CBS Radio 

New orders from three adver- 
tisers have been placed at CBS 
Radio, New York. General Mills 
(Dancer - Fitzgerald - Sample) 
bought six five-minute weekend 
segments for 13 weeks, beginning 
June 1. Seeman Bros. (Norman, 
Craig & Kummel) bought a weekly 
15-minute segment of 
Godfrey Time,” beginning in Sep- 
tember. Hearst Publications (Grey 
Advertising Agency) ordered ten 
seven-and-a-half minute daytime 
serial segments between May 16 
and May 21. 


“Arthur | 


Advertising Age, May 20, 1957 


|Mele Mtg. to Lewin, Williams 
| Mele Mfg. Co., New York, man- 
ufacturer of jewelry cases, has 
appointed Lewin, Williams & Say- 
lor, New York, to handle its ad- 
vertising. A fall magazine program 
is being prepared. Artley Adver- 
tising is the previous agency. 


Sire Plan to Miller 

The Sire Plan Inc., New York, 
real estate investment house, has 
appointed Harold Miller Co., New 
York, to conduct a national pro- 
motion program. 


Grew big and 
fact. 

Advertisers in the Western Live- 
stock Reporter build sales blissfully 
with readers who support them 
The stockman-rancher of the seven- 


state NORTHWEST area is reached 
through—the 


WESTERN 
LIVESTOCK REPORTER 


Billings. Montana 


Anderson & Cairns call 
ask for Ralph Tanner. 


Raiph Tanner is one of those fortunate adver- 
tising men who has seen the business from the 
client’s side of the desk as well as from the agency’s 
side. Six years as an advertising manager and sales 
executive in two different textile mills gave Ralph 
broad experience in marketing and advertising. 
Add this to his agency experience as a production 
man, copy-writer, and account executive and you 
will see why Ralph is one of the important mem- 
bers of our team at Anderson & Cairns. As a vice- 
president and director he handles such accounts 
as the American Enka Corporation, Lee and 
Disney Hats, and The New Yorker magazine. In 
addition he sits in on meetings of our Strategy 
Board to lend his advice and counsel to all our 
clients. If you would like to know more about 


MUrray Hill 8-5800 and 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


¢ New York 22,N.Y. 
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hes the man who 


leads a dual Ife 


Shooting duck on the wing, or watching the sales curve of Mennen products fly high, both 
are Bill Mennen’s pleasure. 


This is the essence of the “dual life” that 33,000,000 alert, vigorous American men are 
living today. 


These are men who are prime customers for every type of product that goes with the 
enjoyment of their hobby — and just plain everyday living, too. 


How well they buy — and how often —is a success story owned exclusively by Sports 
Afield Magazine. For only here can you find almost one million “dual life” men, hand-picked 
men with “the urge to splurge.” 


Ask your Sports Afield representative to give you all the facts — today. 


SPORTS AFIELD J 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y. 


where sportsmen get the urge to splurge 


WILLIAM G. MENNEN, JR. 


—— 
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‘McCall's’ Boosts Youry 
William H. Youry Il, a member 
of the promotion staff of McCall's, 


| New York, has been named coordi- 
orm of institutional retail promo- 
tions, a new post. 


From 


2) 


CN 
44 


SELL YOUR PRODUCTS OR SERVICES 
WITH 


Product, Persona 
Appearance 


tropical fish to trucks . . 


tionaries to dishwashers . . 
your service, your sales story belongs in 
this outstanding merchandising medium. a 
Here at the biggest Exposition in the East, 
a “live” audience of half a million custo- 
mers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


- Exposition 


WEST SPRINGFIELD, 


COOOSOBY 


. from dic- 
. your product, 


14-22, 1957 
MASSACHUSETTS y 


| house-to-house saleslady who, 
|a friendly way, persuades Madam 
|Customer to buy more and more 


Toiletries Media Should Enhance 
Product Personality, Says Frost 


(Continued from Page 3) 
has to be the right kind of cover- 
age, if your magazines and broad- 


\cast media are going to work for 


you.” 


e Maintain continuity and con- 
sistency in advertising. 

“None of these elements in 
building a product personality can 
really get a chance to work if the 
advertiser does not stick with 
them.” 

Mr. Frost illustrated his talk 
with slide examples of campaigns 
which conform to these rules— 
among them Marlboro, Philip 
Morris, Lucky Strike, Life Savers, 
Breck shampoo and, in his own 
backyard, Bristol-Myers’ Ban and 
Ipana. 


s Despite the tremendous prog- 
ress of rack jobbers and house- 
to-house selling in recent years, a 
department store merchandising 
man still sets great faith by per- 
sonal salesmanship at the point of 
sale. 

“I still feel that the last few 
inches from the counter to the 


“\ | customer are frighteningly impor- 


tant,” said John W. Straus, mer- 
chandise administrator, R. H. 
Macy & Co. 


Department stores and specialty 
shops accounted for 27% of toilet 
preparation sales, exclusive of 
soap, in 1950, he said. In the same 
year, chain and independent drug- 
gists did 37%, food stores 6.1% 
and house-to-house 14%. By last 
year, it was reported, department 
and specialty stores had dropped 
to 21.6% and chains and inde- 
pendents to 29.3%, while house- 
to-house rose more than 5% to 
19.6%. Food store sales rocketed 
more than 10%, to 19.1% 


s “Point of sale salesmanship is 
still a fine art and one which the 
department stores, indeed with 
the help of the manufacturers, 


|have been able to maintain,” he 


“The latest contestant to 
in this field is the 
in 


said. 
harass us 


and more. 
“Yet the department store, with 


|its continuity of available trained 


TELEVISION 
MAKES 
MARKETS 


WOAX.TV tas. 7 


Ths One... 


Where in the U.S. area alone” . . . 
650,000 people live, who spend 
= $575, 000,000 annually i in retail sales, 
more for groceries than in Minneapolis, 
more for drug products than in Omaha. 
They listen to 22 radio stations, 


$ 
TELEVISION pT ATION 


¥ , 


— Read 19 daily new 
BUT, choose ONE 


_ by a margin of 3 to 1 


— "WCAX-TY is also the leading U.S. TV 
station in southern Quebec ond Montreal 


WCAX- -TV Buruincron. Pienonr 


Bae a ow 


WEED TELEVIS 


channel 3 


: SS FO a 
eR Te eS 


help, its continuity of available 
merchandise and its continuity of 
customer confidence, has tremen- 


dous advantages,” Mr. Straus 
maintained. 
“Whether we are selling a 


homely product such as a deodor- 
ant or a glamorous queen bee 
jelly or a phantasmagorical per- 
fume, salesmanship is an essential 
ingredient—not only in selling the 
first product, but also the com- 
panion products and the re- 
lated products. Indeed, depart- 
ment stores today are once again 
realizing that they are particularly 
suited to personalized selling.” + 


Rabbit Packer 
Sets Long-Range 
Small-Space Drive 


(Continued from Page 3) 
The New Yorker, plus small trade 
ads in Supermarket News. 

The consumer ad is headlined, 
“A delicacy to compliment your 
fine taste.” It pictures a silver 
platter heaped with fried rabbit. 
Copy points out that “Pel-freez 
domestic fresh-frozen rabbit meat 
is especially bred and farm-raised 
for tender, juicy all-white meat. 
Sectioned—so easy to fry, broil, 
barbecue, roast or stew. Moderate- 
ly priced, 2 to 3 lb. package serves 
4 to 6 generously. In frozen food 
cabinets everywhere.” 


® The major effort, however, is 
a publicity program featuring rab- 
bit recipes and food facts for the 
food editors of metropolitan dai- 
lies, service magazines and wire 
services. The goal: To put rabbits 
on a comparable basis with com- 
peting meat and other food prod- 
ucts. 

This publicity effort stresses the 
food value, flavor and versatility 
of rabbit meat, and points out that 
domestic rabbit is a pampered, 
carefully bred animal, “mild-fla- 
vored, juicy and succulent”—rath- 
er than the “strong, stringy and 
gamey” wild rabbit brought home 
from hunting expeditions. 

Most spectacular event in the 
publicity campaign to date was a 
recent “Buffet de lapin au cham- 
pagne” at the Sherry-Netherland 
Hotel, in New York. Presented 
jointly with the American Culina- 
ry Federation, the press reception 
featured six rabbit delicacies pre- 
pared from classic French, Italian 
and Norwegian recipes by six New 
York chefs. 


® The company, which started out 
in Los Angeles in 1911, began sell- 
ing fresh-frozen farm-bred rabbit 
meat in 1947. In 1951 it moved to 
the Ozarks, where it now processes 
some 5,000 rabbits a day. When it 
first moved to the Ozarks there 
were no commercial rabbit breed- 
ers in the area; today there are 
more than 1,200, with the number 
increasing steadily as the company 
expands, 

Pelphrey now markets its prod- 
ucts in 40 states, Canada, and sev- 
eral other countries where U.S. 
Armed Forces are stationed. 

The company estimates that 
some 60,000,000 Ibs. of meat from 
scientifically bred domestic rabbits 
are marketed in the U.S. annually. 

Blaine-Thompson Co. New 
York, is handling. # 


Jurist Joins Bryant 


Stewart S. Jurist, formerly as- 
sistant to the president of the Di- 


|rect Mail Advertising Assn., New 


York, has joined George Bryant 
& Staff, mailing list broker, Engle- 


| wood, N.J., as a sales representa- 


Seeeee. | tive. 


Advertising Age, May 20, 1957 


ABC-TV Names McKee in 
Chicago; Two in N.Y. 

Robert McKee, formerly an ac- 
count executive in the midwestern 
sales department of NBC, has been 
named an account executive in the 
television sales department of 
ABC’s central division, Chicago, 
succeeding James Duffy, who has 
been named director of sales for 
ABC Radio, Chicago. 

ABC-TV, New York, has named 
Bernet G. Hammel assistant man- 
ager of research and Armand Grant 
executive producer for daytime 
programs, a new post. Mr. Hammel 
formerly was with Schwerin Re- 
search Corp.; Mr. Grant previously 
was vp and general manager of 
WKIT, Garden City, L. I. 


CBS-TV Spot Names Two 

Byington F. Colvig, formerly 
sales promotion director of CBS 
Television Spot Sales, has been ap- 
pointed an account executive in 
the representative’s Chicago office. 
Herbert M. Rosenthal, formerly on 
the art staff of CBS-TV, has been 
named art director of CBS-TV Spot 
in New York, a new post. 


WAY OUT 
IN FRONT! 


956 | 
} NIELSEN: NCS #2 1956 
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ARB: 8 out of TOP 12° 
“February 1957 


2 TTT TORTI 
HUNTING TON-CHARLESTON, W. VA. 


W.3.C. NETWORE 


Affiliated with Radio Stations 
WSAZ, Huntington 6 WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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CARRYALL—Starting in June, An- 
drew Jergens Co. will offer a 
Thermo bag for $1 and wrappers 
from its Woodbury soap, using col- 
or ads in First Three Markets 
Group, This Week Magazine and 
independent supplements. Robert 
W. Orr & Associates, New York, 
is the agency. 


American Tobacco Lays Ist 

Quarter Net Drop to Promotion 
Heavy advertising and _ sales 

promotion costs of Hit Parade cig- 


arets caused lower first quarter | 


earnings for American Tobacco 


Co., Paul M. Hahn, president, has | 
announced. The company’s Hit} 


Parade filter cigarets have been in 
national distribution about four 
months. Mr. Hahn told the annual 


meeting last month that first) 


quarter results probably would be 
lower. 

The company reported sales of 
$245,100,000 for the quarter ended 
March 31 and a net of $10,133,000. 
This compares with sales of 
$251,015,000 and a net of $11,- 
365,000 in the first quarter of 
1956. 


The Year’s Best 
Advertising Art 


The June issue of Advertising Re- 
quirements presents a “guided tour” 
of the year’s best in advertising art, 
as chosen by leading art directors’ 
clubs across the country. AR’s edi- 
tors, with the aid of leading art 
directors, pick a gallery of outstand- 
ing examples from the winning en- 
tries in various local art directors’ 
competitions. 

You'll want to clip and add this 
AR spotlight feature to your files for 
frequent reference. 


In the June issue—and every issue | 


—of AR you'll find practical informa- 
tion to help you solve workaday 


problems of advertising production, | 


promotion and merchandising. Noth- 
ing else like it anywhere. 


Year’s trial of 12 issues costs only | 


$3. Clip ad, attach letterhead and | 

mail today. Money back guarantee | 

of complete satisfaction. 

Advertising Requirements 

The Workbook of Advertising 
Management 

200 E. ‘ilinois St., Chicago 11 


BPA Names Committee 


A steering committee, to aid in 
the planning and development of 
association activities and services, 


nas been appointed by the Broad- | 


2asters’ Promotion Assn. Mem- 
bers are Charles A. Wilson, pro- 
motion manager of WGN and 
WGN-TV, Chicago, and BPA Ist 
vp; Joe Zimmerman, promotion 
manager of WFIL and WFIL-TV, 


Philadelphia, and Bruce Wallace, | 
promotion manager of WTMJ and | 


WTMJ-TV, Miiwaukee. 


RCA Steps Up Campaign 
Radio Corp. of America has 

stepped up the television cam- 

paign, through June, for its RCA 


Victor portable and transistor ra- | 


dios. Trade and consumer maga- 


zines, network radio and coopera- | 
tive newspaper advertising will | 
also be used during the peak port-| g 


able sales period. Kenyon & Eck- 
hardt, New York, is the agency. 


WBZ has Boston’s ear—the most! 


WBZ total station audience up 25% 
since November 1956 (february, 1957 NIELSEN STUDY) 


Music and News and Service please the 
people and pay off in bigger audiences! 
That's the way WBZ gives greater im- 
pact to advertisers’ sales messages in 
Boston. And remember, when you buy 
WBZ, you get the big Boston market 
PLUS all of New England, thanks to 
our bonus deal of WBZA, Springfield. 

In Boston .. . and all New England 

.no selling campaign is complete 
without the WBC stations. 


WBZ « BOSTON 
(Plus So o ield) 


Westinghouse Broadcasting 
Company, Inc. 


Represented by Peters, Griffin, Woodward, Inc. 


| 


| 
| 


Ralph C. Gable (right) inspects his multipacked canned corn as it comes off the Can Band Loader, operated by plant superintend- 
ent Charles E. Goodling. Center are John McGhee and William L. Dempsey, representatives of Container Corporation of America. 


‘We moved our corn oversupply fast 
by multipacking it in Can Bands” 


—says Ralph C. Gable, Owner, Martin H. Cope Co., Rheems, Pa. Processors of dried sweet corn since 1900. 


“The end of the season found us with a 20,000-case oversupply of canned 
dried corn,” says Mr. Gable. “So we decided to market it in 4-can Can Band 
multipacks—4 cans for the price of 3. 

“Our customers snapped up the 20,000 cases as fast as we could package 
them. And they moved them quickly, too. Some supermarkets reported they 
sold as much in 2 weeks as they had in 4 months before. And what pleased 
us particularly—store sales of the single cans held up.” 

Container Corporation's Can Band and the Can Band Loader permit 
low-cost multipack promotions, introductory offers and market tests, even 
for short runs. Can Band billboards your brand at point of sale. 


For packing and promoting anything that comes in a can, write— 


Container Corporation of America 


38 South Dearborn Street, Chicago 3, Illinois, and 42 other cities 
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KA DOT BAGS WHEREVER GOOD ICE CREAM IS SOLD 


CRAZY MIXED-UP KIDO—This is the first of a new 24-sheet poster cam- 

paign for Popsicle, scheduled for national showings starting late 

this month by Joe Lowe Corp. The outdoor program is being mer- 

chandised with miniature reproductions telling dealers the outdoor 

posters “turn sidewalk circulation into store traffic.” Paris & Peart 
is the agency. 


Brisacher Wheeler Newell Mulvey Johnson 
MEN FROM C&W—Robert Brisacher, vp, and Franklin business. They are shown here greeting other C&W 
C. Wheeler, president of the Brisacher, Wheeler di- men: Robert R. Newell and William W. Mulvey, 
vision of Cunningham & Walsh, New York, were on both of New York; Donald C. Johnson and Henry 
hand in San Francisco for the agency’s national Mayers, both of Los Angeles, and Ivan Hill, Chi- 


REVIEW 
OF THE 
WEEK 


Mayers Hill 


management committee meeting on inter-division cago. 


Advertising Age, May 20, 1957 


Kerns Quirk Storer Tripp 
BROADCASTERS—George B. Storer Jr., vp, Storer Broadcasting Co., 
speaker at a meeting of the Philadelphia Television and Radio 
Advertising Club, chats with James T. Quirk, TV Guide, outgoing 
president of the group; Alan Tripp, newly elected president, and 
J. Robert Kerns, vp of Storer. Storer discussed some of his com- 
pany’s plans for WPFH, Wilmington, Del., television station, and 
WIBG radio, Philadelphia. Acquisition of those stations from Paul 
F. Harron Co. was given approval by the FCC when it authorized 

Storer to sell its Birmingham, Ala., stations WBRC-AM-FM-TY. 


ELECTRONICALLY INFECTED... Yor Pure Pioasure/ 


PLEASANT—Blondes, brunets and redheads, singly and in combina- 

tion, decorate Duquesne Brewing Co. posters in the East. The beer 

is also “electronically inspected,” this poster says. Vic Maitland & 
Associates, Pittsburgh, is the agency. 


legate Atkinson Gater Mcintosh 
CANADIAN CAPERS—The three-day annual meeting of the Assn. of Canadian Advertisers 
in Toronto last week attracted nearly 800 persons. These were among them: B. E. Le- 
gate, formerly with MacLaren Advertising and now general manager and secretary 
of ACA, offers a smoke to Ernest T. Gater, vp of advertising, Sterling Drug Mfg. Ltd., 
while Thomas M. Atkinson, advertising department manager of Du Pont Co. of Can- 
ada Ltd., and new president of ACA, looks on. R. R. McIntosh, marketing vp of Gen- 
eral Foods and retiring president of ACA, presents the Gold Medal award to William 


Campbell Hitesman Fraser Wood Clarke Healy Bertram 


Whitehead 
J. Campbell, advertising manager of the Toronto Daily Star and Star Weekly. Chatting 
informally were Walter Hitesman Jr., managing director of Reader’s Digest (Canada), 
S. W. Fraser, general manager of Canadian Kodak Co. Ltd., and W. Gordon Wood, 
sales vp of Trans-Canada Air Lines. Laughing it up are G. C. Clarke, advertising vp 
of Standard Brands Ltd., Frank Healy, public relations manager of the House of Sea- 
gram, G. S. Bertram, advertising manager of Swift Canadian Co., and H. E. White- 
head, vp of sales and advertising of Kimberly-Clark Products Inc. 


Fyfe Farthing Schneckenburger McGinnis Bickmore 
RELAXING—Having a smoke during the ACA convention are Scott Fyfe, advertising 
manager of Imperial Oil Ltd.; Ken Farthing, general advertising manager for Cana- 
dian Westinghouse Co., and Merle Schneckenburger, vp of the House of Seagram Ltd. 
Listening to P. J. McGinnis, advertising manager of Bell Telephone Co. of Canada, 
are Lee S. Bickmore, sales vp of National Biscuit Co., New York, and D. M. Mac- 


Mackinnon Miller Yeates Ross legate Miller Atkinson 


kinnon, advertising manager of General Motors Products of Canada. J. C. Miller, ad- 
vertising director of Ford Motor Co. of Canada, has a word with A. B. Yeates, assistant 
director of advertising, sales promotion and public relations of Prudential Insurance 
Co. of America. Relaxing between sessions are Alan Ross, advertising manager, Good- 
year Tire & Rubber Co. of Canada; Mr. Legate; Mr. Miller, and Mr. Atkinson, 
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month after month... 


# 1512 million'men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


Dad building something in his workshop, Mom trying during the year... 

out a new recipe—BH&G readers act on ideas they see in 

“the book’’. Associated with reading the ads and articles 

in an average issue of BH&G, 6,950,000 readers reported 4 
: taking 27,100,000 actions! 15,500,000 people read an O erica 
average issue. One third of the 123,800,000 people in the 3 
| U.S. 10 years of age or older read one or more of every 
twelve issues. That’s 44,150,000 readers of Better Homes reads Better Homes & Gardens ! 
and Gardens — and over 40% of them are men! Meredith 
Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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¥ Population is up 72% 


from 
) 


Represented nationally by Doyle and Howley, Los Angeles, 
Son Francisco, New York, Chicago, Boston, Minneapolis. 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 
RIVERSIDE 
PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising ‘56 


Cuicaco, May 14—Both brand- |; 000. 
name food manufacturers and res- 


Restaurateurs attending the 38th 
annual National Restaurant Assn. | 


last year tying in products with 


the $13 billion mark. 


34 food and restaurant equip- 


total tie-in ad spending this year | Television Theater” 


“Dine Out’ Ad Push to Be Stepped Up in‘57; 
Restaurateurs Say It Pays Off Handsomely 


A highlight of this year’s tie-in 
taurant people seem fairly certain | promotion will be Kraft Foods 
that the manufacturers’ co-op ad|Co.’s “$50,000 Sweepstakes” cam- 
program pushing the “dine out” | paign, which runs from July 15 to 
theme is paying off big. | Aug. 3. During this period restaur- 

ant patrons may fill out cards giv- 
ing only their names and addresses 
convention last week readily ac-| (no slogans or jingles involved) 
knowledged that the estimated and drop them in the mail. A 
$7,000,000 the manufacturers spent | drawing from these cards in Sep- 

tember will select winners of eight 
their availability in restaurants| Fords (choice of Thunderbird or 
probably had a lot to do with the| Skyliner), 100 $100 meal tickets 
record of $17.5 billion volume the | and 1,000 $10 meal tickets. No 
industry enjoyed in 1956. In 1954,| Kraft products are involved in the 
before any of the tie-in promotion, | campaign; a Kraft spokesman de- 
the industry’s volume was around | scribed it as a “good will gesture 
to the restaurant people.” 


ment manufacturers are now in/® Kraft will run four-color spreads 
the program, compared with 22 a/on the promotion in Life and Look 
year ago, and projections of their|and give it mentions on “Kraft 


(NBC-TV). 


range from $8,000,000 to $10,000,-| Kraft also backs the restaurant 


Yes, Partners in Great 
SALES POWER 


Two Popular Newspapers 
in the Fast Growing 
MID-SOUTH MARKET 


In Memphis you reach 100% plus . . . However, added to this is the 62.5% 
coverage of homes in the 62 cities (2500 or more population) in the 


Mid-South area. A big 2 billion dollar market. 


Two Dailies and The South's Greatest 
Sunday Newspaper Combined Daily 
Circulation 350,536—Sunday Commer- 
cial Appeal 262,906—(ABC Publisher 
Statement 9-30-56) 


SCRIPPS-HOWARD NEWSPAPERS 


DOMINANT RESPONSIVE CIRCULATION 


in the South's Ist and the Nation's |0th wholesale market. 
This partnership can be yours through CAPS—that is 


to say of course... 
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promotion with outdoor posters. 

Other major advertisers in the 
tie-in are Coca-Cola Co., concen- 
trating in newspapers; Swift & 
Co., magazines, plus mention on 
Swift’s “Mr. Broadway” spectacu- 
lar (NBC-TV) May 11; Chase & 
Sanborn, newspapers; Continental 
Coffee Co., truck posters, and 
General Foods, magazines. 

H. J. Heinz Co. is using a series 
of cartoon ads (also reproduced on 
matches, table tents and place 
mats) on the theme “Eat out—for 
variety in ’57, enjoy Heinz 57 vari- 
eties” (AA, Nov. 26, 56). Quaker 
Oats will also get into the tie-in 
promotion this fall with ads in 
consumer and trade books on its 
corn meal. 


s Uppermost in the minds of many 
restaurateurs these days, accord- 
ing to NRA President John O. Sa- 
batos, are the industry’s twin per- 
ennial headaches—trising costs and 
shortage of help. Because of these, 
Mr. Sabatos said, restaurateurs 
must face up to the fact that an 
increase in prices is necessary. 

A restaurant operater must be a 
good business man as well as good 
cook, he said, adding that under 
prevailing business conditions res- 
taurants cannot continue to skim 
along on no more than the 2% 
profit now standard in the indus- 
try. 

The industry’s $17.5 billion vol- 
ume for 1956 is an encouraging 
figure, he said, and 1957 will show 
at least a 3% gain over 1956, he 
predicted. But he noted that the 
casualty rate among restaurants is 
still fairly high. 

Registration at this year’s con- ' 
vention ran about 10% ahead of 
last year when the total turnout 
was about 33,000. 

Chief interest of the restaura- 
teurs seemed to be in equipment, 
processes or techniques that would 
reduce food waste, save labor and 
widen the variety of foods that 
could be carried on the menu eco- 
nomically. 


® Largely in tune with this con- 
cern, food and restaurant equip- 


/ment manufacturers took up some 
1, 167 booths at Navy Pier to ex- 
|hibit their wares, the biggest at- 
| tention getters, generally speaking, j 
|being those showing means and 

| methods for avoiding food waste. 

| An example of this was Ray- 
|theon Mfg. Co.’s Radarange, a $3,- 

|}000 restaurant model microwave 

| electronic range which allows a 
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“Sales on one of our products, for | 
years, have been steady but slow. | 


“From our recent color page in The |; 

we completely sold out 
within 3 weeks our normal turn- 
over for a full year!” 


(Name on Request) 
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chef to keep a wide variety of! } 
foods in frozen condition until just) > 
a few minutes before serving. L: 
About 65 Radaranges are already| | 
in service in restaurants in the| ¢ 
Chicago area alone, according to a 
Raytheon spokesman, who says 
that orders for a second unit are 
becoming fairly common. 

Newly elected president of NRA 
is Larry Hilaire of Portland, Ore., 
who served as association vp this | 
past year. 


DUNCAN HINES WILL 
PUSH GUIDE BOOKS 


Truval Starts Fall Drive 

for Sport, Dress Shirts 
Truval Manufacturers Inc., New | 

York, has launched the trade| 

phase of a fall advertising pro-| 

gram which it says is the “largest | 

in many years.” It includes in- 

sertions in Apparel Arts, Daily 

News Record and Men’s Wear. 

Consumer ads—four color for 

sport shirts and b&w for dress _— 

shirts—will run in the fall and| | flexibility 

holiday months in Esquire, Life, of insertion 

Sports Illustrated and The Satur- dates, 

day Evening Post. markets, size, 
The trade campaign is backed content of ads, 

|by a dealer program including 

\displays, mat service and co-op local dealer 

advertising, including television, | listings 
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ALL READY—Cartoons appropriate to the food flavors decorate the 
labels of six new blended seasonings produced by Crescent Mfg. Co., 

Cuicaco, May 14—The Duncan| Seattle. Ad plans for the product include bulletins like this one, 
Hines Institute, financially revi-| radio spots, color pages in Sunset Magazine and point of purchase 
talized by its adoption into the| materials. Crescent’s schedule calls for a starting push in the Pacific 
growing Procter & Gamble family; Northwest with expansion outside the region as soon as production spots. Daniel & Charles Inc., New 


last August, will go into heavier 


; l 4 ig-Coope ., Seattle, is the agency. 
advertising and merchandising of ahows. Hamg-< rot, ies 


| York, is the Truval agency. 


its four tourists and eaters guide 
books this year. 

The aim is a 250% increase in 
sales this year, according to Roy 
H. Park, vp of the institute and 
president of Agricultural Adver- 
tising & Research Inc., Ithaca, the 
institute’s agency. Just what the} 
1956 sales were he wouldn’t say, 
but he noted that 2,000,000 copies 
of the books have been sold since 
1935 and last year set a new sales 
record. 


# Mr. Park revealed little about 
either the new budget or media 
plans, except that the budget will 
be “respectable” and the media 
will be almost all print. He said 
that Holiday, other travel books 
and Sunday supplements will be 
used. Heretofore the institute has 
used mostly point of sale and some 
newspaper advertising—but spent | 
very little in either. 
Merchandising plans include new | 
four-color covers for the books so 
they can be attractively offered at 
newsstands, in supermarkets and 
in variety and department stores. 
Part of the theme in the new 


promotion will center on the tri-| j 


pled intensity of the institute’s 
restaurant and hotel inspection ac- 
tivities. This too, Mr. Park says, 
has been made possible by the new 
connection with P&G. # 


Huston Succeeds Sullivan as 
Associated Agency President 
Associated Advertising Agency, 
Wichita, Kan., has elected Preston 
D. Huston president to succeed C. 
R. Sullivan, founder of the agen- 
cy, who becomes chairman of the 
board. Mr. Sullivan will continue 
as a consultant and account su-| 
pervisor. Mr. Huston, formerly vp 
of the agency, joined the com- 
pany in 1946 and has been a space 
buyer, production manager and 


C. R. Sullivan 


Preston D. Huston 


account executive. 
The agency also has promoted 
two other vps. Lewis Foster was 
named vp and treasurer, and John 
Beach was named vp and sales | 
manager. The agency, which billed | 
$1,200,000 in 1956, at the same | 
time has increased its capitali- | 
zation from $25,000 to $200,000. 


‘Peninsula Package’ Published 

A new brochure, “The Peninsula 
Package,” has been published by 
Marty Benson & Associates, San 


Francisco, publishers’ representa- | 


tive. The brochure reviews the 
buying power of residents of the 
San Francisco Peninsula and re- 
ports a total of 350,000 people with 
an estimated per capita buying 
power of $2,364 or $7,438 per 


How well do you know the Boston market? 


Mention Boston and some people 
think only of Back Bay, Beacon 
Hill and Baked Beans. But for 
others, the greater Boston area 
means much more. What do the 
above pictures mean for you? 


A. Antique hunting decoys. On display in 
historic Sturbridge Village. 

B. Terracotta Statuette from Cyprus, 
7th Century B.C., Boston Museum of 
Fine Arts. 

c. Altar in Jewish Chapel. Brandeis Uni- 
versity, Waltham, Mass 

D. Lou Webster, WEEI’s popular Farm 
Editor (at age four) . 

E. Indian Signature (original Boston 
resident ). 

F. A half-kite, half-balloon; otherwise 
called a “sky hook.” Manufactured in 
Cambridge, Mass. 


G. A rare New England tavern signboard. 
H. Iron ring on Weld Boathouse. Harvard. 


1. Swan boat in Public Gardens’ Pond, 
a favorite tourist attraction in Boston. 


J. South Polar Camp of Rear Admiral 
Byrd, who died recently in Boston. 


K. Note pinned to infant abandoned in 
Cadillac outside Boston hospital. 


For those who advertise in Boston, 
WEEI has a special meaning: it 
knows the Boston market. This 
means an advertiser can depend on 
WEEI’s knowledge for the most ef- 
fective product campaign in Boston. 
But if WEEI knows the Boston mar- 
ket, so do Bostonians know WEEI. 
WEE] leads all of its competitors, 
both network and independent, in 


audience penetration. On a total 
week basis, WEEI reaches more than 
81% of the radio homes in the Boston 
area.” When you want your product 
to mean something special in the 
Boston market, call CBS Radio Spot 
Sales or WEEI Radio. 


Credits: E, G — State Trust Co., Boston; F — 
Dewey & Almy Chemical Co., Cambridge. 
*Source: 5-County Boston Pulse area. Pulse 
CPA Report, November, 1956. 


' Se Se pee eee SN a ae 2 ea ee or eS kee ee”. Saee Ce a GH A eS © a = es te eee oe Po 
a a ee’ ee oy eee © ree eee Cetin om ee eS a ae JP cee goa Se OM, alls Be o eae 
ne: Sea a eh ee oe ee ee ee ae ae 

‘ RE ee ER Saeee UR ince ye ai RIL i Rl eR A | ame aie pau ee wer oe 8 ee Oe 
ue _— ee: ee ar. ae eee —_ —. aa aalil i nr a aoe” a ee: | ae 
cae arate Ses a ae ea os Se eg lala age i ; eS ences coe ae 3 ea Se ty wernt : 2 Fi ; ea: Pe ; ; rer ger) es 

Seer) ue ee 3 are Aire ‘ a ‘ Pe Si $ : ahh * Rt 4 
re icici 
. ee 19 
- - . wi 
9 2 5 
Bee  % + 9™ > a f , 
Ste ay 
| ++ ee , fa 
. Se ey a 
| Se Oe 50k 
4 Le ee” 
2 . ee at oo an 
| ) ei N es Pei Gt $ ‘ 
} “™ oa io > _ ote ‘ oe 
~ a ie ae < oe 2 - : 
| aves ' ra. om . ue Tol a ie 
; >V n. - 4 - ' my 
el d 4 7 ff a aii , ¥ i} P 
i we } \ fh gee. Oj g i pra <, 
‘4 | Ce ee eT ae ee oe eee grt Gy, i eee 
| ‘ ; ms A i a - taal? pales male * "y Ee 
‘ | ra —_— ” - fs a 
Sen « oe 
: : j - 
; {: 
: { Uy 
f 4 . é 
x f - y ? 

= ‘ 

F | ‘ 
ee 

~ — ——— SS EE Eee 

7 , — , 

P + “4 

A ; soe eee ee 2 ela mal 
yey! F , a ea ‘Ka re os 
a es ug $ eee tees, Fe SER awl gle a 

— i Be ae Beasts 

= } : et 30 i 2» hi ’ ie a as ee sie pale ll 

¥ |  : iba jie da tcaled 

ae , “a 348 ae Lae g eae eas ' eee Bee ieee ak 

a eal ae a es oe ae i Page oc ; 
E 2 2 ae ie n 2 - | . Sees es. e - “ sit By ae | 
; K Ree * y NS "1 ak i tte ee ere ie : 4 4 
ooh . e ts ie eee ri pee Ie r Ee, 2 > S 
” ‘Lai aoe ee 5 ‘ eel ee i . ae ot 7". ‘ ee ae, i 
+ ray ie 7 -_ : af Nae 4 ‘ i j [ “in , aaa’ id eee ‘ * & af. ag pore: Pe . 
By - F , > = Pe 7 be Se ce 
ng - 4 is *. i ‘eer bak 2. As Ia ks "4 <¢ ko 
7 g's ee oy 5 eas 2 5 eee we A: bs fe eT 
» Pi 2a orl a | ee et ee ai 
q - 4 ee F eke Te ae - 4 OE Ee ee a. ee ee aes Te F 
™~ ee ee “ails 4 5 OF} a a ar ieee F - eae 
an . ‘ors a im, Ps E vy on, nih es — : 
a ae i: ro a way 6 eer ; 
‘ si cr ome Ry." mae it 4 eet we te 
cis pe aver a... °s | 
! ; * * 4 7 , — a %: i § & ; bo edu Re aa : 
? a Fate “rush: i ; ‘ , ie ae A ~N ' wa ae “ *) ° 
; d : sid aml »~ & ee a Se i ig amt ‘ 
\ oan . aa ; es Peo "Ney a G . ‘ u ie sis = cae 
: = eS ee Bib ie } ae si ads iz a - = | y ; is 

- OS hie og en yes A ee ee ac A Sng 4 el 

ee WMT oe SMES ae, Te) ay ; a “ie” > Sou ‘ = 

y i stoaeis aa = ees i aga vs ai mae ea ee ee le ad _ ge 4 

2 - as Re ie aie gl, . = (i a e . 

} . 2 ee at ee 1S noe . ‘ . 4 - oe 

: > ee aa | , 
ot RR ae ee Deeg cet ie & F De 2m oe : 
. es 2 y. Ye eee Fee i ee ee ; -— — 2 . P ’ ” 
= a ae pe = ieee | | 
7 We aes ’ on AINMENT & By: f 
ig a et ot Le ete : I 
sas tee ee si ei * een oe : 
a an. E bake Oy ped en a; Ea q 
; ) ae ce Reps 5 ee ati fa a 2 to a 
7 7 4 « | : » ta : es gee Fs rs S ee ee + a . 
s) ‘ , + sa ie i : - ae ; 
2 ie . Ba “7 ’ , ¢ ee ome Mare a ~ ie) a Fs 
4 : PG hae ot AR + hl — pe ge eee a oh ee a en ’ % og 
‘ , Ce gE” neat, eine e = es pO (RE, Sean et p. , é by 
: ete aa 2) * See Vier ee ek +2 *’ ~ nd at == > e fae 
ie ee a ce’ eee ie SS ice ee ay el ° as, Se Ee X = , . z 
a A Ee eS ee ; ie oo RNS J cage 
Mines pa oa oa Li eS bray a Sadie» ed 2 tad mm Z 4 ‘ sale 
7 oe ae oe oy as : m4 “4 = - . 4 . 
iy Po tele : ” cae . eee — ce e 
i in : -“ eS thts ene oe <4 ne i ee tt dn, a 7 a ee be eae " ‘4 : 
ae ag il f; See i ene [ ie eS es ee ee ; ; 
ee — ee oe 4 Aaa 4 ga A — # sie sig a giles ed i 
: ee © a Bee ae aR See ee rr ia K = See ss 5 ag fot 
mn Sage ln liga NE "lS IR my : , ‘ : Se 
os Ee ee nt —>. 22 ne 
; es cee iy ene S35.) x3 he (- a ia 2 Caak a Ee 
|) TA earn a ee ie J pes ps0 ay 
et 3 Oe mae ae ! ee 
a) a OE: a eee ” i ia a: is 
: See \ oS es "mn a 
" sei cna lg oo Ta Greer 17h ag et a 
ae » anne vaya a os anal d 
a Sand si iam Ye re % yee on he =! 
\ ; ‘ , 
a, Ha rvren Anat Chat } 

\ > ee cae fs - 

* ae oe f > eee Fs 6 4 5 A. 

ae ek) ee A aa pala ST ae a E 
pe ee ay pi ehiese . Y j " 

= , i . sea i = ; i - .. 
uy . — 3 j- 4%; 57 Crd feos : si 

’ re ns F ‘ | ; 
2s 7 i 
. } , 1%: isd 

aes : ° | A | se, 
, —_-- ——s a wee a - - - 
mS 3 
3 y; 7 

P P 
f 
po _" 
| wi, a. ; 
, 

4 
ee ‘ a 
a 
er 

, ee | 

| ae ; 

g 

2 

—— WEEL ) 
H 

‘ 

: ae 

'. 

family, | | 

"| 2 

o ; ~~ Bi. 

I te ee yee . eee, Be ea see ee ee at ea ; : ee ee rie aT er ne ee =e 

bn a dad ee an As risen, pee ee cy 4 eS Fee : Sate. bes a Sc aaa a ; : ae “ an eee ‘ nt a: ee - Soya eee Sace io Neg Pp ee a ee gaa Pee ene pee ae Pas goal, 

Me ha ia x a ER ka iy ; eee * ig" al ee aia tires PR A I RF aly ey Fp ee eee hee Se _ “Si aaa 
ge ee EF pe : ‘ hae : ~ : _ ge Se or Se be ee ea Na ok, Dee ee ae ete wi ae rt eb Hy: 4 7a 
oes nit remem 0 See es ae ae Pid ee Say eee eG ee! fehintt Sete ft er *.: off a Near ii , ypeiianmiagmaroas S'S a Fae Ce tg eee ia aa 
sae ee Bes OS Eee ae ee rem er S ../ ree Oe gee 2 eee MT ee 8 ark Nya aan aa BU pice ae mei. ge A gps oes ne gg ree el ne eda es ha ee RE RPE coe ne eg fete eee ta - 4 = eral 

SEI pee ae SR eam cS ed a % Mee x 3 : Seep = Sey °C a a RM REN UR OIR Pree oc NS es Oe LOS Te ace wh <a ee ee pe ek ee et eN aby eeee ——— re 


80 


an unearned profit from philatel-|is really doing. Many feel that over 
ists, or from patriotic individuals | the years they are better off if they 
who are willing to pay an extra|compete on a broader basis than 


‘51 C Better Fit for Generals =: it na-| just price.” 

der t th - t . 
ars a e er l or enera ) tion’. pron - nele ‘oa aenl he the primary ways in 
Than Newer Models, Says Rep. Mahon 


| letters. |which a small retailer might meet 
The stamp, incidentally, is the | price competition, the leaflet men- 
By Stanley E. Cohen 
Washington Editor 


This Week in Washington ... 


first bi-color printed on new Giori | tions specialization, personal sales- 
z presses recently obtained from | manship, prestige, timing, services, 
jobediently up to the House office | Switzerland by the government| expense control and consumer and 
ae age A o~ _Rep.| printing office. Officials think it | community relations. 

WASHINGTON, May 16—The Air |Vre" Harris (U., ATK.), Chairman | wij] produce bi-color and multi-| P ’ 
Force wants to buy 18 new sedans °f the House interstate commerce | color stamps at costs comparable | Packer’ Retailers Get 
for its top ranking commanding of- committee, could talk to them pri- | with those for single-color stamps Assist from Fulltime Packers 
ficers, but Rep. George H. Mahon | vately about his views on subscrip-| on other presses. | Meat packers have gone all-out 

to block approval of legislation re- 


(D., Tex.), chairman of a House | ‘on tv. To H. ] N H ee 
That's Question, Says SBA Stockyards Act which give the De- 


gests it might be more humane to| 4s ready to authorize limited tests | 
Small Business Administration partment of Agriculture exclusive 


let these men continue using their | to determine how the public would 
1951 Buick specials. react to subscription tv. Then Rep. | advises retailers to decide where | responsibility for policing the sales 


Today’s cars, he says, usually |Harris decided seven commission- | they stand on price haggling—and | practices of companies that operate 


have back seats which are not very | €TS couldn’t handle a matter of this then to hold their ground. In a|packinghouses. 


commodious. In keeping with their | kind without some informal assis-| pamphlet designed to help small | 


The existing setup came under 


official positions, these officers 
must somehow get into the back 
seat. So a tall man is likely to find 
himself forced to assume a cramped 
position, he says. 

If Congress votes the funds, the 
Air Force will spend $3,000 each 
for these cars (plus trade-ins), al- 
though at this stage it isn’t sure 
what make to buy. 

Rep. Mahon says it doesn’t real- 
ly matter what make the Air Force 
selects. All the auto manufacturers 
seem to be taking the viewpoint 
that “man is made for the automo- 
bile, and not the automobile for the 
man,” he declares. 

“I am told,” he comments, “that 
women buy most of the cars and 
that the automobile people know 
the cars are uncomfortable and ab- 
surdly configurated. However, they 
think people like the new models, 
and I guess they do.” 


Rep. Harris Puts Kibosh 
on FCC Pay TV Plans 


Members of the Federal Com- 
munications Commission trooped 


| tance. So he dispatched a long, ar- 
|gumentative letter, warning that 
|once tests are under way, FCC may 
|never be able to stop them, even if 
\it decides subscription tv is a bad 
thing. 

Now that the chairman of the 
committee handling radio-tv legis- 
lation in the House has taken this 
emphatic stand, current guessing is 
that subscription tv is back on ice 
again. Next move may be a propos- 
al for elaborate public hearings 
covering complex legal, technical 
and economic issues. 


New July 4 Stamp Is 
4¢ Issue—Just in Case 


Our star-spangled Postmaster 
General Arthur Summerfield will 
| otter a new commemorative post- 
jage stamp July 4, featuring the 
American flag in natural colors, 
with the slogan “Long may it 
wave.” 

| The stamp will be of the 4¢ de- 
|nomination, just in case new rates 
jare in effect by that time. If not, 
Mr. Summerfield stands to make 


lhe: 


If 3-dimension demonst 


lowest cost 


quality 
3-D demonstrator 


ration of your products is 


included in your plans, then, on cost alone, consid- 
eration of Tru-Vue is a must. No other 3-dimension 
product provides such viewing quality, high fidelity 
color, and ease of operation at so low a cost. The very 
appearance and feel of the Tru-Vue 3-D viewer in 

the customer’s hands is a testimonial 


t 


to the excellence of your 
products. Before you act, get 


he Tru-Vue facts. Write, 


wire or phone. $1.80 each in 
1000 lots (minimum order). 


TRU-VUE COMPANY 
BEAVERTON, OREGON 


|retailers meet their pricing prob- fire when it was pointed out that 
Lemme. the agency says many stores in more than 30 years the depart- 
find it hard to refuse to shade their | ment has yet to issue a single com- 
prices when a customer says, “Your|plaint about sales or promotion 
price is out of line.” practices of any of the companies 
But you can’t have both a fixed | it is supposed to regulate. The con- 
and a flexible policy, SBA warns.|troversy took on new urgency this 
“You have to decide before you get spring, when food chains began ar- 
into a bargaining situation whether | guing that they are imrnune from 
or not you will mark down a line|regulation by the Federal Trade 
just on the basis of what a customer |Commission because part of their 
says. Some stores do. Others refuse business is under the Stockyards 
to consider price changes until they | Act. 
check up on what the competition In testimony before the Senate 
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|judiciary committee’s anti-trust 
subcommittee, packers said only 
|the Agriculture Department fully 
| understands their industry. Amer- 
| ican Meat Institute added, how- 
|ever, that it favors any amend- 
|ment that might be needed to pre- 
}vent retail stores escaping FTC 
| jurisdiction by buying into a pack- 


inghouse. + 


FCC Okays 3 Channel Shifts 

The Federal Cummunications 
Commission has approved channel 
shifts which will bring additional 
vhf service to Miami, Charleston, 
S.C., and Duluth-Superior. The 
plans add Channel 6 to Miami, 
giving the city a total of four com- 
mercial vhf, two commercial uhf 
and one educational vhf. Charles- 
ton gets Channel 4 as its third 
commercial vhf and Duluth-Supe- 
rior Channel 10, for its third vhf. 
The area currently has stations 
operating on two vhf and one uhf 
channel. 


Oscar Mayer Names McCardia 

Edward R. McCardia has been 
named Chicago sales promotion 
manager of Oscar Mayer & Co., 
Madison, Wis. With Oscar Mayer 
since February on a special assign- 
ment, he formerly was district 
manager of the advertising division 
of Autopoint Co. 
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J's Local, Award-Winning News 
From South Florida 


THROUGHOUT THE DAY... THROUGHOUT 


THE WEEK WTVJ's AWARD-WINNING 


NEWS PROGRAMS CONSISTENTLY OUT-RATE 
THE COMPETITIVE SHOWS...IN MANY CASES 


BY 4...5 AND 6 TO 1 


a. 


FLORIDA'S FIRST TELEVISIO | 


“ARB March: WTVJ again captures 82.6% of ALL S: 
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New Book Lauds | 
Ad, Sales Role in 
Boosting Standards 


Cuicaco, May 15—‘With few 
exceptions, professional economists 
do not recognize selling as an im-| 
portant economic function. | 

“Neglect and indifference ap-| 
pear to be characteristic attitudes | 
even among those economists who 
take the trouble to criticize selling 
and advertising adversely.” 

So says Harry R. Tosdal, pro- 
fessor emeritus of business admin- 
istration in the Harvard University 
graduate school of business ad 
ministration, in his new book, 
“Selling in Our Economy,” pub- 
lished by Richard D. Irwin Inc., 
Homewood, Ill. ($5). 

The book propounds and docu- 
ments the thesis that there is a/| 
direct causal connection between 
selling effort and the rising U.S. 
standard of living. 


s Dr. Tosdal includes in this book 
an evaluation of contributions and 
costs, weaknesses and strengths, 
abuses and correctives of the “per- 
suasive leadership that influences 
people to buy goods and services.” 
Though he deplores the occasional 
abuses, he insists that these are 


Prefenider po foda perons 
de buew quit! 


“€ rio 


cotorrui—Latin American scenes 
(shown here is the Hotel de las 
Americas de Acapulco) are being 
featured by Inter-American Or- 
ange-Crush Co. in a series of color 
pages in Life en Espanol. H. W. 
Kastor & Sons, Chicago, is the 
agency. 


in the main very minor and that 
built-in corrective forces are at 
work, 

He also studies briefly the al- 
ternatives to selling leadership— 
socialism, communism and _ the 
like—and comes out strongly for 


, our system. 


“And only with the contribution 
of adequate selling leadership,” he 
writes, “can the people in a free 
enterprise economy achieve both 
high material levels of living and 


lan unparalleled opportunity for 


the development of the other 
areas of the good life.” + 


Sigmund Gottlober Named Ad 


Rep for Ballet, Black Watch 

| Sigmund Gottlober, director of 
National Theater & Concert Mag-| 
azines, New York, has been ap-| 
pointed exclusive advertising rep-| 
resentative of souvenir magazines 
for England’s Royal Ballet and/| 
Scotland’s Black Watch, which 
| will tour the U. S. this fall. 

| Her Majesty’s Black Watch, reg- 
imental band of 120 massed pipers, 
highland dancers and musicians, | 
will perform in New York and 56 | 
other cities on their first American | 
tour, Sept. 16-Dec. 1. There will | 
be no house programs distributed 
at these performances; only the| 
|souvenir magazine will be avail-| 
able. The Royal Ballet, formerly | 
known as Sadler’s Wells Ballet, | 
will open a four-week stay at the | 
Metropolitan Opera House Sept. 8, 
followed by a 2l-week tour of 18 
cities, compared with its previous 
tour of only 11 weeks. 


mShows Obtain Top Ratings * 


Viewers 


WTVJ TAKES GREAT PRIDE IN THE 


NATIONAL RECOGNITION RECEIVED BY ITS 
22 MAN NEWS DEPARTMENT... AN INDICATION 


THAT THE STATION IS SERVING ITS 


COMMUNITY IN THE PUBLIC INTEREST 


Represented Nationally by 
Peters, Griffin, Woodward, Inc. 
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RTNDA “Gold Trophy 
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RTNDA “Gold Trophy 
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News Operation in the No- 
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ABC Radio Adds Business |magazine campaign, conti fe uing 
i 5 . MacManus, 
ABC Radio, New York, has wel-| through the summer. NV 
comed two new advertisers—Ball |John & — Bloomfield Hills, 
Bros. Co., Muncie, Ind., and d-Con | Mich., is the agency. 


Co., Chicago, a division of Sterling Silverman Joins Mittleman 


Drug. Ball will sponsor four i 
“ ” Harold Silverman, formerly na- 
Breakfast Club’ segments & ween, tional chain store sales manager 


starting May 21, through Applegate sa ‘ 
Advertising Agency. The d-Con Co, | of Exquisite Form Brassiere Inc., 
will run two “My True Story” will join John Mittleman & Sons, 
segments a week, beginning May | New York, manufacturer of Youth- 
14 for its insecticides, through | ©™* loungewear and sleepwear, 
June 1 as vp in charge of sales, 


Thompson-Koch. | advertising and promotion. 


| 


Noxzema Starts Drive \KEY-TV Names Bell Manager 

Noxzema Chemical Co. has| Richard Bell has been named 
launched a radio and newspaper |manager of KEY-TV, Santa Bar- 
campaign in New York and New | bara, Cal. He was previously man- 
England for its shaving products. ager of KPIX, and KSFO, San 
It will be followed by a national | Francisco. 


There’s Only One! 


Of course, we know there is more than one radio 
station in the West... but the truth is, there’s only 
ONE that covers the West...best! And you 
need only one to reach—and sell—the entire 
Western Market! 


COVERAGE ~— only one, KOA-Radio, covers the big Western 
Market like the big Western sky...reaching 3% million 
Westerners in 302 counties of 12 states! 


POWER — only one, KOA-Radio, has the big, 50,000-watt “voice 
of the West” that Westerners have relied on for over 32 years! 


ACCEPTANCE — only one, KOA-Radio, by “personalizing” its 
programming to suit Western tastes...along with a fine lineup 
of NBC progams, has established and maintained audience 
leadership throughout the West. 


VALUE — only one, KOA-Radio, is the buy that best delivers 
more for each advertising dollar spent, day and night, seven 
days a week. 


BONUS — only one, KOA-Radio, reaches and delivers the huge 
summer audience of 12 million tourists who vacation an 
average of 8.8 days in the Rocky Mountain Empire and spend 
more than 650 million dollars! Wherever tourists go in the West, 
they drive all day with KOA! 


PLUS — only one, KOA-Radio, has the magnetism that results 
in measurable sales! Thousands of satisfied customers agree 
that if it’s told on KOA...it’s sold by KOA! 


Call KOA Radio Sales or 
NBC SPOT SALES 


50, 


One of America’s great radio stations. 
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Independent Radio leadership trends in the top 25 


markets: 


Winning Outin Top | No.of Network No. of 
Affiliates Independents 
25 Markets: Study 


| 1952 1956 1952 1956 
New York, May 14—Adam) Station Rank in 
Young Inc., radio station repre- | Morket 


sentative, last week released the | First 26 15 0 13 
first in a series of studies designed Second 23 15 5 W 
to acquaint advertisers and agen- | Third 20 21 2 7 


cies with the “new look” in radio. | 

‘ da és The study, which is based on} s# Ina press conference held to re- 
thousand e more you’ prefer | Py ¥ - Pulse share of audience data for | lease the study, Mr. Young said it 
ne Oe << es November, 1952, versus November, was not intended as an anti- 
connie | 1956, shows a “continuing audience | network presentation. But this did 


WAVE R d + swing to independently operated | not keep him from spending a good 
a 10 radio stations” in the top 25 U.S.| deal of the time at the conference 
WAVE-TV 

co aa a 


markets. | laying the networks. 

Mr. Young said his company is He dismissed CBS Radio’s $5,- 
bringing this information to the | 500,000 sale to Ford Motor Co. as 
attention of buyers because some|a “giveaway.” He charged all the 
agencies buy time more on the| networks with having dropped 
basis of old prejudices than on the| their rates to a “ridiculous low,” 
basis of up-to-date facts and| adding that the rates at which they 
figures. are presently selling could poten- 

This is what the Pulse compari-| tially depress the entire industry. 
| son showed on audience popularity Mr. Young said NBC sells time 
on some of its affiliates for 25% 
to 30% of what those same affili- 
ates sell themselves for. He said 
CBS Radio has priced five-minute 
segments on some of its stations 
at less than those same affiliates 
|get for a minute spot they sell to 
|mational advertisers. + 


Royal McBee Names Ackland 
_Ad Director; Appoints 3 Others 
| Royal McBee Corp. has ap- 
|pointed” Gordon Ackland to the 
new post of director of advertising 
for all products. He formerly was 
advertising man- 
| ager for type- 
writer products. 
Xavier N. Ben- 
ziger, previously 
assistant manag- 
er of typewriter 
products, suc- 
ceeds Mr. Ack- 
land. 
The company 
also has named 
Gordon Ackland John G. Vogeler, 
formerly with 
| Remington Rand, advertising man- 
lager for data processing equip- 
ment, succeeding J. E. Belsho, who 
|was named assistant director of 
e | public relations. Mr. Ackland and 
| | Mr. Belsho will make their head- 
CO] } \b11 ied |quarters in Port Chester, N. Y.; 
e |Mr. Benziger and Mr. Vogeler in 
ben York. 
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Milwaukee 


In 1955, the communities served by the 8 Southam Newspapers | 
rang up over 2 BILLION, 248 MILLION dollars in retail sales! | 
That’s a sales figure greater than that recorded in 1955 
in Metropolitan Pittsburgh and Milwaukee combined! 


If you would like your share of this 2 billion, 248 million dollar 
retail market in Canada—you need all 8 Southam Newspapers. 
In the rich market they serve, the 8 Southam Newspapers 

pack a selling power unequalled by any other single 

advertising medium. 


More than 1,550,000 people are reached and influenced 
every day by the 8 Southam Newspapers. 


ah ‘GEE! I'm going to 


try that candy!” 


THE SOUTHAM NEWSPAPERS or a 


because 
WGN.TV programming keeps 
folks wide-awake, interested — 


YOU GET ACTION WHEN YOU ADVERTISE IN 


OTTAWA + HAMILTON + NORTH BAY + WINNIPEG | unitep STATES REPRESENTATIVE and watching. For proof, let our 

Citizen Spectator Nugget Tribune Cresmer & Woodward Inc. (Can. Div.) specialists fill you in on some sur- 

, . P New York, Detroit, Chicago, prising WGN-TV case histories 

— MEDICINE HAT - EDMONTON VANCOUVER San Francisco, Los Angeles, Atlanta and discuss your sales problems. 
erald News Journal Province 


Put “GEE!” in your Chicago sales 


““ WGN-TV 
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Coming 
Conventions 


*Indicates first listing in this column. 

May 20-21. Chicago Tribune’s 8th annual 
Forum on Distribution and Advertising, 
audience studio, Station WGN, Tribune 
Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 29-30. North Carolina Assn. of 
Broadcasters, spring convention, Grove 
Park Inn, Asheville. 

June 5-7. National Sales Executives, 
22nd annual international distribution 
congress, Biltmore Hotel, Los Angeles 

June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-18. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Chatham Bars Inn. Chatham on 
Cape Cod, Mass 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich, 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, De- 
troit 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal 

June 21 Illinois Daily Newspaper 
Markets, annual meeting, Pere Marquette 
Hotel, Peoria. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

June 28-30. Northwest Daily Press Assn., 
summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn. 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago 

Aug. 28-31. Affilisted Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. Internetional, Sheraton Park Hotel, 
Washington, D. C. 

Sept 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C 

*Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represen- 
tatives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston 

Oct. 28-31. Netional Industrial Packsae- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 


Haggartv Acquires KPTV from 
Storer, Will Merge with KLOR 

George Haggarty, Detroit at- 
torney and financier, has acquired 
two Portland, Ore., television sta- 
tions—KPTV from Storer Broad- 
casting and KLOR from Oregon 
Television Inc.—and will combine 
them as KPTV on Channel 12. Mr. 
Haggarty, who also owns gas and 
oil properties in Texas and Louis- 
iana, is reported to have purchased 
KPTV for $1,183,000 and KLOR 
for $1,794,000. Offices of the con- 
solidated company will be in the 
KPTV quarters, 735 S.W. 20th Pl. 

KPTV went on the air Sept. 20, 
1952, as the first commercial uhf 
station in the country. Storer last 
year was unsuccessful in an at- 
tempt to shift the station to a vhf 
channel. KLOR broadcast its first 
commercial program on Channel 
12 March 8, 1955. Mr. Haggarty 
wiil move KPTV to the vhf chan- 
nel and operate it as “Portland’s 
first tv station, KPTV.” Frank Ri- 
ordan, manager of KPTV, will 
continue as manager of the com- 
bined station as a vp and secretary 
of the new organization. 


Good Humor Corp. Brings Out 


New Fruit Flavored Drink St oe 


Good Humor Corp., Brooklyn | § 
ice cream manufacturer, will in- 
troduce a fruit flavored soft drink 
this spring. The product, which 
will be sold in retail stores, is now 
being test-marketed in Warren, O. 

The soft drink will be introduced | “4 
regionally by offering the flavor 
base to local bottlers. Flavors in- | 
clude orange, grape, black cherry, | 
root beer and ginger ale. Cunning- 
ham & Walsh has been named to 
handle advertising on the new soft 
drink (AA, Dec. 31, 56). MacMan- | 
us, John & Adams handles the ma- 
jor portion of Good Humor. 


| 
| 
BBDO Elects Three VPs | 


Batten, Barton, Durstine & Os- 
born, New York, has named three 
vps. They are Ben Gedalecia, in 
charge of research; Ralph H. Ma- | 
jor Jr., in charge of public rela-| 
tions, and Henry J. Payne, an art | 
director. 


WBZ has Boston’s ear—the most! 


WBZ total station audience 48% 


greater than second Boston station 
(February, 1957 NIELSEN STUDY) 


Why not sell your product where the ST N 
“mostest” people hear about it? Where’s WBZ e B0 0 
that? Where else, but WBZ . . . your Anita 
direct line to Boston’s ear? More peo- (Plus WBZA « Springfield) 
ple tune to WBZ, and to the station w) © 
you get as a bonus, WBZA, Springfield.  ) : 
Anyone for sales? 
In Boston ... and all New England 
. no selling campaign is complete 
without the WBC stations. 


Westinghouse Broadcasting 
Company, Inc. 


Represented by Peters, Griffin, Woodward, Inc. 


BERT DAVIDSON is on insurance 
executive who works in downtown 
Los Angeles. But Mr. Davidson and 
his family live ot 2018 Kenneth Rood 
in Burbonk — one of the many com- 
munities in the Greater Los Angeles 
“Hometown” Market served by the 
COPLEY “Hometown” Newspapers. 


Bert Davidson and his family — subscribers to the Burbank Daily-Review — 
are among the millions in Greater Los Angeles who are sold best in their own 
homes . . . who respond fastest to the sales appeal that reaches them where they 
live. And 25% of the people in Greater Los Angeles live in areas covered by 


COPLEY Newspapers. For more sales per advertising dollar, buy these COPLEY 
“Hometown” Newspapers — 


ALHAMBRA POST-ADVOCATE MONROVIA DAILY NEWS-POST 
BURBANK DAILY-REVIEW REDONDO BEACH — DAILY BREEZE 
CULVER CITY EVENING STAR-NEWS SAN PEDRO NEWS-PILOT 
GLENDALE NEWS-PRESS VENICE EVENING VANGUARD 


« 
“The Ring CG of Truth” 


COPLEY newspapers 


15 “Hometown” Newspapers covering Greater Los Angeles — Springfield, Illinois — 
Northern Illinois — and San Diego, California . . . All the local news plus the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Whether your product is climbing in consumer popularity, experiencing 
strong competition, or perched at the top of the sales leaders in the field, 
a heavier advertising effort is necessary in the 3 concentrated city and 
suburban areas of New York, Chicago and Philadelphia—which account 
for 18% of all U. S. Retail Sales. Competition for consumers’ attention 
and share of spendable income is an important factor in causing family 
coverage of General Magazines, Syndicated Sunday Supplements, Radio 
and TV to thin out in these huge metropolitan areas. There is no substitute 
for FIRST 3 MARKETS’ solid 62% COVERAGE of all families in these 


The group with the Sunday Punch 


SNARKETS ECR OND) 


Rotogravure « Colorgravure 


wee rea cga? 


PHILADELPHIA 


3 far-above-average markets. 


In addition, the finest Rotogravure and Colorgravure reproduction in 
the FIRST sections of the FIRST Newspapers of the FIRST 3 Cities of 
the United States assures you maximum package and product EYE- 
dentification. 


To make your advertising sell more where more is sold... 
it’s FIRST 3 FIRST! 


Circulation in excess of 6,000,000. 


New York Sunday News Coloroto Magazine 
7 Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N.Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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dvertising Age 


Feature Section 


Co-op Advertising: Part One 


C. M. Discusses Dog Dinners 


Crain Cites a Sales Training Method 


Pictures Can Be Sellers: Woolf 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


| Shedding Light on a Hush-Hush Subject... 


THE NATIONAL NEWSPAPER OF MARKETING 


Co-op Advertising: How It Works, Its Advantages 
and Disadvantages Analyzed in 3-Part Series 


As nearly as anyone can tell, co-op advertising accounts for something like 
$2 billion a year. Yet—for legal and other reasons—there is little discus- 
sion of it in the kind of realistic terms which are meaningful to advertising 
and marketing men. Here Advertising Age presents the first of a series of three 
thoughtful articles on co-op—what it is, how it works, its advantages and 
abuses—in which the facts are presented without mincing words. The author 
has been intimately connected with co-op advertising, both on the giving and 
receiving ends—for almost two decades. Currently in the agency business, he 
has held important advertising posts with Decca Records, Bulova Watch and 
Emerson Radio & Phonograph Corp., where he was vp in charge of marketing, 
as well as in the department store field. 

In this first article, the author tells what co-op is and how it works, and the 
legal and other difficulties surrounding its operation. In the succeeding articles 
he will analyze its advantages and disadvantages and suggest practical 
courses of procedure to enhance the first and minimize the latter. Every mar- 
keting man, whether he uses co-op advertising or not, will find this series un- 
usually informative and stimulating. While Mr. Krugman favors the use of 
co-op advertising. every effort is made in this series to present as unbiased a 


picture as possible. 


By Lester Krugman 
Executive VP, The Getschal Co., 
New York. 


In recent weeks, the business pages 
and the advertising trade press have car- 
ried a number of stories about the new 
General Motors cooperative advertising 
program. As a result, it has been the sub- 
ject of many discussions among advertis- 
ing executives. 

The most significant fact that emerges 
from these discussions seems to be that 
most advertising executives know little, 
if anything, about cooperative advertising 
—one of the most powerful weapons in 
the marketing man’s arsenal. 

How does it happen that there is so 
little knowledge about such an important 
advertising and marketing tool, and so 
much ignorance about co-op advertising 

. and what it can and cannot do? 


s The answer seems to be that co-op 
advertising—like cancer or termites—is 
something one never discusses. We live 
with it, but we never talk about it. 

Down through the years, the advertis- 
ing world—through its many trade assoc- 
iations—has conducted conventions, meet- 
ings, and forums on every conceivable 
subject of interest to advertising execu- 
tives. The subjects include television, ra- 
dio, magazines, newspapers, outdoor, di- 
rect mail, displays, sales promotion, 
research, management, budgets, personnel 
recruitment, training, etc. 

But cooperative advertising? Well, yes, 
occasionally, but almost always superfi- 
cially and with what might be called 
“extreme delicacy.” 


s Why? Isn’t it important enough? Isn’t 


enough money spent in co-op advertising 
to make it an important factor in the ad- 
vertising picture? 


Total advertising in this country is es- 
timated at $10 billion per year. Co-op ad- 
vertising is practically impossible to 
measure accurately, but in a recent arti- 
cle a broadcasting publication estimated 
current co-op expenditures at $1,800,000,- 
000 a year. And an informal survey of a 
dozen advertising executives places the 
figare in excess of $2 billion dollars—or 
about 20% of the total expenditure! 

With such a large portion of total ad- 
vertising expenditures involved in co-op 
advertising, why all the mystery? 


Legal Problems Abound 

The answer seems to be the reluctance 
of everyone concerned—agencies, adver- 
tisers, distributors, and dealers—to speak 
openly on the subject, lest the long arm of 
the law reach out and snatch them. And 
their reluctance is reasonable, although 
unfortunate. 

All cooperative advertising is subject to 
the Robinson-Patman Act, and enforced 
by the Federal Trade Commission. The 
essence of the regulations is that all re- 
cipients be given an equal opportunity to 
share in co-op funds. 


® That sounds plausible, but in actual 
practice it creates chaos. An advertiser in 
a given industry decides to live within the 
letter of the law and administers his 
program of co-op advertising rigidly. He 
resists the demands of his more impor- 
tant dealers, maintaining that it would be 
illegal to do otherwise. 

To his dismay, he learns that his com- 


petitors are making special deals, giving 
disproportionate allowances to important 
accounts. After losing numerous accounts 
and a lot of his sales volume, he decides 
to swim with the tide, making special 
deals in order to maintain a competitive 
position. 

Suddenly—a subpoena. He’s cited by 
FTC for violating the Robinson-Patman 
Act by giving disproportionate co-op al- 
lowances. He can agree to cease and de- 
sist; or he can take to the courts to do 
battle. 

Recently an advertiser chose the latter 
course. The defense he used was that all 
his competitors were doing the same 
thing, and he proved it beyond any doubt. 
The court ruled that he was guilty of 
violating the law, regardless of what his 
competitors did. 

Obviously, the legal regulations should 
be reviewed and revised. And the FTC 
should do a more uniform job of policing 
the law. But until the former is done, the 
latter cannot be accomplished. 


s In the face of such difficulties, the 
advertising executive cannot pull the os- 
trich act—he must face facts and learn 
all he can about co-op advertising, in 
order to give better counse] to his clients 
or his company. 

Advertisers generally are fully con- 
scious of the important role co-op adver- 
tising plays in the total marketing picture. 
Most of them condemn advertising agen- 
cies for recommending against co-op pro- 
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grams because they do not comprise com- 
missionable expenditures. Such corkiem- 
nation is deserved, if advertising agencies 
do in fact recommend against co-op ad- 
vertising; but not all agencies do so. The 
well-informed agencies realize that in 
many industries sales volume would 
shrink if co-op were curbed or eliminated 
and the national budget would shrink 
with it. 


Changing Role for Co-op 

The relationship between co-op adver- 
tising and sales has become increasingly 
important through the years. It seems 
clear that cooperative advertising was 
originally designed to help the advertiser 
buy more space or time for fewer dollars 
because (a) the dealer could frequently 
get better rates than the manufacturer, 
and (b) he paid part of the advertising 
cost. The advertising manager was given 
the responsibility for administering the 
program, and advertising was the: basic 
consideration. 

As time went on, various dealers put 
increasing pressure on the advertising 
manager for special deals. Beset by what 
he considered unreasonable demands, but 
naturally unwilling to be held responsible 
for losing some important accounts, the 
advertising manager consulted with the 
sales manager. The result has beem that 
sales managers have been making more 
and more of the decisions on allocation of 
co-op funds. Co-op allowances have start- 
ed to become accepted as sales allowances. 


WHO USES CO-OP?—Insistence by the manufacturer on use of his brand name has led 
more and more industries into cooperative advertising programs, as these ads show. 


When one important manufacturer starts it, competitors féel pressed to follow. 
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As a result, some companies have gone 
so far as to have the co-op program ad- 
ministered by the sales manager; the 
budget is part of the sales budget, rather 
than the advertising budget. 


= The most unfortunate aspect of the co- 
op advertising picture is that retailers, 
faced with shrinking profits, have turned 
to co-op funds as a new source of reve- 
nue. They are bleeding manufacturers 
mercilessly. The methods they have de- 
veloped, many of which are truly ingen- 
ious, would stagger the imagination of 
most advertising executives. We shall 
discuss some of them a little later in this 
series. For the moment, suffice it to say 
that the advertiser who hoped to get more 
value for his advertising dollar is fre- 
quently getting less, as a result of retailer 
connivance. It is no secret that some re- 
tailers make more money on co-op expen- 
ditures than they do on the merchandise 
they sell. 

Certainly co-op advertising is a head- 
ache. 

Certainly it is complex, and requires a 
great deal of knowledge to be understood 
properly. 

But it is BIG in the total advertising 
picture—and any advertising executive 
worth his salt must understand it better 
and know its ramifications—its advantag- 
es and its pitfalls—if he wants to have a 
fully rounded knowledge of advertising 
and marketing problems. 


s It is in the hope of providing adver- 
tising agency executives, media personnel, 
national advertisers, distributors and re- 
tailers alike with a reasonably compre- 
hensive view of the whole cooperative ad- 
vertising problem, to the end that all may 
understand it better and help to eliminate 
the abuses which degrade this useful and 
important marketing and promotional 
tool, that this series has been written. 

It is probably just as well to confess 
here, before we delve further into the 
subject, that the author is prejudiced in 
favor of cooperative advertising, and con- 
siders it one of the most potent tools in 
the merchandising kit. But this discussion 
of the subject is not designed to press 
any particular viewpoint with regard to 
co-op on anyone; rather, it is our desire 
to present information on how co-op 
works, what it involves, the abuses that 
exist, its advantages and disadvantages. 

If we do a reasonably decent job in 
that area, the reader should be better 
able to decide for himself whether co-op 
makes sense for his company or his 
clients, and what safeguards he might be 
wise to throw around a co-op program to 
help insure its successful operation. 


The Arm of 
the Uncertain Law 


Most people concerned with co-op ad- 
vertising admit that legal regulations are 
necessary for the effective administration 
of business practices. They recognize the 
fact that laws governing co-op advertising 
have been established for the benefit of 
all concerned. 

What they object to—strenuously—is 
that the regulations are far from clear, 
the interpretations vary all over the lot, 
and the enforcement is so spotty, they 
don’t know which path to follow. 

To understand all the legal ramifica- 
tions, one has to be more than a lawyer. 
Proof of this is the fact that two lawyers 
will frequently give you different answers 
on a given problem, and most will admit 
candidly that interpretation of the exist- 
ing laws leaves much to be desired. 


@ If an advertising executive wants to 
learn all about the legal ramifications, he 
has to start with the Sherman Act, which 
concerns monopolies and restraint of 
trade; follow up with the Clayton Act, 
which relates to price discrimination; the 
Robinson-Patman Act, which deals with 
the need to offer all competitive induce- 
ments on proportionately equal terms; 
and end up with the Federa) Trade Com- 
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How the Handling of Cooperative Advertising Funds 
Can Have an Important Effect on Price Structures 


Few people understand the important 
effect on the price structure which re- 
sults from various ways of handling 
cooperative advertising charges. This 
situation was mentioned in connection 
with the General Motors change-over 
on co-op, but is still not clear to many. 

The actual cost of co-op advertising is 
a factor which must be included in the 
manufacturer’s pricing, just as in the 
case of national advertising. The basic 
difference, however, is the fact that the 
very method of administering co-op 
funds has a more direct effect on con- 
sumer prices. That is exactly what 
caused the confusion in the stories about 
the change in General Motors’ method 
of administering co-op funds. 

Let’s follow through a typical case: A 
manufacturer has a product which he 
sells to a distributor for $50. With it, the 
manufacturer contributes $2 per unit to 
a co-op fund. The distributor contrib- 
utes a like amount. This $4 total is 
utilized by the distributor for advertis- 
ing purposes, in accordance with policy. 


The distributor has paid $50 for the 
product. He requires a gross selling 
profit of 20% on his selling price. So 
he sells it to the dealer for $62. The 
dealer in turn requires a margin of 38%, 
so he sells it to the consumer for $100. 
The contribution of the distributor and 
dealer to the co-op advertising is con- 
sidered part of their cost of doing busi- 
ness. 


a Now let’s change the method of ad- 
ministering the fund. The manufacturer 
announces that the distributor will no 
longer contribute to the fund; that he, 
the manufacturer, will now contribute 
the entire amount to the fund, and that 
it will be included in the price. 

So the price of the product to the dis- 
tributor becomes $52, the original $50 
plus the $2 distributor contribution as 
it existed under the old plan. With $52 
as his cost now, the distributor who 
needs 20% on his selling price has to 
sell it to the dealer for $65, and the deal- 
er, who needs 38%, sells it to the con- 


sumer for $105. The consumer pays $5 
more than under the old plan. 


® But, that’s not all. In industries where 
excise taxes play a role, the increase 
is even greater. Let’s assume there 
is a 10% excise tax on the product. 
Originally the consumer paid $100, plus 
$10 excise tax, for a total of $110 for 
the product. When the co-op allowance 
is included in the pricing structure, the 
consumer pays $105, plus a tax of $10.50, 
for a total of $115.50 for the product. 
The change in administering the co-op 
fund has cost the consumer a total of 
$5.50 more than under the old plan. 

This brief example demonstrates why 
the idea of including co-op allowances 
in price structures should be studied 
with utmost care before being adopted. 
Anything included in a price must in- 
crease with the profit margins on every 
level of distribution. A small amount 
included by the manufacturer multiplies 
several times before it reaches the ulti- 
mate user of the product. + 


mission Act, which condemns unfair 
methods of competition. Having assimilat- 
ed all this information, he should then 
study all the court decisions and FTC 
proclamations issued down through the 
years, with more coming down the pike 
at irregular intervals. 

After he has digested all of this, he 
usually ends up with the realization that 
much of the problem centers around the 
phrase “on proportionately equal terms.” 
This innocent-sounding phrase virtually 
defies consistent interpretations. Used in 
one set of circumstances, it is relatively 
easy to interpret. Applied in a second sit- 
uation, it is virtually impossible if it is 
to be consistent with the first decision. 
There are examples galore to illustrate 
this problem. 


s One simple example would be the man- 
ufacturer who agrees to permit his deal- 
ers to advertise his product in newspa- 
pers, the manufacturer and dealer each 
paying 50% of the cost. In this case a 
department store may decide to engage 
in this form of advertising, but a small 
neighborhood dealer cannot because it is 
too costly, and includes too much waste 
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coverage for his location. 

The manufacturer has complied with 
the law by making this offer available 
to all his dealers, but one interpretation 
could find fault with him because he did 
not provide the small dealer with a “real- 
istic” offer: he wanted to favor the larger 
account, and excluded direct mail and 
neighborhood shopping papers because he 
wanted to avoid spending money with the 
smaller dealer. 

Extend this example to the use of ex- 
pensive media, such as television; the fur- 
nishing of point of sale material; the 
availability of promotional services, and 
many others. When are you exposed to 
citation for failing to issue co-op funds 
“on proportionately equal terms?” 

Another unclear phase of the legal reg- 
ulations relates to the need for the man- 
ufacturer to “affirmatively advise all 
eligible dealers of the availability of co- 
operative advertising funds.” When one 
initiates a co-op program, he sends no- 
tice to all his dealers, perhaps 25,000 in 
all. But current competitive practices call 
for frequent revisions of co-op policies, 
formulas, financial participations, etc. 
Does this require a mailing each and 
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WHO PAYS FOR WHAT?—Double-truck newspaper ad by Chicago supermarket chain pro- 

vides a typical example of the importance of the cooperative ad allowance in the 

supermarket field. Co-op ad funds undoubtedly paid for the numerous branded prod- 
ucts promoted here. 


every time to the 25,000 dealers? 

These are just a few of the areas of 
confusion. There are many others. Re- 
cently, in an effort to reduce the pres- 
sures being placed on manufacturers for 
special allowances by their larger retail- 
ers, FTC put the retailers on notice that 
when they ask for or receive a dispropor- 
tionate allowance, they are equally guilty 
of violating the FTC Act. This should be 
helpful, but in actual practice it probably 
will result in very little reduction of pres- 
sure by the retailer. He will not be too 
concerned with the possibility of a cease 
and desist order. 

Much can be written on the complexi- 
ties of the laws involved. There is no at- 
tempt being made in this article to review 
all the laws, their problems, the conflict- 
ing interpretations, and the best solutions 
for operating purposes. The few factors 
outlined above are designed simply to 
highlight the problem. There is no ques- 
tion that the situation would be much 
worse without the existing regulations. 
But there is also no question that all the 
existing regulations should be reviewed 
and revised to make them more practical. 


Elements of a Guessing Game 

The result of all this confusion is that 
each advertiser makes his own decisions 
as he goes along. And these decisions 
must of necessity be based in some meas- 
ure on the methods used by the FTC to 
police the existing laws. There seems to 
be no uniform pattern. In a given indus- 
try, manufacturer A continues to give 
disproportionate allowances. He knows 
that manufacturers B and C are doing the 
same thing. Suddenly, manufacturer B is 
cited by the FTC. Why? Perhaps there 
has been a complaint filed against man- 
ufacturer B. But the other two manufac- 
turers continue with their activities. 

This type of irregular policing has two 
effects. One is that it encourages many 
manufacturers to maintain their current 
programs, legal or not, because they fig- 
ure they stand a good chance of not being 
cited. The other is that all the manufac- 
turers in that field suffer from a given 
amount of fear. They never know when 
they in turn will get a knock on the door, 
accompanied by a citation. 


# But the policing by FTC cannot be- 
come uniform until the regulations are 
changed. As they exist now, it would 
take more than a Solomon to decide on 
the guilty parties, since almost everyone 
in business probably violates some dis- 
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—a major contribution in the public interest 


—made by 
THE BRIDGEPORT POST-TELEGRAM 


The POST-TELEGRAM carried bulletin —_ of Bridgeport. 


\ 
NEWSPAPER HELPS CITY IN RACE AGAINST ATOM DEATH 
' 
On a harsh winter night a few months after bulletin, and their reporter stayed ; ; 
ago, a reporter from The Bridgeport on the job hour after hour with the police Ba 
POST-TELEGRAM stopped at police head- during their night-long vigil, reporting to 
quarters for a routine check. Instead of his managing editor every phase of the 
the usual police blotter items, he found dramatic search. 
that a real crisis had developed... some is . | 
highly dangerous radioactive material had ie =e movies ba aiprens the _ | : 
mysteriously disappeared from an electric morning in a private automobile. In spite a 
power plant. of almost certain exposure to deadly radi- 
P ation, no physical injury was discovered. tg 
| On request by police, the POST-TELE- ) bag 
x GRAM reporter took charge of the effort Police expressed er atitude to the FUST- at 
| | | to inform and warn the public of the TELEGRAM for their great assistance in 
| serious danger of exposure to the atomic bringing a happy solution to a dangerous 
| | | substance. problem which might otherwise have seri- 
| | ously affected the well-being of the people 
| 
| | 


NO WONDER the people BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


it is important for advertisers to remember — People welcome advertising in newspapers 
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criminatory phases of the law, whether 
he has a co-op program or not. A small 
firm may sell to a thousand dealers, but if 
he distributes counter cards to his one 
hundred important accounts, is he not 
guilty of discriminatory practices? When 
a large firm prepares television commer- 
cials on film for use by their retail ac- 
counts for local advertising, are they not 
discriminating against the smaller retail- 
ers in the same area? True, the films 
have been made available to all, but 
since the smaller retailer cannot afford 
television and the manufacturer does not 
give him substitute materials, is the large 
firm guilty of discriminatory practices? 


Retailers Are Not Equal 

The essence of the problem seems to 
be the fact that the regulations are based 
on the premise that all retailers are equal, 
when in fact they simply cannot be 
placed in one group. It is virtually im- 
possible to use a single yardstick for all 
retailers, when they range from stores 
doing an annual volume of $20,000, to 
stores with a volume of $200 million. 

Note that when manufacturers conduct 
window display contests, they establish 
several divisions, based on volume. They 
know from experience that the small 
dealer cannot compete equitably with the 
well-staffed department stores in the de- 
velopment of attractive windows. They 
recognize the practical aspect of the prob- 
lem, and establish separate divisions for 
competitive purposes, so that small deal- 
ers compete with other small dealers and 
the bigger ones compete with others in 
their same class. 

Many of the inequities and conflicting 
interpretations would be eliminated if the 
regulations were based on several “class- 
es” of retailers, instead of lumping them 
all together. 


The Magnitude of 


Cooperative Advertising 


With ail the compilations that have 
been done, and all the measuring devices 
developed, cooperative advertising has 
never been measured. It virtually defies 
any simple approach. 

If you were to attempt such a compila- 
tion, what would you include? Manufac- 
turers’ expenditures? Distributors’ expen- 
ditures? Retailers’ expenditures? Yes, 
all of these, provided you could get them. 
We have already covered the reluctance 
of each to discuss co-op advertising; they 
aren’t likely to reveal their true expen- 
ditures. 

But that is only part of the problem. 
What other factors fall into the category 
of co-op advertising? When a group of 
dealers in a given region pool their dol- 
lars to advertise collectively—is this 
co-op? When a manufacturer has no pro- 
gram of co-op advertising, but prepares 
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GOOD AND BAD—In the two poorly laid-out 

co-op ads at left, GE and Fedder got the 

worst of it, adman Lester Krugman ob- 

serves. But in good co-op ad, Hotpoint 

gets strong brand identification, good use 

of factory-supplied photos, adequate sell- 
ing copy. 
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INFO FOR DEALERS—This is the first page of 

a 14-page list of co-op deals and offers 

by manufacturers which National Assn. 

of Retail Grocers distributes to its mem- 

bers, so they will be sure to get their 
share. 


films, recordings, displays, direct mail 
pieces for distribution to his retailers—is 
this co-op? What about payments for 
window display space, shelf display, and 
unmeasured media like Christmas cata- 
logs—is this co-op, since the manufactur- 
er makes a payment to the retailer for 
some form of advertising? 

The problem is far from simple. But 
best estimates indicate that cooperative 
advertising expenditures are in the neigh- 
borhood of $2 billion. This represents 
about 20% of total advertising expendi- 
tures—and it continues to climb. 


s A report issued by the Assn. of 
National Advertisers says that the num- 
ber of companies using co-op advertising 
had increased from 15% in 1950, to 18% 
in 1954, of the companies surveyed. But 
even a casual reading of trade publica- 
tions leaves figures behind, and shows 
industry after industry venturing into the 
sea of co-op advertising. The most recent 
is the wholesale entry by the entire rug 
and carpet industry, in an effort to hypo 
sales. 

The dollar amounts involved become 
formidable when one learns that in in- 
dustries like the tire industry, fully 40% 
of the total advertising budget is used for 
co-op. In shoes, it’s 32%. In major ap- 
pliances, it’s 32%. In small appliances, 
it’s 30%. These are the amounts spent 
by the manufacturers. To this must be 
added the contributions made by distri- 
butors and retailers. 

The ANA study goes on to report that 
the 185 companies in 24 product groups 
using co-op spent 15% of their total ad- 
vertising budgets for co-op in 1950, and 
by 1954 the figure was 20%. With total 
budgets continuing to climb, the co-op 
expenditures represent more dollars, as 
well as a greater share of the total dol- 
lars. All of this in addition to the “new” 
co-op dollars, as more industries initiate 
cooperative programs. 

No one today can deny the importance 
of co-op in the marketing picture, if for 
no other reason than its magnitude. 


Basic M echanics of 
Cooperative Advertising 


Earlier in this article, we said that the 
General Motors change in its practice of 
cooperative advertising sparked many 
discussions and stories on the subject. 
Co-op became the subject of the day. Un- 
fortunately, a lack of understanding of 
the workings of co-op became apparent, 
not only in conversations, but in much of 
the printed reporting and comment also. 

The fact is that a co-op program in the 
automotive field is extraordinarily simple, 
compared to the complexities of other in- 
dustries. It also differs in that there is 
little opportunity to abuse co-op funds. 
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The Creative Man‘s Corner... 


Puppies dig in’ when dinner is Friskies 
- the paianced diet meat-loving dogs /ove! 


meat in it? 


Eager Eaters 


From most dog food advertising, one would get the impression that the 
mutts of the country won’t eat practically anything put before them, that 
they are finicky eaters practically on the verge of malnutrition. 

We'd like to come upon one advertised dog food that dogs don’t prefer above 
all others—or that doesn’t provide twice the nutrition at half the price or fill 
up the beast with more nutrients than even human beings get. After reading 
half a dozen ads for dog foods, one feels inclined to move out into the dog 
house and let the dog sit at the family dinner table. 

Whether the food advertised is of the sawdust variety or is made from 
ground-up nags, it is sold as if it were the equal of prime beef. New Purina 
Dog Chow, for example, says it’s “a full course dog dinner complete with real 
meat meal.” Since the stuff is meal itself, we wonder just what “real meat 
meal” is. Does this mean a “meat-like” meal? Or does it mean it has real 


Friskies tries the same kind of verbal deception. It says, “The principal 
ingredient in Friskies is lean red horse meat—including choice steaks, chops 
and roasts.” Read uncritically, this leaves one with the impression that, in 
addition to the horse meat, Friskies includes “choice steaks, chops and roasts.” 
Does it? Or can these terms honestly be applied to sections of a horse? A note 
suggests the dog-owner also try Friskies Meal—which, the copy states, has “all 
the food value of choice steaks, chops and roasts.” If the former are parts of 
a horse, what kind are these—the real McCoy? 

Frankly, in our house dog food is a sheer convenience. We assume it won't 
poison our canine and take for granted that it’s nutritious. We buy the canned 
variety because it’s easier to use and not so messy. Maybe we're different, but 
we can’t be that different. Yet none of the dog food manufacturers talks to us. 
They keep talking in dog terms—and not once has the mixed-up animal we 
live with opened a magazine or tuned in even Lassie on the tv. + 


New dog food discovery 
makes dogs eager eaters 


A full course dug dinner complete witl 
real meat oneal. Just moten and serve 


In most cases, the co-op ads are con- 
trolled and placed by the factories, and at 
national rates. This leaves little room for 
question about the status of funds, rates, 
etc. 

The appliance field is much more com- 
plex, with more room for abuse. For ex- 
ample, General Motors cooperates with 
18,000 dealers, of whom about one-third 
handle Chevrolet. Prior to the recent 
change, with the shipment of a Chevrolet, 
GM put $12 into the co-op fund, and the 
dealer put $20. This totaled $32, to be 
spent in accordance with established pol- 
icy. Compare this with an appliance man- 
ufacturer like RCA. This manufacturer 
sells to 30,000 dealers, through 100 distri- 
butors. Each of the three contributes to 
the fund; each may contribute a different 
proportion; the amounts involved depend 
on the particular product, and perhaps a 
varying formula based on sales volume; 
and all three have a voice in how the 
funds should be spent. 


® Obviously, the co-op program in the 
appliance field is more complex. If one 
understands the arithmetic in this field, 
he can more easily understand it in any 
of the simpler ones. The following, there- 
fore, is an outline of practices in the ap- 
pliance field. 


The manufacturer decides how 
much is to be placed in the co-op 


fund. The fund remains with the 
manufacturer. The distributor ar- 
ranges the expenditure with the deal- 
er. The dealer spends it and bills the 
distributor, who in turn submits his 
claim to the manufacturer. The latter 
reviews the claim, approves it, and 
pays the distributor out of the fund. 

The distributor in turn pays the deal- 

er. 

Those are the simple mechanics. 

The next problem is who puts how 
much into the fund. The manufacturer 
may decide that the amount to be placed 
in the fund shall be 2% of purchases by 
the distributor. As he ships merchandise 
to the distributor, the manufacturer puts 
his own 2% into the fund. He also in- 
voices the distributor for 2%, which goes 
into the fund. This is the total fund at the 
disposal of the distributor. The dealer 
contribution will be covered later. 


s The amount to be put into the fund, as 
established by the manufacturer, may 
vary in many ways. It may be a simple 
percentage of volume, as stated above. It 
may be a percentage, with the manufac- 
turer paying a higher percentage than 
the distributor, such as 3% and 2%. The 
percentage also may vary on different 
lines of merchandise, such as 3% on tele- 
vision sets and 4% on air conditioners. 
The variations are innumerable, de- 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


You plant your sales messages in fertile soil when you use 
the advertising columns of Philadelphia’s home newspaper—The 
Evening and Sunday Bulletin. And you can increase your sales 
by using the added impact and greater realism of R.O.P. spot 
and full COLOR—evening and Sunday—seven days a week! 

The Bulletin exerts a powerful influence on the buying habits 


of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin: 
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pending on the competitive situation in 
the industry, and the ingenuity of the 
manufacturer. Instead of a percentage of 
volume, some companies use a specific 
amount on specific products. For example, 
in television sets, the manufacturer may 
contribute nothing on the price leader, 
50¢ or 75¢ on the next model, $1.50 on 
the middle models, and $4 on_higher- 
priced sets. The purpose of this is to dis- 
courage the sale of price leaders at the 
expense of higher-priced merchandise. 
The usual practice is for the distributor 
to contribute a similar amount for each 
product. 


s The amount contributed by the dealer 
depends on the policy established by the 
manufacturer, and the degree of control 
maintained by the distributor. It also may 
vary according to media used. 

For example, the policy may be that 
the dealer may advertise in newspapers 
on a 75-25 basis. This means simply that 
the dealer pays 25% of the cost, and the 
manufacturer-distributor fund pays the 
other 75%. If the manufacturer wants to 
discourage local television advertising, his 
policy will permit this activity on a 50- 
50 basis, rather than 75-25. This results 
in the dealer paying 50%, and the fund 
paying a similar amount. In some indus- 
tries, the formula may call for the manu- 
facturer to pay 40%, the distributor 10%, 
and the dealer 50%. Or it may be 40-20- 
40, or any other combination. 


Control Is Important 

The degree of control maintained by 
the distributor is of vital importance. Un- 
less he functions efficiently, with proper 
records, he can run into serious trouble, 
financial as well as legal. 

For example, the distributor knows how 
much money is in his fund. He is advised 
regularly by the manufacturer. If he 
makes commitments in excess of the 
available funds, he faces a financial prob- 
lem—and few manufacturers will bail 
him out. His best control is an accurate 
set of books, recording the commitments 
made, the amounts billed for credit, the 
amounts due to be billed, and the balance 
in the fund. 

The legal problem is an obvious one. If 
he permits one dealer newspaper adver- 
tising on a 75-25 basis, but gets pres- 
sured into a 90-10 arrangement with an- 
other dealer, he is violating the law. If he 
limits his co-op advertising expenditures 
to 5% of one dealer’s purchases, but goes 


to 10% with another, he is equally guilty. 


s Over and above all this, the manufac- 
turer may decide that although his policy 
permits newspaper advertising on a 75-25 
basis, in certain markets he may permit 
100% paid advertising against the fund. 
This may be necessary in certain markets 
where competition may be keener, and it 
is permissible under the law, since it is 
presumably made available to all dealers 
in that special market, and they are not 
in competition with distant dealers in 
other markets who do not receive as gen- 
erous an allowance. 

In fact, it is not unusual for a manu- 
facturer to maintain not one fund, but 
many funds. He may set up a special 
fund for additional co-op activities in 
certain markets. Another fund may be 
set up for discretionary use by distribu- 
tors as an incentive device, predicated on 
how much additional merchandise they 
order, in excess of their normal pur- 
chases. The manufacturer may grant ad- 
ditional funds on the purchase of slow- 
moving models. Or, to force business 
during slack periods, he may set up still 
another fund. It is not unusual for a man- 
ufacturer to have as many as six different 
funds active at any given time. 


# In establishing his policy for a pro- 
gram of co-op advertising, the manufac- 
turer tries to spell out all conditions and 
limitations, such as who contributes how 
much, how the money may be spent, per- 
missible media with percentages for each, 
method of payment, etc. He also spells out 
the usual requirements, such as the inclu- 
sion of the logo, separation from competi- 
tive products, etc. More important, he 
sets up limitations on billing for such 
charges as production costs, talent for 
television or radio programs, and others 
which constantly lead to arguments as to 
whether or not they are legitimate adver- 
tising costs. 

This, then, is the picture of a typical 
program of co-op advertising for an ap- 
pliance manufacturer. The details and 
variations are endless, but an understand- 
ing of these simple basics provides a 
working knowledge of most co-op pro- 
grams. 


This is the first of three articles by Mr. 
Krugman. The second, to appear next 
week, will review the advantages and dis- 
advantages of co-op, and the third will 
suggest specific methods of operations. 


REPRINTS AVAILABLE—Reprints of this three-part series on cooperative 
advertising will be available shortly after the series is completed. Single 
copies are 50¢ each; 10 to 25 copies 30¢ each. Orders should be addressed 
to Library, Advertising Age, 200 E. Illinois St., Chicago 11, Ill. Please send 


remittance with order. 


G. D. Crain Jr. Says... 


Here's a Good Sales Training Method 


One of the best ideas for advertisers 
presented at the recent meeting of Na- 
tional Business Publications Inc. in Miami 
Beach was offered by Edwin H. Manning, 
advertising and sales promotion manager 
of the Gorham Co., Providence, R. I., who 
told about the decision of his company to 
return to the trade journals of its field 
after having been absent from their pages 
for seven years. 

Like many other manufacturers, the 
Gorham Co. has selective distribution, and 
decided in 1950 that it had all the dealers 
it needed to sell its sterling silverware. 
Because of that, it saw no good reason 
for continuing to address its sales mes- 
sages to the trade, and discontinued the 
use of space in the jewelry papers. Why 
has it come back? 

Mr. Manning explained that it has un- 
dertaken a sales training program, ad- 
dressed to the salespeople in stores selling 
silverware, and undertaking to explain to 


those who have the job of presenting its 
line to the public the reasons why Gor- 
ham sterling is desirable merchandise. 
The campaign has attracted much favor- 
able attention, Mr. Manning said, indicat- 
ing that they have now found an excellent 
reason for addressing both merchants and 
their sales organizations. 

This is a function of business paper 
advertising which does not seem to get 
nearly as much emphasis as it deserves. 
While trade publications reaching whole- 
sale and retail distribution factors often 
assist the manufacturer in getting his 
product into the stores, there are many 
companies which distribute on a franchise 
or selective basis and obtain what they 
consider to be adequate distribution in a 
few years. Then the question arises as to 
why the trade publications should con- 
tinue to be used. 

There are a number of good reasons for 
trade advertising, including that of ex- 


plaining and merchandising consumer ad- 
vertising, as well as announcing changes 
and additions to the line. But the job of 
educating retail salespeople so that they 
can make an effective presentation to the 
customer over the counter is a never- 
ending task, and one which needs to be 
given attention if the full effects of all 
other advertising and merchandising ac- 
tivities are to be realized. 


s I have made a number of surveys of 
retailers to determine how well business 
papers are read by their salespeople, and 
in a high percentage of cases I have 
found that the merchant passes copies of 
the trade journals he receives along to 
his salespeople, encouraging them to read 
the publications as a means of familiariz- 
ing themselves with the sales points of 
the products which he carries in stock. 

Because the circulation to salespeople is 
usually of the pass-along variety, and 
does not ordinarily show up on a circula- 
tion statement, advertisers and their 
agencies are inclined to overlook this im- 
portant plus which well-edited and well- 
circulated business papers can deliver. 
But as in the case of the Gorham Co., the 
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opportunity to provide educational mate- 
rial which performs the function of sales 
training seems too good to overlook. 

E. B. Weiss, the merchandising expert 
whose stimulating column appears regu- 
larly in ApveRTISING AGE, does not think 
highly of the sales ability of the people 
who work on the floors and behind the 
counters of retail stores. He thinks they 
are poorly paid and represent the lowest 
grade of talent in the marketing field. 
However, as long as manufacturers must 
rely on their help to move their merchan- 
dise, it is obvious that any improvement 
in their ability to tell a product story 
interestingly and convincingly will have 
a very real effect in increasing sales. 


s Retail merchants, I am sure, would 
welcome more advertising of the kind 
which the Gorham Co. is publishing in 
trade journals. They would find it inter- 
esting on their own account, and they 
would have an added reason for recom- 
mending readership of the business press 
to their salespeople. The more the retail 
salesman knows about the product, the 
better job he can do in explaining its 
merits to the consumer. # 


DRAWTHINKS ., 2... & 


Copsrictt 1957 by Paul Pinsan 


How to draw crowds easily 


To a non-artist, indicating just one face may be a problem 
... visualizing several people even harder, and crowds im- 
possible. Here are a few suggestions to make it easier. 


After establishing your area roughly, 
A, you can use these up and down 
wavy lines to get the “feel” of a group 
or crowd of people. Put them where 
you want them, B, vary their group 
area, C, their size within the area, D, 
and add details as you please, E, to be 
surer of what you want before the 
art department gets your copy... 


Next Lesson: “When to put your thumbs down” 
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3 OUT OF 4 THINK FIRST OF DAY-GLO’®! 


When art directors design a job around the high im- 
pact of fluorescent color, what kind comes to mind? 
Sunbonded® DAY-GLO! As a matter of fact, a 
nationwide survey proves that when users think of 
fluorescent color, 3 out of 4 think first of DAY-GLO! 
And now it is priced lower than ever before...priced 
right for every market! There’s no reason to settle 


for anything less than the best — genuine Sunbonded 
DAY-GLO! It's the highest quality daylight fluo- 
rescent screen color you can buy! 

A new Switzer color guide makes it easy for you 
to specify Sunbonded DAY-GLO colors of your 
choice. For your free guide, write to Switzer Brothers, 
Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SPECIFY GENUINE SUNBONDED DAY-GLO AND BE SURE! 
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Advertising Age, May 20, 1957 


Salesense in Advertising ... 


Pictures Can Be Effective 
Transmitters of Selling Ideas 


By James D. Woolf 
Advertising Consultant 

Many advertisements, as we all know, 
include a picture (or pictures) solely for 
the non-selective purpose of catching the 
reader’s eye. Used oftenest in pursuit of 
this objective are pictures of alluring fe- 
males, or of parts of 
females, usually their 
legs. Used next often- 
est, I believe, are pic- 
tures of animals, and 
then babies. Usually 
these indiscriminate 
eye-catchers do not 
show the product in 
use; do not dramatize 
the headline; and do 
not portray a benefit 
deriving from the product. 

Except in rare cases, none of which oc- 
curs to me at the moment, I believe that 
such irrelevant, pointless pictures are a 
mistake. I do not agree with the Chinese 
that one picture is worth a multitude of 
words, but I do believe that pictures, em- 
ployed with skill, can be a powerful trans- 
mitter of selling ideas. 

Far too many ads, illustrated with pic- 
torial clichés (exuberantly happy people, 
for example), miss a great chance to 
dramatize their themes with such story- 
telling pictures as you see in the ads 
shown here. The reason we see so many 
hackneyed illustrations, I suspect, is lack 
of determined effort, which is a euphe- 
mism for just plain laziness. Potent illus- 
trative concepts don’t come easily. 


James D. Woolf 


s I like the five ads shown on this page. 
Here you see no luscious girls, no puppy 
dogs, no cute babies, no bearded mahara- 
jahs, no off-beat gimmicks of any kind. 
The illustrations are striking and uncon- 


Shelt Chemical — 
RELEVANT—Corn rootworms and other soil 
pests do their dirty work in secret, under- 
ground, This unusual illustration portrays 
the idea so graphically that the reader 
will grasp it in seconds. Although it is un- 
conventional, this picture relates strictly 
to the product advertised, Shell’s aldrin. 
In my book, exotic illustrations that are 
totally unrelated to the product are rare- 
ly justified. 


ventional, and yet in each case they are 
wholly relevant to the product. In each 
case, too, they dramatize graphically the 
major selling point. The concepts are sim- 
ple and easy to comprehend at a glance; 
the promised benefit is immediately un- 
derstandable—and credible. I'd like to see 
more advertising done along these lines. + 
* + + 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


=> 


cass Gia inmates. 


COMMUNICATES—The theme here is that 
Lewyt power cleaner suction is so potent 
it picks up embedded dirt, threads, lint, 
even hairs. This picture flashes the story 
at a glance. A conventional, unimagina- 
tive illustration (happy housewife push- 
ing appliance around room) would not 
have nearly so much power of communi- 
cation and impact. 


Velon ti kes to watet "y 


CONVINCING—Firestone Velon is jieaiien- 
ly waterproof, and can safely be sponged 
off with soap and water. Creative imag- 
ination was exercised here by the admak- 
er who conceived this illustrative concept. 
Although the picture departs from con- 
ventional treatments, it is not an irrele- 
vant, off-beat, left-field device. 


ae pin fe 
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" 
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Only Minute Rice is perfect every time ! 
GRAPHIC—In less than one minute this ad 
puts over the Minute Rice story. A cliché 
picture (for example, mom and pop and 
the kids pitching into platefuls of rice) 
would not be nearly so fast and meaning- 
ful. As a communicator of a selling idea 
(benefit) this ad just about rates 100%. 


Looking at Radio and Television 


1 sr to at i ee = 
6 ame oad Alera Wit df ew wer A dre te ch Sule with rtm tat 
Prom then on, & protects | ae paste 4 ote lie 


won| pemetrete Btirubee roe! 


mee hs gemmenr wo Ble sa ae Sorte 


STING te wow pty ate as at ptt psa! 


EXCELLENT—Many advertising illustrations 
(pretty girls and puppy dogs, for exam- 
ple)serve no purpose except that of catch- 
ing the reader’s indiscriminate attention. 
But this one does much more. It drama- 
tizes Stride’s big selling point—namely, 
“This is the wax that spills can’t spot.” 
An excellent visual presentation. 


TV Kickback 


By The Eye and Ear Man 


One of the most popular parlor games 
in radio and television inner circles is to 
discuss the possibility of kickbacks. Is it 
possible to suborn a high official in net- 
work or agency or client circles in order 
to insure the ordering or renewal of a 
television program? Some think it is, and 
some think there is some of it going on. 

The act of bribery has several different 
aspects. The variations on skullduggery 
are subtle but obvious. They are: 

1. The use of tax-free gifts (Internal 
Revenue Bureau please note) to persuade 
writers and comedians to give free plugs 
to parasites who ride on the backs of 
honest advertisers. 

2. Christmas gifts of excessive value to 
key people. 

3. Money or large gifts to buyers of 
film commercials from actors or pro- 
duction companies. 

4. Tax-free money, gifts or deferred 
payments to high officials of networks, 
agencies or clients in the position of mak- 
ing unilateral decisions. 


® The government tax agents could 
stamp out the first evil by subpoenaing 
the books of the several companies that 
get free plugs for their clients. The re- 
cipients of the cases of scotch or similar 
gifts rarely enter them on their income 
tax at retail value. What a delight to ad- 
vertisers it would be to have the guilty 
comedians and their writers and produc- 
ers assessed for back taxes on gifts. 
Meanwhile, the efforts of clients and net- 
works to police this have been futile. 

The second method of winning the good 
will of a buyer is more commonplace. 
There are gifts that are a little too gen- 
erous—like a case of scotch—and gifts 
that are perfectly valid to accept, al- 
though luxurious. In between comes the 
suspect category such as Cadillac cars, 
boats, or extended trips abroad on some 
fancied tax-free mission. The industry 
abuses of this nature are rare and obvi- 
ous. 


@ The kickbacks to employers of talent 
or to officers giving out film contracts or 


Rumors Rife 


buyers of film series for stations are the 
most prevalent form of dirty dealing, but 
this is in part due to the underpaying of 
help in these jobs and the highly com- 
petitive nature of the business. There is 
little hope of completely policing this, 
since the amounts are not great and the 
instances are not universal. When some- 
one gets caught, he is fired. It is likely 
that in time the industry will adjust itself 
to a point where this section will be al- 
most wiped out. 


® The last and most serious indictment 
is that of the high-placed individual who 
is cleverly bribed in large terms to direct 
a substantial amount of business to a 
single vendor. Repeated stories are whis- 
pered about. For example, one hears that 
a talent agency gets individuals jobs in 
agencies and networks. In return for ne- 
gotiating the deal, the agency reportedly 
asks the highly-placed person to recipro- 
cate by giving it orders for programs. 
Very often the program happens to be the 
best available; other times, it is as good 
as another which competes; but some- 
times, maybe it isn’t. 

It is probably a fact that, actually, very 
little major bribery takes place—even 
though television is a billion-dollar busi- 
ness. The reason is that too many people 
and expense accounts. They would not 
companies as well as substantial salaries 
and expense accounts. They would not 
jeopardize these major interests for an 
ephemeral and dangerous financial gain. 


® The business is further self-policed in 
that stories of surreptitious dealings have 
a way of getting around and are spread 
as delightful gossip. When an executive 
gets the black tongue on him, he loses 
any chance of improving himself or get- 
ting another job. Nothing sickens honest 
and ethical people more than to think a 
colleague would sell his integrity. 

Most people in the buying end of tele- 
vision are men of good character. They, 
in effect, police their own business. There 
is as yet little need for a congressional 
investigation for this reason. All, how- 
ever, must keep alert to be sure one rot- 
ten apple doesn’t spoil the barrel. # 
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Roy’s Complaint Revives Discussion of 
Presidential Broadcast Pre-Emption Powers 


New York, May 14—The White 
House had no difficulty “clearing” 
free time for President Eisenhower | 
to defend his budget on radio and | 


|be okay if the Republican party 


paid for it,” he said. 
But otherwise, the agency exec- 
utive, a Republican who voted for 


of protest telegrams against Mr. | Ike twice, sees no reason why Mr. 


Eisenhower's being given free time | 
to sell his budget to the people. His | 
| wires went to the White House, 


| Eisenhower has more right to de- 
/mand free time than does Sen. 


tv tonight—despite a one man| members of Congress and to the! else in Congress who wants the 


campaign by a Detroit agency man | 
who thinks this kind of tv appear- 
ance by the President “could con- 
tribute to eventual dictatorship.” 
Early last week, Ross Roy, who 
heads the Detroit agency which 
bears his name, let loose a barrage 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY — 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. J) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


American Broadcasting Co., Co- 
lumbia Broadcasting System and) 
National Broadcasting Co. 

Mr. Roy said he has been getting | 
a favorable general reaction to his | 
proposal from people with whom 
he had come in contact since the | 
story was reported in the press. 
However, he had only one reply | 
to his telegrams—Sen. Styles| 
Bridges (Rep., N. H.), who said | 
he would discuss Mr. Roy’s “in- 
teresting suggestion” with his col- 
leagues. 


s Mr. Roy told AA he feels no 
U. S. president should get free | 


time on tv and radio to air his! 


views on controversial matters. 
|“This speech on the budget would 


| budget cut. 


@ Mr. Roy, an expert in automo- | 


tive merchandising and sales pro- 
motion, who numbers Chrysler | 
among his clients, is even dubious 
about how much tv time a Presi- 
dent should be given to discuss 
non-controversial matters. He does 
think the President should be per- 
| mitted on the air in times of crisis. 

Mr. Roy’s basic objection to the 
President’s getting on the air 
whenever he requests is that it 
gives him—if he wants to run 
again—an undue advantage. If he 
isn’t planning to run again, 
gives the party in power undue 
advantage over the party out of 


| power. 


it | 


He thinks radio and television 
should cover the news of the Pres- 
ident’s views on any subject—just 
as other media do. That is, re- 
porting on what they have learned 
at Presidential press conferences, 
through White House released dis- 

patches or through their other 
various sources. 

This method, he thinks, gives the 

people a clear understanding of the 
President’s views on any subject. 
| By using the emotional impact of 
tv in a direct appeal to the people, 
|Mr. Roy thinks, the President is 
misusing the power of his office to 
sell himself and the viewpoint of 
his party. 

All of the networks offered the 
President Class A time for a 30- 
|minute address tonight in line 
with the White House request. 
Five of the seven radio and tv nets 
also have offered Class A time for 
| the second request date—May 21. 
CBS-TV and NBC-TV will sched- 
ule that speech at 11:15 p.m., EDT. 


s Paul Butler, chairman of the 
‘Democratic National Committee, 


sponsibilities of 


“Our greatest challenge... 


the development of men’’ 


“Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 


American citizenship. 


Ralph Cordiner, President, General Electric Company 


‘Freedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or university of your 


choice in its planning for 


expansion and a 


stronger faculty. The returns will be greater 


than you: think,” 


If you want more information on the problems faced by 
higher education, write to: Council For Financial Aid To 
Education, Inc., 6 E. 45th Street, New York 17, New York 
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Advertising Age, May 20, 1957 


| 


been 
named manager of advertising and 


RICHARD MAASS, who has 


sales promotion of Seabrook 

| Farms, screened the 40 advertising 

|agencies pitching for the Seabrook 

account; Gore-Serwer was chosen 

(AA, May 13). Mr. Maass was for- 

merly manager of sales promotion 
of Minute Maid Corp. 


has informally notified NBC that 
the Democrats will make a formal 
request for time to answer the 

President. He undoubtedly will 
make this request of all the broad- 

casters who carry the Eisenhower 

speeches. 

Precedents on this sort of com- 
plaint—that is, complaints that the 
| President should not get free time 

in the non-political season—are 
| difficult to find. However, veteran 
| lawyers at one of the networks do 

| vaguely remember an instance of a 

| similar hassle during the Truman 

| administration. In that case, this 
|network handled the situation by 
booking representatives of the op- 
posing point of view on some of its 
public service discussion programs. 

Washington wags are repeating 
| this Truman-circulated joke that 
| Started making the rounds at a re- 
|cent Democratic gathering in the 
| capital: 

“If Mr. Eisenhower gets free 
radio and tv time, the Republican 
party is going to ask for equal 

| time to answer him.” + 


‘Jacobi Names Helen Casper 
| Mrs. Helen Laycock Casper, for- 
; merly advertising and sales pro- 
motion manager of the Fair, 
Chicago department store, has be- 
come associated with Frank C. 
Jacobi Advertising, Chicago. She 
will serve as a writer and con- 
sultant on agency accounts and 
will handle special assignments on 
a free lance basis. 


GEE! Let’s try that 
toothpaste!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


with WGN -TY 
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Along the Media Path 


In honor of the women in the di- 
rect sales field, Salesman’s Oppor- 
tunity is devoting a special section 


newspaper in all 48 states. Copies 
are available to advertisers and 
agencies from the Times’ research 


in its July issue to women. Betty |department, Times Sq., New York 


Furness, Westinghouse’s tv sales 
star, will appear on the cover of 
the issue, and her personal success 
story, told in her own words, will 
run as the keynote article. 


e Modern Romances sent media 
buyers baby bottles to explain its 
“formula for dollars.” Attached 
copy stressed the fact the magazine 
carried more editorial linage on 
baby care and training in 1956 than 
any other magazine except Parents’ 
Magazine. 


e The News-Sun, Waukegan, IIL, 


has added a new expanded food 
page to its regular Thursday edi-| 
tions. The page will be edited by 
local housewife and cooking ex- 
pert, Patsy Woodman. It will be 
called “Let’s Talk Cooking.” Mrs. 
Woodman is the wife of John 
Woodman, vp of Kelly & Smith, 
newspaper rep. 


e Family Weekly mailed out copies 
of one of O. Henry’s books of short 
stories, “The Four Million,” to dra- 
matize its having reached the 4,- 
000,000 circulation milestone. Be- 
fore the mailing could go out, an 
addenda had to be added that after 
the mailing had been planned 
Family Weekly added the Rio 
Grande Valley Group of Texas, 
raising circulation to 4,060,799. 


e On Monday, May 13, the Chicago 


Tribune published a special men’s | , 


apparel guide featuring news and 
ads about men’s summer fashions. 
The section concentrated on sports- 
wear and casual clothing designed 
to help today’s modern male keep 
cool when the mercury rises. A 
total of 43 ads by apparel retailers 
and manufacturers included a full 
color page by Lytton’s, advertising 
Dobbs imported straw hats. 


e Minneapolis Star & Tribune will | | 


switch to an 11l-pica column width 
using a three-point column rule 
beginning May 27. 


e Current 

Home carry 
featuring the Citation Award win-| 
ning homes for Texas (in Texas 
copies only) and for California (in 


copies of American 


all California copies). Similar sup-| | 


plements in subsequent issues will 
present the winners to American 
Home readers in the remaining 10 
states: New York, Pennsylvania, | 
Ohio, Illinois, Michigan, Maryland, | 


Massachusetts, Virginia and Flor- | 


ida. | 
e The Los Angeles Examiner and | 
KLAC, Los Angeles, have launched | 
a joint promotion featuring a} 
“Mystery Voice” contest on the sta-| 
tion. The contest, set for an unde-| 
termined length of time, is based 
on one-minute mystery voice spots 
run hourly. The voices plug various 
features of the Examiner, which 
carries entry blanks in the contest. 
Weekly prizes include $500 plus a 
Philco tv set. 

In return for the spots and other | 
plugging the Examiner will run a 
30” display ad for the station at 
least five times a week; 300 seven- | 
sheet boards for not less than two 
weeks; install 12,500 newsstand | 
rack posters; make 460,000 phone | 
calls a month plugging the contest | 
and the station; use 2,000 window 
streamers; put up 2,000 corner pos- 
ters, and print and distribute 250,- 
000 dodgers. 


e The New York Times has issued 
its 1957 circulation book, showing 
the national distribution of the 


special supplements | | 


36. 


e Food Topics and Food Field Re- 
porter, effective with their May 20 
and May 27 issues, respectively, in- 
augurate a new monthly feature, 
“Today’s Top Selling Supermarket 
Promotions,” a market-by-market 
report of the manufacturer promo- 
tions of the past 30 days voted out- 
standing in sales results by super- 
markets and superettes in 22 major 
market areas. 


e “Some People Are More Equal 
Than Others” is a new presenta- 


tion by The Reporter putting forth, nal. As of March 29, 1957, circula- Bates Names Benham, Heath 


the thesis that the magazine’s read- 
ers represent opinion-forming 
leaders in mass communications, 
education, religion, business, fi- 
nance and industry, official Wash- 
ington and community activity. 
Copies are available from Shirley 
Katzander, director of promotion, 
The Reporter, 136 E. 57th St., New 
York 22. 


e Department of New Laurels: 

The St. Louis Post-Dispatch re- 
ports new circulation records for 
the six-month period ending March 
21. Sunday circulation was 521,224, 
daily circulation 411,061. 

Hot Rod had a 25% increase in 
advertising for May, 1957, over the 
corresponding month last year: 
27% pages and 823% lines as com- 
pared to 22 pages, 666 lines. 

Circulation gain of more than 
18% over last year has been an- 
nounced by the Wall Street Jour- 


tion was at 488,156 subscribers, 
highest in the publication’s his- 
tory. 

Redbook’s June issue carried 
63.1% more display advertising 
linage than the corresponding issue 
|last year. Display advertising rev- 
enue was 86.7% ahead of last year’s 
issue. + 


Ted Bates & Co., New York, has 
appointed James Benham, with 
Young & Rubicam for 10 years, an 
account supervisor on the White- 
hall Pharmacal Co. account. Bates 
also has named Edward P. Heath, 
formerly with Monsanto Chemical 
Co., an account executive on the 
Colgate-Palmolive Co. account. 


Better-Letter-Setter 


Here Type Can & Szeave You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Del Porter — Vice President, Song Ad Film-Radio Productions 


portrait of a profesgfonal 


Del Porter, our creative director, is truly a man of the music world... singer, composer, author. 
Ever since he appeared in Gershwin shows on Broadway 

his music-business life has reflected his natural grasp of showmanship 

...another reason why more and more admen know: “we are professionals!” 


Let Song Ad Productions prove its creative work will equal the professional standard being set by your agency. 


We're creating new successes every day — 
sharp... entertaining ...sales-wise animated and live action tv films 
and, of course, our famous musical commercials for radio. 


Ask a professional ...Mr. David M. Botsford, Jr., president, Botsford, Constantine & Gardner, San Francisco 


SOmg7 


inc. 


6000 SUNSET BOULEVARD, HOLLYWOOD 28 / phone: HO. 5-6181 


20): tilen /radio 
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The Voice of the 


This department is a reader’s forum. Letters are welcome 


Veteran Recalls Other ‘Iron Men’ and an 
‘Iron Woman’ to Add to Ogilvy’s List 


To the Editor: As one of AA’s 
charter subscribers, your April 22 
article re “Ogilvy’s 11 Iron Men” 
interested me, although neither 
he, nor his ex-partner Andy Hew- 
itt, were around early enough to 
have known such top “iron men” 
as John Lee Mahin, under whom 
I worked both at Federal agency 
and Barron G. Collier. Andy, by 
the way, went to Baltimore to as- 
sist me on a consumer-dealer sur- 
vey when I was working on the 
Ford account. 

Shortly thereafter, I worked for 
five years with another bona fide 
“iron man,” J. Stirling Getchell. 


Typical of Getch’s operation was 
his calling me in one morning to 
say “Towney, we want color pho- 
tos for the new Plymouth. We’ve 
got boy and girl models, a good 
photog, a de luxe car and Byron 
Foy’s chauffeur. Take ’em up and 
come back with stuff we can use.” 

Using my own Vermont farm 
as H.Q., I came back from a ten- 
day trip with just one picture that 
was eventually published, a shot 
at the Lodge at Smugglers’ Notch. 
Have always hated to think what 
this trip cost Walter Chrysler, but 
the Florida safari undertaken si- 
multaneously took as long, cost at 


Advertiser 


least as much, and likewise re- 
sulted in but one published color 
ad. 

Wish I’d been as smart as some 
of my compatriots at Federal, in- 
cluding Henry Eckhardt and 
Guy Gilpatric. That rusty tramp 
steamer certainly paid Guy off in 
the SEP. 

Returning to Ogilvy’s list of 
“iron men,” he overlooked an iron 
woman, the gal who headed Ma- 
cy’s promotion and versified for 
The New Yorker, was tops in the 
trade, although her name escapes 
me at the moment. 

At the price of recovering my 
college French, I find living in la 
douce Province most delightful 
and the line-up of the U. S. reps 
and writers who call on me keep 


(FHA January 1956 Report) 


Beautiful, bustling Tulsa . . 


. Oil Capital of the 


World, and fast gaining new fame as the Water 


City of the Southwest. . . 


is perched right in the 


center of the billion-dollar Magic Empire. Tulsa’s 
water supply is geared to twice its present popu- 
lation; in fact, the source of supply will meet 
the demands of a million population. ’ 


Metropolitan Tulsa’s 321,241 residents also 
share an effective buying income of $528 million 


Tribune 


people in the fabulous, 
Empire. 
*9/30/56 ABC Publisher’s Statement 


dollars; Get YOUR share of this rich market by 
advertising in the Tulsa World and the Tulsa 
preferred reading of *169,185 


billion dollar Magic 


ORLD w. ‘Tribune 


REPRESENTED NATIONALLY 
OFFICES IN THE ele a. J 


FEM. BRANHAM CO. — 


U.S.A. 


me reasonably well posted on 
what gives in Gotham, and even 
in my native Staten Island. 
Charles E. Townsend, 
Canadian Representative, 
Wortman, Barton & Spohn, 
Montreal. 
No doubt Mr. Townsend’s “iron 
woman” is Margaret Fishback. 


° e . 
‘Ardent Fan’ of Direct Mail 
Answers Theiss’ Criticism 

To the Editor: Your April 29 
issue carried a few excerpts from 
a talk delivered by Arthur Theiss 
at the DMAA Workshop in New 
York City. As a past president of 
the Direct Mail Advertising Assn. 
I hope he had “tongue in cheek” 
as his remarks were uttered. As 
an ardent fan and constant user 
of direct mail advertising, I ob- 
ject to some of the comments he 
made. 

Since the year 1930 I’d say di- 
rect mail advertising has made 
strides of the “Paul Bunyan” var- 
iety. At the moment I do not have 
statistics available that would in- 
dicate direct mail volume in 1930. 
But during the recent postal rate 
increase “squabble,” it was esti- 
mated that just a 30-day embargo 
on third-class mail would result 
in a total loss of $4 billion 
worth of sales through mail order 
and direct mail channels. And 
when a group talks about four 


Perhaps Mr. Theiss has forgotten, 
too, that in volume of advertising 
dollars spent, direct mail volume 
is second only to newspapers. 
Perhaps his statement that there 
is a “sameness” in direct mail ad- 
vertising is correct. But I think 
it’s debatable. And I resent the 
implication of “laziness.” To move 
the amount of goods that direct 


don’t think many direct mail 
users can be classified as lazy. ... 


a certain type of approach in the 


produce profitable results, why 
change it? Most direct mail users | 
constantly test for higher results, | 
but I think it’s true that “you| 
can’t argue with success.” If Mr. | 


program within his own company 
that is producing profitable results, 
he would be the last one to rec- 
ommend a change, I’m sure. At 
least not until something better 
had been developed and tested for 


billion of anything, it’s mammoth. | 


Advertising Age, May 20, 1957 


effectiveness. 
In our own business, here at 
Henry Van Hummell Inc., we are 


not particularly concerned with 
the percentage of return for any 
individual mailing. We are con- 
cerned, however, with the amount 
of money invested in a particular 
mailing and the amount of sales 
produced by that investment... 
Generally I think the users of 
direct mail advertising are doing 
an exceptionally good job and in 
the next few years they’ll be re- 
sponsible for moving double the 
amount of merchandise they are 
credited with now. In fact, that’s 
probably an understatement. 
Glenn A. Reineke, 
Vice-President, Public Rela- 
tions, Henry Van Hummell 
Inc., Denver. 


Labels on Supers’ Shelves 
Aid Brand-Selling Job 

To the Editor: Writing in the 
March 25 issue of ADVERTISING AGE, 
James D. Woolf reports that “self- 
service units are staffed only with 
stock boys and checkout clerks” 
and that “good solid information 
about products is not available to 
consumers in self-service retail 
units.” 

Much as we agree with the con- 
clusion that consumer advertising 
is more effective today than ever 
before, we would like to point out 
that better, not worse, retailing is 
the basis for this increased effec- 
tiveness. 

The “stock boys and checkout 
clerks” that staff a modern self- 
service supermarket are the best 
educated, best trained and best 
paid employes that the retail food 
business has ever employed. Their 


mail is responsible for moving, I | 


Theiss has a particular mailing | 


efforts are directed by a store 
manager who, in most commu- 
nities, has wages that compare 


| quite favorably with the salary of 
If a certain type of material or| the vice-president of the bank in 


which he deposits the store’s re- 


direct mail produced for any in-|ceipts. 
dividual advertiser continues to) 


The product information on the 
labels of the packages, which ev- 
ery customer is free to examine, 
| compares very favorably with the 
| type of “product information” that 
|/the consumer received from the 
counter clerk in the service store. 
Let’s agree that the national 
brands advertising never had it so 
good! 

The modern self-service super- 
| market has open shelves for thou- 
sands of items from which the con- 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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sumer can make her free choice. In 
the old-time service store there 
were only a few hundred items al- 
together. The service customer was 
the original captive audience. She 
had to listen to the reasons why 
she should buy the item or brand 
that the store carried, rather than 
the item or brand that she wanted 
to buy. 

Most food chain operators be- 
lieve that the real basis for the 
success of the self service store is 
that the customer is no longer 
subjected to selling pressure. Giv- 
en free choice she will buy more. 

Certainly, the staff of a modern 
self-service store can affect the 
sales of any item by shelf loca- 
tion, amount of display, special 
displays and point of sale mate- 
rial. But the customer has a wider 
choice of brands and items and 
more reliable information on 
which to base her choice in a mod- 
ern self-service food store than in 
any other form of retailing. 

We agree that “advertising 
should sell goods and good adver- | 
tising does it” but we respectfully | 
submit that the modern self-serv- | 
ice supermarket is an aid, rather | 
than a hindrance, in the sale of | 
any product. 


Lawrence Drake, 
Editor, Grocery Editions, 
Chain Store Age, New York. | 


Lavish Display 

To the Editor: Here are a couple 
of examples of advertising (7) 
which may interest you. 

The mailing seems to indicate 
that to some a mailing list is a) 
bunch of names—because the en- | 
velope headed, “Here’s a Big Sur- 
prise for your youngsters” enclos- | 
ing a letter headed “Here is a 
WONDERFUL New Way to Help 
Your Child Grow Up!” (the italics 


perronal 
PERSON-A-GRAM 

gift 

when you visit 

our lavish 


display in 
O44 


Roor 
at the 
BAMA Show 


are my own) was addressed to} 
Miss Sally “Freyfus,” [for Drey- | 
fus] who happens to be my young- | 
est daughter, a teen-ager who is| 
just starting in college. 

The clipping, exhibit 2, was tak- 
en from the Boys’ Outfitter—a | 
trade magazine circulated to stores | 
selling wearing apparel for chil- | 
dren of male persuasion. 

Boys’ Outfitter reaches many | 
more women buyers than men 
buyers. Just how interested a| 
woman would be to be waited on) 
by “Sultry Jackie Miller” is prob- | 
lematical. The propriety of such | 
an illustration in a magazine de-| 
voted to children’s apparel is ques- | 
tionable—especially the illustra- 
tion. 

One thing I can go along with. | 
Miss Miller’s globes are surely 
novel! 

Moriz M. Dreyfus, 


Tells Chicago NIAA’s Part 
in World Relations Program 

To the Editor: Your article, 
“How advertising and pr men can 
help develop better world rela- 
tions,” on Page 96 of the March 25 
issue of ApbVERTISING AGE is well 
worth the reading of every adver- 
tising and public relations man 
in the business. Let’s hope that 
your article on the program which 
was developed by the Office of 
Private Cooperation of the U. S. 
Information Agency will stimu- 
late advertising people to action 
and eliminate some of the apathy 
which surrounds the whole area 
of business men’s responsibility in 
the development of better world 
relations. 

Part of the story which went 
untold in your article may be of 
interest. For several years the 
USIA tried to interest various ad- 
vertising associations in develop- 
ing a formalized program to edu- 


cate advertising and pr people to 
their world relations responsibil- 
ities. In the fall of 1954 the Chi- 
cago chapter of the National In- 
dustrial Advertisers Assn. ac- 
cepted the challenge and devel- 
oped a complete program which 
included a series of ten projects 
by which companies and individ- 
ual advertising and pr men could 
contribute their efforts toward 
building a better understanding 
throughout the world. Under the 
stimulus and initiative and ded- 
icated hard work of Keith Evans, 
marketing consultant of Joseph 
T. Ryerson & Son, Chicago, and 
William Geidt, advertising man- 


service committee which has 
in initiating the various suggested 
projects. 

In 1956 the board of directors 


of the National Industrial Adver- | 


tisers Assn. adopted the Chicago 
plan and now most of the 29 
NIAA chapters have local public 
service committees which are ac- 
tive in “the battle for men’s 
minds.” The USIA is now using 
the material first developed by 
NIAA and its Chicago chapter as 
a model and example for other 
associations, of all types, to de- 
velop their own programs. 

Incidentally, NIAA now has a 
sound slide film which explains 
each step of the program. It can 
be obtained by writing to John 
Freeman, President, NIAA, 271 
Madison Ave., New York. 

If every community or associa- 


ager, Inland Steel Co., the NIAA/|tion had a “Keith Evans and a 
Chicago chapter set up a public | 


Bill Geidt” the problems of de- 
veloping a better understanding 


worked with association members| throughout the world would be 


greatly simplified. 
Richard C. Christian, 
Executive Vice-President, 
Marsteller, Rickard, Gebhardt 


& Reed Inc., Chicago, and 
Vice-President in Charge of 
the NIAA Public Service Com- 
mittee. 


PROGRESS 
R.O.P. COLOR SERVICE 


MATS 


PLATES 


REPRINTS 


DAY & NIGHT 


Progress Pre-Pak R.O.P. Colormats are molded out against your 
register marks without distortion . . . to positively stay in register... 


to provide newspapers with material that should enable them 


to give you “engraver’s proof” results. Progress clients are getting 


such results. You can get them, too, with this shrink-resistant, pre-packed mat. 


for merchandising use. The famous Progress Plate, cast from a 
Progress Pre-Pak R.O.P. Colormat, assures perfect duplicates of your 


original engravings . . . an ideal set of printing plates . 


We are fully equipped within our own organization for supplying 
Progress clients with R.O.P. Color reprints in any quantity . . . with color 


quality that faithfully matches your engraver’s proofs. And 
this is done without delaying the manufacture and shipment of your mats! 


tight schedule or not, you can 


Here is an important link in the complete R.O.P. Color Service offered 
by Progress. It is available to clients requiring R.O.P. Color reprints 


. . at reasonable cost! 


From mat-making to quantity color-proofing, Progress R.O.P. Color Service 
is round-the-clock service. You know the value of this when you're meeting 

a tight schedule. Moreover, 
keep in touch with the job at all points through one point of control. 


Like to know more about Progress R.O.P. Color Service? Simply phone 
or write the Progress-Hanson-Progressive office in the city nearest to you. 


7 od 


LIKE 


A 


PROGRESS 


913-23 Filbert Street, Philadeiphia 7, Pa. 


SOME SAMPLES? 


TO SEE 


Just drop us a line now/ 


Nothing beats a proof for proof of 
quality. We'll gladly show you 
samples of the results achieved with 
Progress Pre-Pak R.O.P. Colormats. 


PLATE MAKING COMPANY 
WAinut 2-0477 


THE PROGRESS *« HANSON ¢ PROGRESSIVE GROUP 


PHILADELPHIA « NEW YORK ¢ WILMINGTON ¢ BALTIMORE * WASHINGTON 


PROGRESS Plate Making Company 
923 Filbert St., Phila. 7, WAlnut 2-0447* 


Philadelphia. | 


HANSON Electrotype Company 
Sth & Sansom Sts., Phila. 7, WAlnut 2-5567* 


*of course, any of the three can be reached by one call 
NEW YORK phone: MUrray Hill 2-1723 ¢ WILMINGTON phone; Olympia 5-6047 « BALTIMORE phone: SAratoga 7-5302 « WASHINGTON phone: EXecutive 3-7444 


PROGRESSIVE Composition Company 
9th & Sansom Sts., Phila. 7, WAlnut 2-2711* 
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MGM-TV Names Harper Leroy Lincoln, 76, 


Dick Harper, who former ly | 


owned his own Chicago tv film) Metropolitan Life 


production company, has been ap- 
pointed Chicago sales representa- Chairman, Is Dead 


tive for the commercial and in- 
dustrial film department of MGM- New York, May 14—Leroy A. 


TV 'Lincoln, 76, board chairman and 


former president of Metropolitan 


Life Insurance Co., died of kidney 
disease May 9 at his home here. 
Mr. Lincoln had been with Met- 
® ® Dea 


ropolitan Life, largest U. S. life 
|insurance company, since 1918, 
and was president from 1936 


board chairman. 

During his administration of the 
company, Metropolitan Life more 
than doubled its advertising budg- 
et, which currently is $3,500,000. 
Mr. Lincoln personally exercised 
| general supervision over the com- 
|pany’s advertising program and 
| was the final authority on media 
selection, copy and art. 


reaches 
40% of U.S. 


character, informative and ser- 
viceable to prospective policy 
holders. He was opposed to so- 
called hard-sell ads and insisted 
on what he called dignity and 
character in Metropolitan Life’s 
advertising. 

Mr. Lincoln was personally re- 
sponsible for the selection of 
Young & Rubicam as the com- 
pany’s agency in the early 1940s. 


= Reports that Mr. Lincoln was 
opposed to television advertising 
because he did not think tv would 


| through 1950, when he was elected last have been denied frequently. 


But the fact remained that Metro- 
politan Life never did go on tv, 
although several years ago it had 
a program approved but was un- 
able to get suitable time. 

Mr. Lincoln was born in Little 
Valley, N. Y. He was graduated 
|from Yale in 1902, attended Al- 
bany Law School and was ad- 
mitted to the bar in 1904. After 


families every week 


® He believed life insurance ad- 
vertising should be institutional in 


practicing law and operating an 
|insurance agency in Buffalo for 
‘some time, he became counsel for 


PROGRAM 
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ARB Ratings—February 8th thru February 


unless you use WSBT-TV! Write for de 


SBT, 


! CBS...A CBS BASIC 
Brod bony OPTIONAL STATION 


14th 


“I 4, _  &3 OF THE 50 TOP-RATED SHOWS ARE 
r é c CARRIED BY WSBT-TV 


There's no doubt about it— WSBT-TV dominates the 
South Bend television picture. One audience study after 
another proves this. You just don't cover South Bend 


tailed market data. 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 


SOUTH 
BEND, 
IND. 


CHANNEL 


34 


Sof ZEE NAPKING are herdly 
ever on a Hippos grocery list! 


By 2 cupel of ZEE NAAIN, Reby 


= 


Theyre So eal! Unilbe Hippos: trey reat) BP in yomar Cupooard / 
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& 
ZEE Z00—Even the hippo is 
appealing in a new animal- 
inspired ad and poster cam- 
paign for Crown Zellerbach 
Corp.’s Zee products. Bris- 
acher, Wheeler division of 
Cunningham & Walsh, San 

Francisco, is the agency. 


the state insurance department. | 
In 1917 he became a partner in 
an insurance law firm here, and 
the following year joined the legal 
department of Metropolitan Life. 


He was made general counsel in 
| 1926 and elected a vp of the com- 
pany. In 1936 he was elected 
president. 

He was president of the Life | 
Insurance Assn. of America for | 
several terms and had been chair- | 
man of the Institute of Life In-| 
surance. 


/ELMER J. KOPF 

Canton, O., May 14—Elmer J. 
Kopf, 59, account executive of 
| H. M. Klingensmith Co. and a vet- 
leran advertising executive, died 
jin his home April 18 of a heart 


with the Hearst organization for 
about 35 years. 

Born in Syracuse, N. Y., Mr. 
Andrews began his career in the 
advertising department of the 
Syracuse Journal-American in 
1922. In his spare time he got a 
degree from the University of 
Syracuse. 

About 1927, he moved to the 
Albany Times-Union, working 
there as an advertising representa- 
tive for 16 years. From 1944 to 
1948 he was on the advertising 
staff of the Newark Star-Ledger. 
In the latter year he joined the 
Hearst Advertising Service here. 
|He was named head of the electric 
jappliance advertising department 
about 1951. 


ailment. 

| Before joining Klingensmith, 
| Mr. Kopf was advertising manager 
| of the Union Drawn Steel Co., 
| Massillon, O.; assistant advertising 
manager of the Canton, Massillon 
and Cleveland plants of Republic 
Steel Co., and an account execu- 
| tive with G. M. Basford Co., New 
| York. 


‘GEORGE B. ANDREWS 
| New York, May 14—George 


J. ROY PARKER 

| Anosxre, N. C., May 14—J. Roy 
| Parker, 62, publisher of four coun- 
ty newspapers and president of 
| Parker Bros., printer and publish- 
‘er, from 1940 until early this year, 
when he resigned to enter the 
state legislature, died May 8 of 
a heart attack at Roanoke Chow- 
an Hospital. 

Mr. Parker was president of the 
North Carolina Press Assn. in 
1933. He was publisher of the 
Hartford County Herald here; the 


|Bruce Andrews, 57, manager of| Bertie Ledger Advance, Windsor; 
'the electric appliance advertising| Northampton County News, Jack- 
|department of Hearst Advertising| son, and the Gates County Index, 
Service, died May 8, as a result of | Gatesville. From 1941 to 1947, Mr. 


throat cancer, at his home in Wan- 
tagh, N. Y. He had been associated 


|Parker taught journalism at the 
University of North Carolina. 


— Mobing thi? their 


daily guest, 


ee ee eee ee ee ee ee eee ee 


* Lrow where fo.go 
‘er haltione plates- 


and Associates 


ENGRAVINGS 


Ve Gath and Ws essocr9les.! 


(COLOR AND BLACK-AND-WHITE) 


omas FE. McGrath 


Se nO ee Ree ee en eee eee ee eee rn Mn on oct nae Le eer ge Cae Ae ae ct Ae 
: ta eR os ig tg ae ee {ee a eae ae ae . a? Pie ee ee a. a. Bak 4 Sai < “aaa a pe ae =e pie ais sicily ae ae — : ae 
a. oe ee rr ae 2a <a Ve So iliac ie tad Meta eat Ye Te ee ae 2) eae 
nee : Dela, = sis fi Tm ie eee ' ae eal a ve pre a ae ’ ere a ic i oe oe Sane a ee eee oe eed "lege oe Tat a ieee a. ee Reo a ee 2, 08° 8 Cae 
pee Aa a ee ae et aera ee oy ae De icc: dae oo aay ee ee aig — > ae oes + ae eos 
x ae . : * 2 =e 
| ee 
| 
| . 
| 4 i“ S 
| v4 "4 = 
ow 0 ° vp’ \ s 
oa nd 4 7. GQ > 
aerials ie A Le ag 
ae a | iene “ay 
a | Ftd e 
ie yy aad yy ; 
4 AES | x . . 
eo | | os oe. . ‘es LAr, - 
ft os 6 . 3 o? i “ lib CH , ri \ 
a : y i 
= SY = SUE ‘ 
le a 
ae Just reason ifout! 
; met meme y 
@ enalnn on acenun 
| : | | s2n>7>---~Giae 
| 
7 = 
a a 
=e € . 
ae ee 
‘a 
wats a +. oo gia ¢ ; a 
gael " ara ei aks 
a. ee ia 
. a ai 
4 By oe 
4s 
- me . 
ae ; 3 
4 o 
aoe y ; xy a eRe ; Be, Bicone 
e ¥ South Bend-Eikhart Television Audience = : 
a oh : ie 
Bees 4 
* bat 7m 
ili. 
; hie “a”istanion “a” 
a * + 
Fyn dali 
a ih tia 
4 
2 
4 le a | Pe Po 
s | » 
| (2 = 
3 NE . ) 
7 
\ elton ttre Ne)» 
s | 
\ , wed We bE PRS 
- | of e , 
NA z 
3 ] 
— | eer rrr wrwrr ny], —- — - -- - rere 
¥ ENE 
. o CO S)~ ; 
ol 
| < 
= | 
a i 
“= 
axe 
=) 
‘ps oe 
* ttle Se ellcenenlliceeeatiieenttiemeatiinedtiteemeditiaasstttennnttieeenttitmed tenets ditties 
ais ae ee 
ae | ——F ff 
us ey 
en | Th — 
aid ) SERVICE \ 
cee DAY and NIGHT = 
ea rxoto a o Vi, Winots ——— 
ae xe 160 E. wae Oe aware THI \\ eh) 
ios poem 4°} iy 
si PC f 
d , 
. Aad 
eee poo Oks epee ir 5 ied z ita ee ere ree eer ‘i ee Re Pe coe ee x aga pepitcgl ar i2 , one PN ee poe aes per aean , 3 er, es 
a SE eh ae ot pa Pi os ee ig ee: in eee ta o8 ren se Pe ee oe ae ne stg ho ie ee ee ei te eae oe 
ereermmen oe ria: oe abe e BR 4 pce ke Ricca xa iat i Dead Goes fee ea “ree ee aes ee ae pk Soe Romie a laa ot Ee nee ed OF Tad ee : eee ah, ie mee, Ota eee aaa 
Pa Oe hie ua Biche lat huss tag + ape ie ARE ait Pam OE | gM 3 i pee OO) cS ts pera bach ace dic) a 
caer eee eD ee ats G1 See oe 3 eee a ees ce saaee ed Lect Fae a= as: Tae Cath aim ys <5 eammlmimalamlnec ine nA Ba SS ap cee 
ee =i one. q % + wy i ee a ties ear ~ 


Advertising Age, May 20, 1957 


|any direct mail campaign. You can, 
|get a free copy of this booklet by 
| writing to the direct mail division, | 
|McGraw-Hill Publishing Co., 330 
W. 42nd St., New York 36. 

| 


Information for Advertisers 


equipment, the file-size study con- | Weibel Introduces Tangor 
tains a wealth of data on present | “Tangor—the first really new 
trends and future prospects for| drink in 50 years,” has been se- 
plastics in a representative cross-| lected as a slogan and theme for 
section of plastics-using industries.|a new wine specialty being intro- 
Copies of the new study are avail-| duced by Weibel Champagne Vine- 


= le Retail sales in San Mateo County|able upon request from Modern| yards, Mission San Jose, Cal. A 
Survey of Teacher Influence”, show that a total of 13,400,000 peo-| .ontinue to move ahead by leaps| Plastics, 575 Madison Ave., New| radio spot and point of purchase 


is a report on the findings of a sur-| ple in the U. S. who are 10 years 144 pounds, according to a new! York 22. 


vey of subscribers to Grade Teach- | of age or older personally shopped | ..,,et brochure, entitled “The | 


program will run through May 


er. Purpose of the survey was to|in an appliance store during the Wheel of Fortune,’ 
find out the influence of the sub-}two weeks prior to the interview- |}, the Times, 


scribers on the purchase of school 
supplies and equipment; their in- 
fluence on the purchase of books; 
their use of audio-visual equipment 
and supplies; their travel habits; 
their influence on pupils and par- 
ents in promoting desirable habits 
and behavior among the children. 
Copies may be had on request to 
I. D. MacCammond, director of ed- 
ucational promotion, Grade Teach- 


ing—and of these, 7,500,000 were 
males and 5,900,000 were females. 
For additional information contact 


|Doris Doland, manager of public | 
| relations, Look, 488 Madison Ave., | 


| New York. 


e A new 12-page booklet, which is 
offered by the direct mai] division 
of McGraw-Hill Publishing Co., de- 
scribes and illustrates the tremen- 


and June in the greater San Diego 
* just published|e Farm Journal has completed a!/ market to promote Tangor, which 
San Mateo, Cal.;new county count of circulation | was placed on the market on a test 
Copies of the brochure, giving in-| showing circulation by geograph- | basis last year. Gross & Roberts, 
formation on income, population, |ical divisions, edition areas, states|San Francisco, is the agency. 

| business growth, etc., are available | and counties, based on the 3,533,136 | 
from Gerson Miller, promotion! circulation of the November, 1956, | PF ee 
manager, San Mateo Times, 145) issue. The analysis is the first ac- | 

Second Ave., San Mateo, Cal. tua] count made since acquisition of | \ \ EVEREADY FRISKET 


the circulation of Country Gentle- | \ Sar 4 
e A new illustrated 40-page book-| man by Farm Journal. # Wy) Vz 
let, “The Plastics Field—What It | 


er, 420 Lexington Ave., New York dous amount of work that goes into 


17. peor pers. and maintaining complete 


|and accurate mailing lists. Besides 
e The Southwest American and} : vo 


a complete description of each suc- 
Fort Smith Times Record have just} 4 ’ 


cessive operation, the booklet 


designed to provide industry and 


ad agencies with an up-to-date pic- 
ture of the characteristics, buying 
needs and growth potentials of the 
|plastics field, has just been released 
by Modern Plastics. In addition to 


General Cigar Co. has signed 
with Gross-Krasne, Hollywood, to 
sponsor its “The O. Henry Play- 


Is, What It Buys, How to Sell It,”|General Cigar Buys ‘O. Henry’ | 
am ater touch 


Ready frisket that stoys down, will not blow 
house,” in Baltimore, beginning | le fi eee ae ‘ 
June 2. Young & Rubicam, New| ee ae ‘ 
York, is the agency. The syndicat-| "°** S¥Prrior 720067 - Somples on req 


released for public use a new book- 
let, “Six Cities of Gold.” The book- 
let is an illustrated market study 
of the six western Arkansas and 
eastern Oklahoma newspapers 
owned and published by Donald W. | 
Reynolds. This booklet gives the) 
statistics of population, resources | 
and trading area of each of the 
newspaper cities. It is available on | 
request to Ross Pendergraft, na-| 
tional advertising manager, South- 
west-Times Record, Fort Smith, | 
Ark. 


| 
e Car-buying expectations are re-| 
vealed in a new nationwide auto- 
motive survey just made public by 
The Saturday Review. Carried out} 
last fall by Richard Manville Re- 
search Inc., the study provides 
many facts about the national mar- 
ket for automobiles among high-| 
income families among Saturday | 
Review readers. A special section | 
is included in the report, carrying 
an analysis of the factors important 
to a buyer in helping to decide the | 
brand he purchases. It reveals that 
this varies considerably by owners 
of each make of car. Copies of the 
survey are available on letterhead 
request from The Saturday Review, | 
25 W. 45th St., New York 36. 


e Shopping habits of Hennepin 
County (Minneapolis) women were 
brought to light in a recently com- 
pleted presentation based on four 
major surveys conducted by the 
Minneapolis Star & Tribune re- 
search department. The study, nar- 
rated by slides, is titled, “The 
Shopper Speaks Her Mind.” The 
presentation has been shown to 
Minneapolis merchants and was 
shown in New York on May 2. It 
will be shown in Chicago on May 
21. A 40-page booklet covering the | 
survey findings is available by 
writing to Robert Witte, manager, 
retail advertising department, Min- 
neapolis Star & Tribune, Minnea- | 
polis 15. 


e Aberdeen’s position as _ retail) 
shopping center for 124,000 people | 
is highlighted in a new brochure | 
published by the Aberdeen Ameri- | 
can-News. The theme of the book- 
let is “South Dakota's Top ‘Half’ 
Looks to Aberdeen for Its News 
and Many Living Needs.” Other) 
information included in the presen- | 
tation: Aberdeen’s rank as the 
state’s second largest wholesale 
center; characteristics of area farm | 
growth; circulation coverage of the | 
American-News in its 14-county | 
area of influence. Copies of this 
folder are available from the Aber- 
deen American-News. 


e Fully 56% of the appliance-store 
shoppers are males, while 44% are 
females, according to the latest! 
findings in a series of studies on 
U.S. markets being conducted for 
Look by Alfred Politz Research 
Inc. Based on shopping activity in 
a two-week period, the findings 


points out exactly how much the 
list contributes to the end result of 


statistical data on the sale of plas- |ed tv series is now being shown in| S$ Artist Materials Inc. 712 North State, Chicago, Il. 
tics materials and processing! 188 markets. 


New “Market Basket” 


to boost your 
Oklahoma 


food sales! 


OKLAHOMAN 
FRIDAY FOOD 


Take a look into The Daily Oklahoman’s 
new “Market Basket.” It’s a complete Food 
Guide, published each Friday morning con- 
taining current food news, features, and menu 
planning aids in one separate, complete, stan- 
dard size section, devoted exclusively to foods. 


Filled with easy-to-read food articles and 
appetizing photos—many in full color—the 
Friday Food Guide is designed to capture 


Oklahoma's Greatest Media 
In Circulation, In Prestige, 
And in Buying Influence 


SEM COMTEMMIAL 
tdITIONS OF 


Fhe D 
Ment 


OCT.-8Ov, 1957 


the concentrated attention of Oklahoma 
homemakers and help them in their job of 
meal planning and food shopping. 


To insure that your product is on the 
shopping lists and in the food baskets of more 
Oklahoma homemakers, advertise regularly 
in the Friday Food Guide of The Daily Okla- 
homan and in the food pages of the Okla- 
homa City Times. 


Published by 
The Oklahoma Publishing Co. 
Represented by The Katz Agency 
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Whither Trading | Only 1% of the companies 


| dropped stamps last year. 
Stamps? Supermarket ® Nearly all of the companies not | 


Operators Uncertain |now giving stamps (94%) said 


| they will not take on stamps in 
New York, May 14—Despite the | 1957. The other 6% was undecided. | 
fact that trading stamps gained| Multiple stamp days appear to} 
further ground in 1956, a majority | be gaining and are now in use in| 
of supermarket operators (61%)|18% of the supermarkets which | 
are uncertain about the future of | give stamps, compared with 11% | 
stamps. About 22% believe stamps /|a year ago. 
are here to stay, while 17% see| In 1956 stamp users averaged a 
stamps on the way out. higher sales gain (20%) than com- 
That is one of the findings in| panies not giving stamps (15%). 
the preliminary ninth annual re-| Members giving trading stamps 
port of the Super Market Institute| were asked to state whether 
based on questionnaires returned | stamps were producing sufficient 
by 280 companies operating a total| sales gains to absorb the cost of 
of 2,953 stores, with combined | the stamps. Three out of five com- 
sales in 1956 of $4 billion. |panies replied in the affirmative, 
As reported in the current issue | but 40% reported stamps are not 
of Super Market Merchandising, | paying their way. 
the majority of SMI members In general, the report says, 
(51%) now offer trading stamps | smaller operators and companies 
to their customers. Regular premi-| which have been offering stamps 
um plans other than trading) the longest are most satisfied with 
stamps (such as tape plans or pre- | them. Of companies which tock on 
mium certificate plans) are used|stamps in 1956, only 45% said 
in 12% of the supermarkets. | stamps are producing sufficient 


COOKIES IN THE WHOLE WIDE WORLD! 


Currys 


OXFORD CREMES 


FANS—George W. Burry, president of Burry Biscuit Co., is shown as 

he shows off a replica of his company’s first outdoor advertising— 

and its cookies. A one year test run, beginning with 10 General Out- 

door Advertising Co. locations in Philadelphia, is planned, under 
the direction of Weightman Inc., Philadelphia. 


sales gains, compared with 51% 
of companies that added stamps in 


| 1955. 


s “As might be expected,” the re- dant: 


port says, “those who give stamps 
have greater confidence in their 
future, but only one out of three 
stamp users (34%) believe trading 
stamps are here to stay. The long- 
er an operator has handled stamps, 
the more he is inclined to consider 


| stamps a permanent fixture of su- 


am. 


It’s no place for 
errors in timing! 


—the advertising production department 
of course, the P. M. will tell you. That 
goes for the engraver too, who’s trusted 
to follow through on schedule . . It’s one 
of the reasons no doubt, why so many 
who know the hazards of advertising pro- 
duction, continuously depend on 
ROGERS’ well-organized ability to 
produce superior photo-engravings as ex- 
pected, on time, even under pressure. 


ROGERS 


engraving company 
2001 calumet avenue + chicago 16 


MASTER CRAFTSMEN 


permarket merchandising.” 
Among companies not giving 
stamps, 8% believe stamps are 
here to stay, 29% view them on 
the way out and 63% confess they 
can’t tell what is likely to happen. 


Gibson-Erlander Formed 

Gibson-Erlander, a new agency, 
has been formed with offices at 
4520 Excelsior Blvd., Minneapolis. 
Officers are John Gibson, presi- 
Rose Erlander, vp, and 
Leora Larson, secretary-treasurer. 
Mr. Gibson, Miss Erlander, and 
Miss Larson were formerly with 
Park Advertising, Minneapolis, 
where Mr. Gibson was president, 
Miss Larson was magazine space 
buyer and Miss Erlander was an 
account executive. Joe Beck, also 
formerly an account executive 
with Park, and Mrs. Helen T. Nel- 
son, formerly with the St. Paul 
News and Minneapolis Suburban 
Newspapers, have been named ac- 
count executives. 
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Ontario Emissary 
Probes Possibility of 


Stamp Prosecution 


| Ortawa, OnT., May 14—Attor- 
|}ney General Kelso A. Roberts of 
Ontario has sent a special Crown 
| prosecutor to Ottawa to investigate 
| the trading stamp uproar here. 

| Clare P. Hope, senior counsel in 
the attorney general’s department, 
said he “won’t hesitate” to advise 
prosecution against stores issuing 
| trading stamps in this area—and 
|presumably throughout Ontario— 
iit there are “reasonable grounds” 
for such action. 

Mr. Hope was designated to re- 
view “the whole trading stamp 
picture” after the latest strong 
| representations made by the Can- 
adian Assn. of Consumers. 

“I have no pre-conceived ideas 
on the problem,” he said. “Trad- 
ing stamps are not an offense un- 
less they come within the bounds 
of the criminal code. 


® Mr. Hope said the criminal code 
definition of a trading stamp was 
the crux of the whole issue. In 
broad terms, he explained, the 
store owners say that they own 
the premiums that are exchanged 
for the stamps. “This would have 
|to be proven otherwise for a suc- 
cessful prosecution,” he added. 


Copywriters Elect Simpson 
William Simpson, Batten, Bar- 
ton, Durstine & Osborn, San Fran- 
| cisco, has been elected president of 
the Copywriters Club of San Fran- 
cisco. Other new officers include 
Les Friedman, Brisacher, Wheeler 
| division of Cunningham & Walsh, 
vp, and Gertrude Van Hooydonck, 
Botsford, Constantine & Gardner, 
secretary-treasurer. : 


CLARION 


Saturate Mississippi's top market 


You reach over 90% of all homes in Jackson—the 
State’s retail trade Center with the CLARION LEDGER 


and... JACKSON DAILY NEWS 


*Plus reaching 10% to 90% of all homes in 31 surrounding Counties 


THE 


ND 


* LED 


DAILY * NEWS 
Mississippi's First Newspapers 
Represented by the Katz Agency, Inc. 


ae ie: epics ae ) ir i 
Co-Owners WJITV (1V) WSLI (Radio) 
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Ousted Patterson Blasts B&B's 
Citrus Advertising as ‘Boondoggle’ 


(Continued from Page 1) 


likened to the early New Deal re-|had been counting on getting $2. | 


covery program, which was de- 
scribed as boondoggling because 
it was said that men were being 
paid to rake leaves from one pile 
to another. 


® “Assume for a moment,” he 
continued, “that our best custom- 
ers for oranges are piles of leaves 
—one big pile for frozen concen- 
trate, another for fresh oranges, 
another for canned orange juice 
and a fourth pile representing 
chilled orange juice customers. 

“Now we run an ad telling why 
fresh oranges are better than con- 
centrate, hoping that some of the 
customers in the concentrate pile 
can be moved in- 
to the fresh pile. 
We follow with 
another ad telling 
how frozen con- 
centrate is more 
economical and 
more convenient 
than fresh orange 
juice, hoping to 
move customers 
from the fresh 
pile back to the 
concentrate pile. 

“The result,” he asserted, “is 
that the commission’s advertising 
is primarily designed to switch 
customers from one pile to an- 
other and does little or nothing to 
make all four piles larger—which 
should be the principal objective 
of any commodity advertising 
program.” 

In his statement to AA, Mr. 
Patterson started out like this: 


Paul Patterson 


e “As one account executive ex- 
pressed it a long time ago, ‘If we 
should lose the Florida citrus ac- 
count, I can always go back to 
advertising. Now I know how 
right he was.” 

His statement continued: 

“In the first place, the current 
policy had been strongly advo- 
cated and rigidly maintained by 
Benton & Bowles, which 
over the account two years ago 


with a_ speculative presentation | Style, buy-it-now-type copy. 
based on a_ product-by-product | 


advertising policy in competition 
with four other agencies, includ- 
ing J. Walter Thompson Co., 
which based its proposal on a 
commodity advertising philoso- 
phy. 


® “To weigh the merits of the 
two opposing philosophies, we 
have 12 men making up the mem- 
bership of the commission. Each 
of these men is a practical citrus 
man—a fresh fruit shipper, a cit- 
rus canner or a citrus grower— 
with rather limited experience in 
the field of advertising. 

“If they distrust their own 
knowledge of advertising, it is 
easy to see why they should rely 
on the recommendations of an 
agency which is currently billing 
upwards of $80,000,000 a year, 
rather than the advice of an ad 
director whose experience has 
been largely confined to dairy 
products and citrus. 

“Add to this situation the fac- 
tionalism and intrigue which are 


which is said to have done $450,- 


took | 


the tree to 90¢ to $1, and growers 


| 

s “In the face of such a crisis, it 
would have really required a 
little-above-average courage to ad- 
mit, in effect, that the $3,000,000 
a year we had invested in adver- 
tising oranges on a _ product-by- 
product, one-against-the-other 
program over the past two years, 
had been in large measure wasted. 


s Mr. Patterson then went on to 
explain that he decided in April 
| to ask the commission to re- 
|examine its ad policies. He did 
|not then foresee “this immediate 
| crisis” developing, he said, al- 
|though he was “almost certain it 
would come next season, when 
the crop is expected to total more 
than 100,000,000 boxes of oranges, 
|compared with 94,000,000 this 
year.” 

He gave his answer to the ques- 
|tion of why he had gone along 
|for two years with the Benton & 
Bowles approach despite his dis- 
agreement with it: 

“The question involved is not 
one of advertising strategy, but 
|}of commission advertising policy. 
|'When the commission awarded 
|the account to Benton & Bowles 
on June 2, 1955, after that agency 
|had made a speculative presenta- 
|tion of a separate product-by- 
|product advertising program, I 
assumed—as did the agency— 
that the commission had com- 
pletely reversed itself and adopt- 
ed a policy of advertising one 
product against another. 


= “I was not consulted at that 
time about the relative merits of 
the two opposing philosophies, but 
had I been asked I was prepared 
to say this: ‘There may be some 
question about the wisdom of sep- 
arating our advertising by form 
of product—fresh, canned and 
frozen. For five years the com- 
mission has maintained a policy 
of advertising all three forms to- 


gether in educational copy, but 
separating them in promotional 
If 


our orange magazine ads were 
done on a basis of separation, 


frozen concentrate would get six | 


ads out of ten, while fresh would 
get three and canned only one, 
based on last season’s production. 
But that is a matter for the in- 
dustry and commission to decide. 
There is no reason why this 
agency could not follow which- 
ever policy the commission wishes 
it to pursue.’ 


s “The above quotation,” said 
Mr. Patterson, “is an excerpt from 
the Benton & Bowles portion of 
|the commentary I was prepared 
to make on each agency’s presen- 
tation, following the five agency 
presentations on June 2, 1955, and 
attested to by my secretary, who 
typed it two years ago. I was 
not given the opportunity to com- 
ment on any of the five presen- 
| tations.” 

In his talk before the Tampa 
Advertising Club, Mr. Patterson 
declared: 


“Almost from the day this [prod- 
constantly at work in an industry | Uct-by-product] policy went into) 


| effect in October, 1955, when Ben- 


000,000 worth of business last | ton & Bowles became the commis- 
year, and it is easy to see how | Sion’s advertising agency, the sales 
internecine politics would set | trend of frozen orange concentrate 
afoot rumors which would be-| [and other orange products) has 
cloud the whole issue. been down. 
“From the foregoing, it must 

be apparent how hopeless it was|® Mr. Patterson told the Tampa 
to get any proposal ee = | group — — he presented ~ 
i i .| views e commission, 

On Monday, just four days before | “showed "han how dis velien of 
I was scheduled to make my pre-|separate product advertising has 
sentation, the bid price on oranges | not only failed to produce results 
plummeted from $1.35 a box on'in citrus, but has failed com- 


a 


GEORGE Ll. STAUDT, former NIAA 
\chairman while ad manager of 
Harnischfeger Corp., who has been 
ad manager of Hudson Motors di- 
vision of American Motors Corp. 
since January, '56, will join Cra- 
mer-Krasselt, Milwaukee, May 20 
as account executive on the Kan- 
kakee division of A. O. Smith Corp. 


| pletely with other commodities.” 
| 


| The three biggest auto makers, 
he said, have spent about $200,- 
000,000 yearly on  product-by- 
|product advertising and “sales 
have remained around 6,000,000 
|for the past two years. In fact, 
last year’s sales were about the 
lowest since 1952.” 

In the soap field, where more 
than $100,000,000 is spent each 
year in a “dog-eat-dog type of 
|separate advertising,” annual per 
|capita sales of all types of soaps 
land detergents “have not in- 
creased by as much as 1 Ib. in the 
past ten years.” 


| ® Speaking before the Winter Ha- 
ven Citrus Growers Assn., Marvin 
H. Walker, head of the Florida Cit- 
rus Canners Cooperative of Lake 
| Wales and a member of the citrus 
|commission, said the state of the 
orange market has baffled the in- 
dustry. 

“Our crops,” he said, “are only 
slightly larger; chilled juice pack- 
ers are taking twice as much fruit; 
competition has been no greater; 
consumers are spending more for 
food, and shipments to Europe are 
higher.” 
| The whole thing, he said, is a 
paradox. + 


ABC’s Goldenson 
Cites Declines in 
TV Cost-per-1,000 


CuHicaco, May 16—Leonard H. 
Goldenson, president of Ameri- 
can Broadcasting-Paramount The- 
atres, cited figures to show that tv 
costs-per-1,000 are coming down— 
a little. Speaking before the Chica- 
go Broadcast-Advertising Club to- 


tv wonderfully encouraging. 

“The cry has been raised that tv 
is getting too expensive,” he said. 
“I’m not sure what ‘too expensive’ 
|}means. I am sure that the effici- 
ency of a medium is one excellent 
yardstick by which to judge it.” 

Mr. Goldenson cited figures 


| 


} 
| 


| 


| More Painful 
| P.O. Service Cuts 


Seen in Wrangle 


(Continued from Page 1) 


based on a pure guess as to the 
actual costs that will be incurred. 


® Mr. Summerfield feels he has 
no choice. Under federal law he 
is supposed to spend his funds at 
a rate which will enable them to 
stretch through the entire 52 
weeks of the fiscal year. 

Since he expects the volume of 
mail to continue to increase, he 
assumes the only way he can 
cover the extra labor and trans- 
portation costs—and stay within 
his budget—is to begin trimming 
less essential costs as soon as the 
fiscal year starts. 

The threat to curtail service is 
indirectly linked to the rate con- 
troversy, since some of the sup- 


port for service reductions comes | 


from congressmen who feel the 
federal government is incurring 
too much loss in the operation of 
the Post Office. 

Approval of a rate increase bill, 
however, would not in itself sup- 
port better service, since the de- 
partment’s revenues go directly 
into the Treasury’s general fund. 


8 On the rate front, Mr. Summer- 
field lost a precious week of time 
without any noticeable progress. 
With postal employe unions meet- 
ing here this week, the House post 
office committee had no meetings 
and made no progress toward 
agreement on a rate bill. 
Sen. Olin Johnston 
chairman of the Senate post office 
committee, stood firm on his posi- 
tion that his committee would not 
start consideration of rate in- 
creases until a rate bill actually 
passes the house. 


® In its debate yesterday on 
postal funds for the new fiscal 
year, the Senate seemed almost 


to be daring Mr. Summerfield to 


| curtail the service. 


While it gave the department 


| $166,000,000 more than it did last 


| year, 


| 


day, he called “the trend line in| 


| 


based on Nielsen data which he | 


said indicated that the per-1,000 
|cost per commercial minute of all 
j}evening network tv programs 
| dropped from a 1954 index of 100 
i a 98 index for 1957 to date. 
30-minute western dramas, he 
said, have dropped even further in 
relative cost—from 100 to 80, and 
30-minute general variety 
grams have shown an index de-| 
cline from 100 to 75. 
Mr. Goldenson was in Chicago 
for the opening of new studio and 
office facilities of WBKB, the| 
ABC-owned tv station here. Open- 
ing of the station’s new home 
at 190 N. State St. actually marks 
the return of WBKB to its birth-| 


in 1939 that the station, 
known as W9XBK, first began tel- 


i 
| 


pro- | 


ecasting. + | 


this was $58,000,000 less 
than President Eisenhower re- 
quested. And the cutback came in 
the face of a warning from Mr. 
Summerfield that the Presiden- 
tial request, prepared almost a 
year ago, is actually $70,000,000 
to $90,000,000 short of what is 
needed to handle the volume of 
mail passing through the Post Of- 
fice at the present time. 

Mr. Summerfield’s budget set- 
back seemed to stem from ill will 
generated in the showdown over 
a $41,000,000 supplemental ap- 
propriation last month. Referring 


to the drastic service curtailments | 


introduced by the department, 
Sen. Paul Douglas (D., Ill.) com- 
plained that the Postmaster Gen- 
eral “held a gun to our heads.” 


® Sen. Lyndon Johnson (D., Tex.) 
quipped, “It is difficult to believe 
that a competent efficient busi- 
ness man’s administration can’t 
absorb a cut of the size Congress 
is asking.” 

Sen. Homer Capehart (R., Ind.) 
warned that postal patrons would 
be the real victims of the squab- 
ble over postal appropriations. 
And Sen. A. Willis Robertson (D., 
Va.), chairman of the appropria- 
tions subcommittee handling 
postal funds, confirmed there 
would have to be reductions in 
service, and a curtailment of 


(D., S.C.),| 


101 


| by the Senate, he said, there will 
|be no new lighting systems in- 
stalled in post offices. There will 
be no quick sorting machines in- 
stalled. There will be no Saturday 
delivery. Money orders will be 
|eliminated. Many other items will 
be reduced. There will be no new 
routes into recently urbanized 
areas. 


s Sen. Everett Dirksen (R., Ill.) 
defended mounting postal budgets 
as the inevitable result of the 
growth of the country and its 
population. Since 1952, he said, 
| the volume of mail has gone from 
|49.9 billion pieces to 61.1 billion, 
|an increase equal to the total vol- 
|jume handled by the Republic of 
France for a period of seven 
| months. 

“How is it going to be deliv- 
| ered?” he asked. “We cannot let 
\it lie in railroad stations and air- 
ports. We cannot throw it in the 
Senate post office or elsewhere 
and leave it there. There would 
| be a rebellion in the country if we 
did that, because this is a service 
| that is utilized by all the people. 
| “Kither we must mechanize or 
give the Postmaster General per- 
sonnel. We must do the things 
that are necessary.” 

Present plans call for Mr. Sum- 
merfield to go to Congress within 
the next week or two and request 
|supplemental funds for fiscal 

1958. Unless this is approved by 
July 1, cost reductions modeled 
'on the ones used in April will 


‘be introduced. + 
| 


Hertz Plane Rental 
‘Service to Get Off 


Ground in Autumn 


Cuicaco, May 15—The Hertz 
Corp., a pioneer in the car rental 
business, next fall will initiate 
| the country’s first national rent-a- 
plane system. 

Hertz Rent-A-Plane System Inc., 
a new wholly owned subsidiary 
of the Hertz Corp., will operate 
the business. Initially the system 
will have 50 rent-a-plane stations 
in major cities throughout the 
country. 

The plane rental service will be 
available on both a “fly yourself” 
jand a charter basis. Qualified li- 
}censed pilots and charter custom- 
{ers will be able to rent planes 
from any Hertz rent-a-car office 
or at the offices of certain Cessna 
Aircraft Co. dealers, franchised by 
Hertz Rent-A-Plane to conduct the 
service. 


® Three types of Cessna aircraft 
will be available: Cessna’s model 
|172, which seats four and cruises 
at 120 m.p.h.; model 182, which 
seats four and cruises at 155 m.p.h., 
}and model 310, a twin engine craft 
| with retractable landing and cruis- 
| ing speed of more than 210 m.p.h. 

Rental on the model 172 will 
probably be $1 an hour plus 15¢ 
per air mile. For four people on 
a 200-mile trip this would come 
|to about $32, or 4¢ per seat mile. 
| Walter L. Jacobs, president of 
Hertz Corp., says he expects the 
new system to do a $2,500,000 busi- 
ness in its first year of operation. 
| “Flying for business and pleas- 
ure—especially for business—has 
| been increasing tremendously, and 
|the potential in plane rental is 
very great,” he said. 


® Rent-a-plane advertising will 
begin about Nov. 1, the target 
| date for starting the service. Hertz 
| says it will handle the promotion 
|cautiously at first and will ini- 
| tially invest only $50,000 in ad- 
|vertising. This is a new budget 


plans to modernize the depart-j|allocation separate from the $2,- 


ment. 
“Unless he cuts,” Sen. Robert- 


propose to go to jail.” 
On the basis of the sum voted 


600,000 1957 rent-a-car ad budget 


| previously announced (AA, Oct. 


place. It was from this building|son said, “Mr. Summerfield would | 29, 56). Media plans haven’t been 
then have to go to jail. He does not | settled. 

| Campbell-Ewald 
lagency. # 


is the Hertz 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


6 MONTHS ENDING DEC. 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 


31, 1956 


36,916 


HELP WANTED 


GENERAL BUSINESS PUBLICATION, 
expanding staff, has opening for experi- 
enced space representative in New York | 
City to cover New England territory 
Write fully giving resume of experience, | 
references, salary requirements to: 

Box 9601, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y 

MOLENE 
Public Relations 
Copywriters Advtg. Managers 

Artsts Media Production... Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 | 

PROMOTION WRITER 

Immediate opening in our promotion 
department for young man for print copy 
and contact in circulation sales promotion | 

letters, folders, posters, manuals, space 
ads, etc. Satisfying opportunity for crea- 
tive writing primarily in dealer field but 
including consumer market. Responsibil- 
ity will include initiating plans and but- 
toning up details. Room to express your- 
self and to grow with a company noted 
for its recognition of ability as fast as it 
is demonstrated. Send personal data and 
resume of experience to W. J. Byrnes, 
Promotion Manager | 

CHICAGO TRIBUNE | 
435 N. MICHIGAN | 
Tep ABC publication in merchandising- | 
industrial field wants experienced space 
salesman with Eastern Manager possibil- 
ities. Will work out of New York office, 
travel eastern states. Good agency con- 
tacts, ability to prepare sales presenta- 
tions, and energy and knowledge to pro- 
duce new business will get top rating 
Starting salary, plus bonus. Send com- 
plete resume including present position, 
salary desired, and record of sales accom- 
plishments. Position now open to man) 
willing to work for excellent return with 
long established publisher | 
Box 9581, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WRITERS! There is a strong demand 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


Editors 


In 


WANTED 
Office assistant, moderate dictation and 
typing; keep small set of books, handle 
printing production and follow-up sup- 
pliers and customers. Small Chicago pub- 
lishing and direct-mail company now 
expanding operations has real opportuni- 
ty for capable woman, age unimportant; 
part time arrangement considered, but 
full time potential. Address in confidence: 
Box 9599, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chge. Su 37-2255 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 17-1991 Chicago 


NEWSPAPER RESEARCH MANAGER 


| Wonderful opportunity for alert and tech- 


nically qualified assistant to head his 
own small but effective department. Will 
supervise all advertising statistics, reports 
and marketing information service for 
one of the nation’s great metropolitan 
newspapers. Management is sympathetic 
to and cooperative with research goals 
and views this department as essential 
to sales progress. Media experience im- 
portant. Age, sex, and previous condition 
of subordination no barrier. Must be 
strong in understanding that research can 
and should be creative. Tell us about it. 
We'll start talking at a $7,000 base, plus 
incentives, benefits, retirement plan and 
3 weeks paid vacation. Good city to live 
in. Fine people to work for. We'll respect 
a request for confidence. 
Box 9605, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HIGH CALIBER NEW YORK SPACE 
SALESMAN for established and growing 
business—financial consumer magazine 
with excellent success stories. At least 
three years successful space sales expe- 
rience required. Will have close coopera- 
tion with publisher and good guaranteed 
income. This is a bonafide opportunity 
for a permanent connection in charge of 
advertising sales . with excellent fu- 
ture income gains if you are really ag- 
gressive. Top level corporation and agen- 
cy contacts valuable but, self-reliance, 
consistent efforts, and ability to present 
a convincing story is mandatory. Send 
brief resume, phone number and address 


to— 
Box 9606, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MONEY, STATURE, FUTURE FOR 
TECHNICAL COPYWRITER 
Somewhere there's a graduate engineer, 
or a man with comparable training, who 
can produce technical advertising copy of 
top caliber and is proving it every day. 
But he’s looking for greater professional 
stature and tangible rewards for his com- 
petence. We want that man for a major 
national account. Like us, he'll relish the 
opportunity to deal with the most mod- 
ern of basic materials, the outstanding 
achievements recorded almost daily in 
research, development and application; 
electrical technology should be his strong 
suit—mechanical engineering no mystery 
Agency experience is virtually a “MUST”. 
If you are this man, you'll find that the 
salary is right, the association congenial 
and the future unlimited. Tell us today 
why you qualify and an early interview 

will follow 
Box 9617, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


APPLIANCE MANUFACTURER, the 


Under 35—College graduate 


England and middle Atlantic states 


early June. 


be sent to: 


ADVERTISING SALESMAN 


great growth industry has a real selling opportunity for a capable sales- 
man. Excellent starting draw plus expenses. The man we are looking 
for will increase his earnings 50% within 2 years. 

successful industrial advertising sales 
experience preferred. Married (Happily). Must have car to travel New 


The man with the right personality and initiative will find this a career 
opportunity. Interviews will be held in Chicago and New York during 


Résumé, references, initial earning requirements and photograph should 


Mr. David R. Watson, President 
Watson Publications, Inc. + 201 North Wells Street + Chicago 6, Illinois 


leading business publication in a 


New York City Headquarters. 


HELP WANTED 


POSITIONS WANTED 


Salesman contacting advertising agencies 
to represent hot new children’s premium 
as side line. Commission basis. State cov 
erage. Bloch and Company, 1010 Euclid 
Bidg., Cleveland 15, Ohio 


EDITOR, SALES PROMOTION 
BACKGROUND 

Large corporation in Chicago seeks re- 
sourceful editor to plan and execute var- 
iegated program of internal publications 
addressed primarily to sales force. Solid 
background in sales promotion, newspa- 
per or industrial journalism—plus initia- 
tive of the highest order—required. The 
man selected must be a thorough, sure- 
footed organizer as well as an imagina- 
tive journalist who works best with 
plenty of latitude. First-rate working 
conditions plus liberal company benefits. 
Include age, salary requirement in re- 
sume. 

Box 9604, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WANTED: OPPORTUNITY 
Ad Man, 7 yrs. experience newspaper & 
agency, now employed. Familiar with all 
media, production, layout, copy. AB-J 
degree, Age 31, single. Will be in Wash.- 
N.Y. area June 3-10. Please write 
Box 9585, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


Advertising Age, May 20, 1957 


POSITIONS WANTED 
SALES/MERCHANDISING EXEC. 
Merchandising District Supervisor, Nati. 
Broadcasting Co., N.Y., soon avail. Top 
refs. Heavy food, also frozen, toiletries, 
Dept. Stores, appliances, 4-A Agcy. 22 

yrs. successful exp. Resume. 
Box 9612, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SUCCESSFUL CREATIVE MAN 
Ideas that sell, plus know-how on mer- 
chandising follow-through. Proven agency 
salesmaker, proven field ad manager; 
strong on food, beverage, cosmetic, mail 
accounts. Fine TV, film, production back- 
ground. Relocate with manufacturer or 
agency. Age 29, minimum $10M 

Box 9586, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MEDIA BUYER 10 years space sales exp. 
ought to provide good background, age 
39, married, Chicago area. 

Box 9421, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 


Outstanding Chicago agency has 
an opening for experienced 
marketing man with back- 
ground in packaged goods sales 
and advertising. Toiletries ex- 
perience preferred; some agen- 
cy experience desirable. Box 
595 ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Ill. 


l DOUG SMITH, I 


who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


COPY CONTACT MAN — $8,000 - $10,000 
4-A Midwest agency needs man with good 
copy background in electrical and/or elec- 
tronic industrial equipment. Excellent 
growth potential. Age 27-35. If qualified, 
contact me in confidence 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State St. « Chicago « WA 2-4800 


ARTIST -DESIGNER 
For position of associate art director 
with progressive 2i-man agency. Need 
man 25 to 35 thoroughly experienced in 
design and finished mechanical art for 
annual reports, direct mail brochures and 
industrial magazine ads. Work on prestige 
accounts. Send self photo, résumé and 
state first year’s salary requirement. 
Deon L. ter 


Don L. Ba 
Fourth Floor 


Personnel 
Placement & 
Recruiting 
Specialist 


Thoroughly experienced in locating 
hard to find personnel. Formerly 
with one of New York's finest ex- 
ecutive search organizations 

Degree in Psychology, heavy ex- 
perience in all phases of psycho- 
logical testing & scientific selec- 
tion methods. 

Desire opportunity with pro- 
gressive ad agency which wants 
assistance with their personnel 
procurement problems 


Location & salary open. BOX 596, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N.Y. 


mar ope = SS = 


|} consumer and industrial products 


CREATIVE LAYOUT MAN 
now with agency, desires greater chal- 
lenge. Combines effective ideas, crisp 
renderings & solid knowledge of type & 
reprod., together with exceptional organ- 
izing ability. Young, marr., B.A., Chgo. 
agency only. $10,000. 
Box 9607, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

COPYWRITER - AAAI INVESTMENT 
Guaranteed - no “dry hole” here. Let me 
send you my samples. Trained Radio-TV- 
MP, Boston Un. B.S. Degree in Commun. 
Arts. 


Box 9608, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


I THINK DICHTER IS WRONG! 
Wanted: One Midwestern boss who 
doesn't think that hardsell is dead. Have 
been ad mgr for medium-sized publisher 
for 2 years. Heavy direct mail experience, 
space ads that pay. Promise hard-hitting, 
varied, imaginative, profitable copy. 
Leaving present job because I don't want 
my kids brought up in New York. Avail- 
able for interview in June _ vacation. 
Write for resume 

Box 9613, ADVERTISING AGE 

480 Lexington AvVe., New York 17, N.Y. 
ACCOUNT EXECUTIVE 
Knowledge sweeping. 10 years experience 
varied accounts. Creative, 32, married. 

NYC. 
Box 9614, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

REPRESENTATIVES WANTED 
Publishers’ Representatives wanted for 
the West Coast and the Southeast. Pref- 
erably one with building products trade 
paper experience and time to work on 
remunerative proposition. Send full par- 
ticulars (Staff publications handled, etc.) 
immediately. 

Box 9615, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y 


REPRESENTATIVES AVAILABLE 


WRITER SEEKS AGENCY POST 
7 yrs. industry and agency experience 
in copy, publicity, sales promotion, plan- 
ning, administration. 33 B 

Box 9609, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ART-PRODUCTION MGR.-ACCOUNT 
EXEC. with 12 years agency experience 
seeks ad post with agency, media or 
client ad department. Heavy on print, 
outdoor, p-o-p, art and production on 
Excel- 
record. Mar- 


lent personal and 
ried, 36 
Box 9610, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

INDIVIDUALIST SEEKS NEW CAREER 
Ambitious asst. A/E now employed at 
top 4-A N.Y. agency desires opportunity 
with manufacturer or new agency. Diver- 
vm background. Age 27, married, base 
$7M. 


creative 


Box 9611, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EDITOR—ASSOCIATE 


For nation’s largest circulation 
light construction trade maga- 
zine and three other publications 
serving builders, architects, 
dealers, contractors Chicago. 
Requires field reporting expe- 
rience and _ writing ability. 
Magazine background, journal- 
ism training and construction 
knowledge desirable. Moderate 
traveling. We want top talent 
Salary open. Box 594 ADVER- 
TISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois 


| 
| 


ARTIST REPRESENTATIVE IN 
MEXICO 


Formerly a Designer & Contact Repre- 
sentative of a World wide Container 
mfgr. and with 9 years of experience in 
well-known Studios in U.S.A. Now op- 
erating own Studio. Desires to relocate 
in Mexico and associate or represent U.S. 
Firms doing Business South of the Bor- 
der. Can handle all phases of Advertising 
Art, Packaging Design, Illustration, 
action survey, etc. Speaks Spanish 
English fluently 
Box 9616, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


and 


BUSINESS OPPORTUNITIES 
Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publication, Geneseo, New York 
MISCELLANEOUS 
AD AGENCY WILL SUB-LET 
PRIVATE OFFICE TO 
FREE LANCE PUBLIC 
RELATIONS MAN/WOMAN 
Heart of Loop. Light, cool, quiet office 
with desk, etc. Phone answering service 
Keep own identity within fast growing 
medium size ad agency. Low rental to 
right P.R. person. ANdover 3-6904., Chgo 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


WRITER 
Free-lance basis. Idea man, ex- 
tremely strong on selling by 
mail. Letters—brochures—cata- 
logs. From creating to mailing. 

JOHN ELLMAN 
8240 TRIPP SKOKIE, ILL. 
ORchard 4-2821 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


expansion. 


UNUSUAL OPPORTUNITY 


For Partnership in 


SALES PROMOTION AND DIRECT MAIL 
COUNSELING ORGANIZATION 


IF you have sound sales promotion and direct mail background 
and experience and can sell and service accounts, you should 
look into this opportunity for a partnership in a creative sales 
promotion and direct mail counseling organization, now ready for 


PARTNER with other interests will sell his stock for moderate 
sum. Write and send details on your business background. 


Box 599, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


TOP CREATIVE TV MAN 
Present Salary $19,000 
Creative TV Art Director, idea man 
and producer. AAAA agency back- 
ground. Top accounts. 8 yrs agency 
—7 yrs film studios. Salary second- 
ary to opportunity. Chicago area 
protecred rite: Box 592 ADVER- 

SING AGE, 200 E. Illinois St., 
Chicago 11, Illinois 


WANTED PUBLISHERS REPRESENTATIVES 


Publishers representatives wanted 
Central, Southern, and Eastern United 
States markets by successful semi- 
Annual Marine Directory, covering the 
Pacific Coast 

Write Box, 564 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinols 


for 


offers a top-level position as director 


The man they seek should be a 


supervising a staff of nine salesmen, 


to vice-president. 


growing organization with intentions 


Our client's organization knows of 


confidence. 


SALES MANAGER — ADVERTISING 


One of our clients, a Chicago publisher of three top business magazines, 


adept at handling people. He should be creative and able to supervise 
an extensive promotion and advertising program on all 3 magazines. He 
is now an excellent salesman and ready to function as a sales manager, 


editors. He will be a member of the top policy board and could advance 


To such a man our client offers a well-established company approaching 
its 75th year. A young, well recognized top management. A progressive, 


ence in line with the qualifications presented above. Address your reply 
to the personal attention of Torkel Gundel, Torkel Gundel & Associates, 
110 S. Dearborn St., Chicago 3, Ill. All replies 


DIRECTOR 


of all sales and promotion activities. 


good administrator, organizer and 


including planning and liaison with 


of growing even faster in the future. 


this ad. Write us stating your experi- 


will be held in strict 


VICE PRESIDENT 
OF MARKETING 


Nationally known Midwest 
manufacturer of small pack- 
aged consumer goods is seeking 
a Vice President of Marketing. 
Wiil direct complete marketing 
program including sales, adver- 
tising, sales promotion, market 
research, and agency relation- 
ship. A candidate must have 
substantial experience in a top 
marketing position directing 
these functions, in some nation- 
ally distributed consumer prod- 
uct used in the home. Must be 
thoroughly schooled in distri- 
bution through retail outlets, 
including chains. Age 45-55. At- 
tractive salary and other bene- 
fits. Your reply will be held in 
strict confidence 


Box 598 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Two 


ASSISTANT ACCOUNT EXECUTIVES 


This expanding Chicago advertising agency wants two young 
contact assistants. Both jobs hold full potential for men who can 
grow into senior executives assuming complete responsibility 
for blue-chip accounts. We are a highly creative organization 
having a fresh approach to today’s marketing-research-sales- 
advertising problems with a new dimension in integration. 
What we are looking for is the “business-man” type of man 
who knows the rudiments of advertising agency operation. If 
you are about 30 years old, want an opportunity to grow and go 
up, and are agreeable to starting at $7,500 a year, write fully today. 


Our accounts are both industrial and consumer. If your 
background is technical or if you have an engineering edu- 
cation you may qualify for one spot. If you have soft goods 
experience or a business administration degree you may fit 


into the other. 


Please address your letter to: 
WENTZEL, WAINWRIGHT, POISTER & POORE, INC. 
251 East Grand Avenue, Chicago 11, Illinois 
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DRAKE PERSONNEL 


Confidential - Rapid - Nationwide 


— ee ee $12,000 
Fashion background-sportswear and 
package design experience, national 
advertising and sales promotion. Exc. 
Company benefits. West coast Mfr. 


EE Gsicusccene dvapae $12,000 
Midwest 4A Ad Agency offers tre- 
mendous potential. Congenial atmos- 

xe phere conducive to creative work. 

: To age 38. 

a Se TD Sb icewievcidsees $8,500 

. To age 33. Top level west coast 

Agency. Outstanding opportunity, In- 

re dustrial copy. 

ASSISTANT TO PRESIDENT ..... $7,000 
2-4 years experience in Co. corres- 
pondence, inside sales for eastern 
mfr. Can progress rapidly to sales 
management. 


7 B. L. Clem 
220 S. State » Chicago » HA 7-8600 


MEDIA 
OPPORTUNITY 


Growing Michigan Avenue AAAA 
agency will add experienced Media 
Assistant, 25 to 35, who can handle 
estimates, contracts, schedules 
speedily, ACCURATELY! All media 
with emphasis on broadcast. Salary 
commensurate. Right man or wom- 
an can grow with the job. Write 
fully; send photo if you have one 


Box 601, ADVERTISING AGE 
200 E. Illinois St Chicago 11, Il. 


MIDWEST PRINTING BROKERS 
Large, expanding lithographic firm 
specializing in highest quality color 
advertising and booklet printing in- 
vites your inquiries. Complete serv- 
ice—art, layout, typography. litho 

lates, presswork and full mechan- 

zed bindery. New presses up to 58” 
two colors. Pioneers in developing 
latest methods of accurate color re- 
production. One of the most modern 
plants in U.S. in concept and —— 
ment, doing an outstanding job for 
its customers. Meticulous personal 
attention by entire management to 
customers problems resulting in re- 
liable, exceptional quality produc- 
tion. If you have a g clientele 
with satisfactory credit ratings, you 
will find it advantageous to repre- 
sent this plant. BOX 559, ADVER- 
TISING AGE, 200 E. Illinois St., 
Chicago 11, Tllinois. 


ADVERTISING MANAGER 


Requires idea man with experience 
in national dealer recruiting coupon 
advertising. Duties include agency 
functions of layout, copywriting, 
space buying for national dealer re- 
cruiting coupon advertising plus 
national consumer advertising and 
local co-op advertising. Direct mail 
program. Our staff works as a team, 
so we want a co-operator and pro- 
ducer who wants to expand with a 
growing world-wide service organ- 
ization. Salary commensurate with 
ability and development. Please re- 
ply by mail only, stating experience, 
age, present salary and salary de- 
sired. Qualified applicants will be 
interviewed. Irl A. Marshall, Jr., 
President, Dura-clean Co., Deerfield, 
bili 


ART DIRECTOR 
WANTED 


pany: an clectronics industry em- 
and 


manufacturing facilities in the South, 
Midwest, and West. A leading supplier 
of electronic comune to airlines, indus- 
try, and the military. 

Type of work: preparation of sales litera- 
ture, booklets, brochures, house organs, 
merchandising materials. The man we 
want will have full responsibility as art 
director and should have experience in the 
production of printed material. He will be 
given the opportunity to build up the art 
staff as he sees necessary to the job 
Location: a progressive city of 85,000 with 
excellent sc fools and residential areas 
And many cultura! activities. In the Mid- 
west. 


Salary: open. Send oqangies, résumé, and 
letter of a. to x 593 ADVER- 
TISING AGE, 200 E. Illinois St., Chicago 
11, Illinois 


Our 46th Year 
AE with research & mktg OPEN 
background 
RESEARCH DIR., agency to $15M 
ART DIR., Pac. Coast mfr. 
Dept. store art head could 
have right experience 


Bonus, retirement, etc to $12M 
RETAIL ADV. MGR., basement- 
type merchandise $8,000 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 
110 S. Dearborn CE. 6-5353 Chicago 


COPYWRITER 


with engineering background 


Expanding Chicago agency seeks a 
young copywriter who has an en- 
gineering degree or other back- 
ground which qualifies him for 
writing on industrial subjects. The 
man we want is imaginative and 
can write effective advertising copy. 
because we are no “nuts-and-bolts” 
agency. However, he will be de- 
pended upon to interpret accurately 
and quickly technical data, and 
hold his own in conferences with 
engineering minds. Congenial as- 
sociates and a pleasant working 
environment. Salary about $7500 
Write fully, giving education, ex- 
perience and references. BOX 597, 
ADVERTISING AGE, 200 E. Illi- 
nois St., Chicago 11, Illinois. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ‘ie 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Pubiic Relations 


Please write briefly ovtlining your 
specific experience or personne! needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


| 


‘K.C. Star's’ Anti-Trust ‘Guilt’ Is 
Shared by 92% of Dailies, Court Told 


(Continued from Page 3) {competition in the dissemination of 
ruling of the court that the com- | ews,” the petition contended. 
bination rates could be regarded as | 


per se violations of the law if it was|s “Each medium and each compe- 
found that the Star “dominated” |titor within each medium is en- 
the Kansas City market. |gaged in a day-to-day life-and- 
If this is so, the Star said, it is| death struggle to obtain a share of 
true of 92% of the other newspa-| the advertising budget.” 
pers in this country. “If they in For years, newspapers have been 
crease the size of their plant, cam-| steadily losing ground in this strug- 
paign for greater circulation, ac-| gle, the Star said. 
tively solicit additional advertising| “There is no danger that the 
and extend their business in any|newspaper will overwhelm the 
way, they may be charged with|competing news media of mag- 
progressively embracing each new |azines, tv, radio and many others. 
business activity,” the petition|There is substantial danger that 
warned. competing media may drive news- 
The Star argued that the number | papers to the wall.” 
of one-newspaper towns increases Turning to combination rates 
because newspapers are caught be-| which the Star used in selling ad- 
tween competition from other | vertising and subscriptions, the pe- 
media and rising costs. tition said single rates covering 
morning and evening editions are 
® To understand fully the competi- | “a normal and usual] practice” 
tive situation in Kansas City, thé| which newspapers have adopted 
newspaper argued, the court should | for “good and sensible business 
have considered the fact that the| reasons” and which the Star has 
Star is in constant competition with | used for 50 years. 
a wide variety of local and nation- It exclaimed: “Sellers have 
al advertising media. |rights as well as buyers. The Star 
It counted seven daily newspa-|has the right to operate in the most 
pers, 78 weeklies and suburban|economical and efficient manner, 
shopping papers and 132 other| despite the idiosyncrasies of a few 
magazines published in the four-| individual advertisers.” 
county Kansas City market, plus 
three dailies and 65 weeklies in the 
Star’s retail trading area. Besides 
national magazines and outdoor, 
the newspaper also mentioned com- 
petition from eight radio stations 
and two competing television sta- 
tions now on the air, with three 


s A government reply brief is due 
to be filed with the court in the 
next 30 days. Unless there are un- 
foreseen delays it should be pos- 
sible for the court to indicate this 
spring whether the case will be ac- 
}more tv channels available for the = met agente po ye ccc Be: 
future. _. . |until fall or early next year. 
“The struggle for advertising is, | “After the trial of the case in 
if anything, even fiercer than the early 1955, the Star was convicted 
on two counts of violating Section 
: : . 2 of the Sherman Act, and a $5,000 
ere Tene Peataagey fine imposed. Mr. Sees was con- 
& victed on one count, and a fine of 
$2,500 was levied. Roy Roberts, 
E> @ ap president and chairman of the Star, 
earns | WHO was also named in the indict- 
Photographers | ment, was found not guilty. 
DEARBORN 2-1062 Meanwhile, trial of an identical 
187 N. LASALLE. CHICAGO = LLINOIS | cjvi] anti-trust complaint against 


PUBLICITY COMMERCIAL the Star and its officers has been 


CONVENTION INDUSTRIAL |%¢layed pending final Supreme 
Court action on the criminal case. + 
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Morrissey to Denver Chemical 

Thomas J. Morrissey, formerly 
with Turner Smith Drug Co., has 
been named sales manager of Den- 
ver Chemical Mfg. Co., New York, 
where he will be responsible for 
sales and advertising. Mr. Morris- 
sey succeeds Harry Wilkinson, who 
has joined Robert E. Wilson Inc., 
New York. 


Two Join CBS-TV Film 

Willard Block and Vic Bikel have 
joined CBS Television Film Sales, 
New York, as account executives. 
Mr. Block formerly was with the 
NBC-TV sales department. Mr. 
Bikel previously was with NTA 
Film Network. 


Metroe Adds Garmoe 

Edward A. Garmoe, last with 
Story, Brooks & Finley, has joined 
the Chicago sales staff of Metro- 
politan Sunday Newspapers. 


As 17,500,000 copies of 
SUNDAY roll off the presses 
of the nation’s leading 
newspapers on May 26, we 
bring to full realization a 
publishing dream. 


METROPOLITAN SUNDAY 


NEWSPAPERS, INC. 


| 260 Madison Ave., N.Y. 16, H.., MUrray Hil $-6208 


How To Use Audio-Visuals 
for Sales Promotion 


Time, Inc. relies heavily on audio- 
visual aids to help its salesmen sell 
space. The June issue of Advertising 
Requirements takes you behind-the- 
scenes in a magazine-by-magazine 
tour of the varied techniques which 
Time, Inc. has found successful. You'll 
get some mighty good see-it-hear-it 
selling techniques from this highly 
descriptive article. 

In the June issue, you'll also find 
a thoughtful gathering of other 
splendid articles about advertising 
production, promotion and merchan- 
dising. 

There’s nothing like AR anywhere. 
Try a year’s service (12 issues) by 
simply attaching your $3 check to 
your letterhead. Mail it today. Your 
satisfaction guaranteed. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


Engineer the 
Animation! — 


neeuiateae td ANIMATION ~HE HANKSCRAFT COMPANY 


play motors. 


Our new laboratory and supply facilities 
can now give you quick and efficient serv- 
ice for AC as well as battery-operated dis- 


sell more cigarettes* 


Another famous name in action! Here's 
further proof that the Hankscraft motion 
engineers are able to solve motion display 
problems most effectively and economi- 
cally. Just send us a cutout dummy and 
a rough sketch — we'll equip it with a 
Hankscraft display motor that will be the 
most practical for your requirement. 


Low-cost, trouble-free Hankscraft bat- 
tery-operated display motors will add 
eyecatching motion to your display and 
run for weeks without attention. 


Reedsburg, Wisconsin ali 


Sales Offices in these principal cities: 
CHICAGO * PHILADELPHIA * MINNEAPOLIS * NEW YORK 
DALLAS * TORONTO (Ontorio) * SAN FRANCISCO 
(Eriach Lee Compony) 


Company 


RT a 


The hinged cover on this giont replica of a Marlboro 
pockage opens and closes, simulating the actual package 
action. The display is powered by a side-mounted (Model 
1240-D3) Hankscraft motor operating on two standard 
flashlight batteries. 


*Disploy designed by. Zipprodt, Inc., Chicago 


Street Address 


Marthora : 


LONG SIZE 


THE HANKSCRAFT COMPANY 
Reedsburg, Wis., AA-5 


Please send me FREE monva!l on Hankscroft Display Motors. 
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Niederkorn Birke 


Promotion Assn. convention 


(Continued from Page 1) 
are fading fast, due to lack of co- 
ordinated activity and financial 
support. However, in some cases 
plans are being made to revive 
these dying centers. 


e A suburban shopping center 
store that doesn’t have a parent 
downtown store does not do near- 
ly as well as one with a parent 
store. 


® Promotion budgets set aside ex- 
pressly to promote downtown 
range as follows, according to the 
survey: 


Population Average promotion 
IIE cxincionsncasuncincieonnittiel $ 4,000 
50,000-100,000 11,000 
9,000* 
46,640 
ere 102,500 


*For 11 of the 14 stores in this group that 
replied; the other three reported no pro- 
motion budget. 


The two methods most widely 
used to raise these promotion 
budgets are (1) percentage of gross 
sales and (2) percentage of as- 
sessed valuation of property. 


® Advertising agencies should 
benefit from increased downtown 
promotion, specially those in lar- 
ger cities, the study shows. More 
than half of the respondents in 
the 250,000-500,000 and over-500,- 
000 groups said they use an ad- 
vertising agency for the entire 
promotion operation and that com- 
pensation is based on a fee and 
commission basis (only one re- 
spondent in each of these groups 
paid its agency simply a flat fee). 

Newspapers should be particu- 
larly concerned with the fate of 
downtown, Mr. Stolpe emphasized, 
because an estimated 75%-plus of 
all retail ad dollars are spent by 
downtown retailers. 


8 In reply to questions regarding 
where they place their promotion 
funds, downtown groups in the 
under-100,000 population range are 


de Berardinis 


TIME OUT—Newspaper promotion men taking time out during the National Newspaper 
were 
Birke, Huntington Herald-Dispatch; Mike de Berardinis, Shreveport Times and Jour- 
nal; Martin Burke, New Orleans Times-Picayune and States; John Freeman, Kan- 


Downtown Retailers Plan Promotion | 
War on Shopping Centers, NNPA Told 


Burke 


Edward Niederkorn, Portland 


“We who create advertisements 
are charged with the responsibility 
,of bringing our message to the 
readers in the simplest, most in- 
teresting form possible,” said Mr. 
Schwarz. 

Using several examples of ads 
that do not, in his opinion, allow 
the reader to feel he is partici- 
pating, he contrasted them with 
jother ads for the same products 
which did, he said, let the reader 
get into the act. For example, he 
pointed to the higher Gallup-Rob- 
|inson score on a men’s summer 
| suit ad that showed a couple danc- 
ing. Its counterpart, with a much 
|lower score, showed a summer 
| suit clothing an animal with horns 
|on the front end and the backside 
of a hippo—“hardly an ad in which 
the reader could participate,” Mr. 
Schwarz pointed out. 


Frank Tells Chicago Story 
| George Frank, promotion man- 


ager of the Chicago American, gave | 


the assembled promotion men a 
behind-the-scenes account of how 
a promotion department functions 
when one large metropolitan daily 
is purchased by another paper in 
the same city. 
| When the Chicago Tribune pur- 
chased the Chicago American, one 
of the most difficult problems the 
| American faced was keeping up 
|the morale of its people. They 
had to be convinced that the Amer- 
ican actually was going to stay in 
business, Mr. Frank said. 

The American also had the task 


Freeman 


Bellamy 


Oregonian; Bill 


per, Mr. Frank said. 
Promotion: Jack-of-all Trades 


Promoting teamwork and coop- 
eration among all departments of 
| the newspaper can be—and in 
many cases is—one of the most 
vital functions a promotion de- 
partment can perform. 

This was the consensus of four 
panel members who discussed this 
topic today. The coordination- 
minded panelists were Barry Ur- 
dang, Philadelphia Bulletin; Court 
Conlee, Milwaukee Journal; Ed 
McClanahan, Denver Post; Fred 
Lowe, Detroit Free Press, and Irv 
Taubkin, New York Times. Sample 
comments from the panelists: 

Conlee: “Our department has be- 
come a key to the whole operation. 
We handle public service, all em- 
ploye activities, sale of booklets, 
annual reports—and you can do 
this only by making your promo- 
tion services available to other 
departments.” 

Lowe: “Appoint yourself ‘si- 
lently’ to the spot of handling hu- 
man relations on the paper.” 

McClanahan: “The key word is 
‘communications. We work for 
| better teamwork and cooperation 
|among all departments of the pa- 
per ” 


tion “does a swell job” for the pa-, 


Taubkin: “In addition to commu- 


Miller Bach 


Macdonald 


sas City Star; Bob Thomas, Omaha World-Herald: Bill Bellamy, San Antonio Ex- 
press; Harold Miller, New Orleans Item; Leonard Bach, Philadelphia Inquirer; 
Stewart Macdonald, Waukegan News-Sun; Jack Newman, Battle Creek Enquirer and 
News, and Bob Weed, Minneapolis Star & Tribune. 


Advertising Age, May 20, 1957 


Weed Newman 


Oasis, Menthol 
‘Cigaret, to Bow 
on West Coast 


| 

(Continued from Page 1) 
| P. Lorillard Co. (AA, May 13). 
| Menthol cigarets were first in- 
| troduced in 1933 when Brown & 
| Williamson Tobacco Corp. brought 
/out Kool. That brand had little 
competition until about last June, 
when R. J. Reynolds Tobacco Co. 
introduced Salem cigarets. In Sep- 
tember, Philip Morris Inc. got its 
menthol brand Spud into national 
distribution. 


|@ Liggett & Myers makes and sells 


|63 different brands and types of | 


| tobacco products, but its two major 
, brands are Chesterfield, regular 
and king size, and L&M filter and 
filter king cigarets. The swing of 
ithe past couple of years to filter 


\cigarets has cut into Chesterfield | 
| sales, as it has into all major non-| 


filter brands, but losses on that 
brand reportedly have been more 
than made good by volume gains 
in the L&M line. 

| The company’s 1957 advertising 
|budget is estimated to be about 
| $25,000,000. 

Besides McCann-Erickson, 


/nication, another important func- |which in addition to handling ad- 
ition is to act as liaison between| Vertising on the new Oasis brand, 
business, editorial and advertising |4lso handles Chesterfield, Liggett 
departments of the paper. Furnish & Myers also uses Dancer-Fitz- 
a shoulder for all who need it.” | serald-Sample for L&M cigarets. | 


Schick Hits 
Remington in 
$5,000,000 Suit 


(Continued from Page 2) 

mercials were carried on the Col- 
jumbia Broadcasting System net- 
work April 14 and 28 and May 4. 
|The first commercial, says the 
complaint, appeared on “What's 
My Line?” By “oral statements and 
visual presentations,” the commer- 
cial “created the inference that the 
plaintiff's Lady Schick had rough 
edges like a razor.” 

| The other tv commercials, con- 
|tinues the complaint, showed draw- 
|ings of the head of a shaver “sim- 
ilar in detail to the shaving head of 


| 


Off the Air—’Temporarily’ 

New York, May 16—A se- 
ries of Remington shaver tv 
commercials, which Schick 
Inc. charged were “mislead- 
ing and disparaging,” were 
} temporarily withdrawn from 
the air today. 

Remington, hit with a $5,- 
000,000 damage suit by 
Schick, agreed in supreme 
court here to suspend the 
commercials until a hearing 
is held. Remington won post- 


Urdang: “We meet twice a week, | Advertising on other brands, such | 


once with the news room and cir- 
culation departments and once 
with the advertising department. 
Don’t duck any problems; the more 
you get the more you can do.” 


|as Fatima and Piedmont cigarets, 
| Velvet and Granger smoking to- 
] . 

baccos, when and if done, a com- 
pany spokesman said, is handled 
by McCann-Erickson. + 


of convincing advertisers and oth-| s At the closing business session Int'] Ad Assn. Reelects 
ers that the paper was not BOINg | the NNPA board voted to award Officers: Names Directors 


to be “swallowed up” by the Trib- 
une; that it would continue as a 
separate advertising entity and 
would not be sold in combination 
with the Tribune. 


® It took a combination of adver- 
| tising promotions and door-to-door 
|sales calls to lick these two major 
|problems, Mr. Frank said, but it 
| worked. As an example of adver- 
|tiser acceptance he pointed out 
|that all major department stores 


'a Silver Shovel, for outstanding 
|service to the organization, to the 
late Frank Knight, who served for 
many years as secretary-treasurer 
of NNPA before his death last year. 

New officers elected for the 
1957-58 term were Ed Templin, 
Lexington Herald-Leader, presi- 
dent; Barry Urdang, Philadelphia 
Bulletin, 1st vp, and Howard S. 
Wilcox, Indianapolis Star and 
News, 2nd vp. 


heavy users of radio, tv and news-|in Chicago are now advertising in| # At the meeting Editor & Publish- 


papers, television use 
sharply in the two groups that en- 
compass populations of 100,000 
to 500,000, while both radio and 
newspapers also show a consider- 
able drop—and remain about even 
with each other—but not as sharp 
as that experienced by tv. Tele- 
vision picks up again in the over- 
500,000 group, but so do both news- 
papers and radio, which stay even 
with each other and maintain a 
comfortable margin over television, 
according to the study. 


Let the Reader In 


The importance of letting read- 
ers of your advertising “partici- 
pate” in the ad as they read it was 
stressed at the meeting by Roy 
Schwarz, vp in charge of the cre- 
ative department at Fitzgerald Ad- 
vertising here. 


drops off! 


situation at the time of the Tribune 
takeover last October—and that 
the paper’s circulation in March 
reached 552,000 daily—‘“the high- 
|} est in years.” 


the American—which was not the! 


er presented awards in its 22nd 
annual newspaper promotion con- 
test. First prizes were: 

National Advertising Promotion 
(over 50,000) Cincinnati Enquirer; 
(under 50,000) Post-Crescent, Ap- 


| In its campaign to get the cor-|pleton, Wis. 

rect story of the American-Trib| Retail Advertising Promotion 
relationship across, the paper used | (over 50,000) Portland Oregonian; 
ear cards, direct mail, the adver-| (under 50,000) Daily News, Sid- 
tising trade press and its own|ney, O. 

newspaper. The American also| Classified Promotion (over 50,- 
started running complete financial |000) Philadelphia Inquirer; (un- 
news (which “costs plenty,” Mr.| der 50,000) Press-Democrat, San- 
Frank said) in order to convince|ta Rosa, Cal. 


readers, as well as American em-| 


ployes, that the paper was going to 
keep on publishing. 

To get the story to employes the 
paper also started an eight-page 
internal house organ in January, 
which it mailed to the homes of 
jits 1,800 employes. This publica- 


Circulation Promotion (over 50,- 
000) San Francisco Call-Bulletin; 
(under 50,000) Daily Herald, Co- 
lumbia Basin, Wash. 

Public Service Promotion (over 
50,000) Boston Herald-Traveler; 
(under 50,000) Daily Times, Vic- 
|toria, B. C. # 


All officers of the International 
Advertising Assn. have been re- 
elected for second one-year terms. 
| They are George E. Kendal, ad- 
vertising and sales promotion man- 
ager of International General Elec- 
|tric Co., president; George W. 
| Wallace, Reader’s Digest Interna- 
|tional Editions, lst vp; Vincent 
,Tutching, McCann-Erickson Corp. 
| (international), 2nd vp; Dr. Eric 
W. Stoetzner, foreign ad director, 
| New York Times, vp for interna- 
| tional activities; K. Presbrey Bliss, 
McGraw-Hill International Corp., 
| vp for national activities; Albert M. 
Martinez, Caribbean Networks Inc., 
jtreasurer; Harold E. Weinholtz, 
| Young & Rubicam, secretary, and 
James L. Gilbert, exec vp. 

Three new directors named to 
| the board for three-year terms are 
A. S. Hart, president of Quaker 
|Oats International; Archibold L. 
Beyea, vp of Robert Otto & Co., 
jand Thomas M. Quinn, president 
|of Quinn-Lowe Inc. 
| 


Canadian Dailies Elect 

J. C. Preston, general manager 
of the Expositor, Brantford, Ont., 
has been elected president of the 
Canadian Daily Newspapers Assn. 
A. L. Davis, Whig-Standard, Kings- 
| ston, Ont., and J. P. Hogue, Mont- 
| real La Presse, were elected vps. 


ponement until May 27 of 
a proceeding in which it is 
supposed to show cause why 
the commercials should not 
be withdrawn. 


| the Lady Schick, omitting from 
/such broadcast the showing of a 
| Lady Schick.” 

Protests lodged with CBS and 
|Remington failed to bring a change, 
| Says the complaint. 
| The complaint says that last year 
Schick invested more than $5,000,- 
000 in advertising its products on 
tv and in “leading weekly publica- 
tions.” 

Attached to the Schick complaint 
was the text of a Remington com- 
mercial which said, in part: 

“. . . Now other lady shavers 
have two separate shaving edges, 
like a razor, with one edge marked 
for legs and the other for under- 
arms. And sometimes one of these 
shaving edges can be rough. Now 
watch what happened with a pair 
of stockings. Here is an ordinary 
lady shaver—run it down the 
stockings—ugh, oh. That was the 
rough edge—rough as a razor. But 
you couldn’t tear a stocking with 
the Princess, because the Princess 
is smooth all over. . .” # 


Two Join CBS Radio 

CBS Radio, New York, has ap- 
pointed Barrie D. Richardson to its 
press information staff, where he 
will handle general publicity and 
special assignments. A. Robert Bo- 
nagura, formerly with CBS Tele- 
vision Film Sales, has been named 
to the New York sales staff of CBS 
Radio. 
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Trademarks Must 
Sell, Not Just 


Identify: Politz 


(Continued from Page 1) 


pany’s history to indicate that 
overworking a trademark can in- 
volve other perils. A trademark 
should merely identify, he said. 

Speaking at the 80th annual 
meeting of the U. S. Trademark 
Assn., Mr. Politz cautioned that 
a trademark’s effectiveness rests 
largely on the verbalization of the 
words or letters used in the sym- 
bol. By creating a symbol that 
can be easily pronounced, or iden- 
tified by a few simple words, an 
advertiser automatically gets his 
product introduced to the ear as 
well as the eye of the consumer, 
he said. 

As examples of 


easily pro- 
nounced trademarks, he _ cited 
United States Steel’s “USS” and 


General Electric’s “GE,” both of 
which he described as euphoni- 
ous. An example of the opposite, 
he added, is Continental Can Co.’s 
triple “C” mark which, he said, 
people don’t even bother to try to 
pronounce, often describing it 
only as “three incomplete circles.” 


® Mr. Politz also advised trade- 
mark designers to make sure that 
graphic material in a trademark 
directly re-enforces the trade 
name—he mentioned the swan in 
Swan soap’s mark as a simple 
and obvious example. Such direct 
support lends far more to the total 
punch of the trademark than just 
an abstract design would, he said. 

Advertising people particularly 
have a tendency to forget the end 
purpose of trademarks and con- 
cern themselves too much with 
the means—the per se esthetic 
quality—of trademarks, Mr. Po- 
litz charged. 

He cited as an example Socony 
Mobil Oil Co.’s long romance with 
its flying red horse trademark. 
The mark came under scrutiny 
more or less by deduction not 
long ago when Socony sought 
high and low for reasons for its 
disappointing market position. 

Mr. Politz described a highway 
film test that he conducted which 
showed that, given equal expo- 
sure with several other gas trade- 
marks, Socony’s flying red horse 
somehow won only one-third the 
attention drawn by its closest 
competitor in the test. This, in all 
likelihood, resulted from the fact 
that the mark says nothing di- 
rectly, and very little indirectly, 
about Socony’s oil and gas, Mr. 
Politz said. 

Of course, depth interviews con- 
tinue to show that the flying red 
horse sign is extremely popular 
with the public and one of the 
best known insignia in the indus- 
try, but as it happens, Mr. Politz 
observed, Socony doesn’t . sell 
signs. Socony is now largely 


impelled the company to become} 


just that. 


s Mr. Mullowney acknowledged 
_ that Green Giant pulled a major 
|/boner in 1952 when it sought to 
|\“activate” the green giant by 


|using a live male model painted | starting July 1 in eight major markets and later in five others, with 


|green and posed in various elf- 
like positions for a series of color 
| page ads in Life. 

The first ad, Mr. Mullowney 
recalled, brought forth a volley of 
protests from irate parents of dis- 
illusioned kids who had thought 
the giant was anywhere from 8’ 
to 24 tall and were wilted to see 
he was a mere man of no more 
than 6’. 

By way of an unfortunate coin- 
cidence of timing, he recalled fur- 
ther, Christine Jorgensen made 


. ; ; nt’s » 
oe sae: en es ee ee | ley, William Rooks and George O'Leary, from the copy staff to staft | Be added: “We are not prepared to 


ad series with the elfish green 


man began in Life, and the razz-| . 
ing — the _—_ food processing with a New York agency, but has been unavailable for comment. 


industry became next to unbear-' Steyart Britt to Be Professor, Editor 


“We decided we had to cancel | - : - 
the Life series even if it meant | tor of Needham, Louis & Brorby for five years until October of last | 


running copy that only said ‘Com- 
pliments of a friend’,” he re- 
marked. 

“Our basic mistake,” Mr. Mul- 
lowney said, “was to misuse the 
trademark.” The mark is primar- 
ily an identification and need not 
be anything else, he said. 


s In another talk at the meeting, 
Sigrid H. Pedersen, attorney with 
J. Walter Thompson Co., empha- 
sized the growing importance of 
the trademark in today’s com- 
petitive market situation where 


personal retail salesmanship is at 
a minimum. 

“With every increase in self- 
service retailing,” she _ said, 
“trademarks gain greater impor- 
tance as silent salesmen at the 
point of purchase.” As the trade- 
| mark’s appearance in the store has 
a greater potentiality for influ- 
j}encing buyers, she went on, the 
mark’s importance in advertising 
grows. + 


Rededicate Plaque 
Placed on Peace 
Bridge by Admen 


N1aGara FAtts., ONT., May 14— 
| Members of the International Af- 
filiation of Sales and Advertising 
Clubs Saturday rededicated the in- 
ternational plaque on the Rainbow 
Bridge between this Canadian city 
and its counterpart on the Ameri- 
can side of the Niagara River. 
The plaque, installed on the 
bridge in 1941, affirms the unity 
|of spirit among the members of the 
|International Affiliation, which 
j}consists of advertising and sales 
| clubs on both sides of the border. 
| The rededication ceremony high- 
| lighted the 55th annual conference 
of the association, at which speak- 
ers included Arthur Dimond, ad- 
vertising manager, H. J. Heinz Co.; 
S. R. Bernstein, editor, ADVERTISING 
| Ace; Prof. G. Herbert True, Uni- 
versity of Notre Dame; Charles 


abandoning its “very popular and| Todd Lee, manager of market de- 
well liked” flying red horse signs,|Velopment, Philco International; 
he added, because they aren’t do-| 4nd H. G. Patchett, division man- 


ing much of a selling job. 


® In another talk, Jack Mullow- 
ney, director of advertising and 
merchandising director of the 
Green Giant Co., LeSueur, Minn., 
described how the company’s 
symbol rose from a label decora- 
tion piece to take over the com- 
pany’s name. 

The green giant first appeared 
on the company’s pea cans in 1930 
when the company was known as 
the Minnesota Valley Canning 
Co. By 1950, after the giant had 
also been introduced on the com- 
pany’s Niblet brand corn cans and 
later modified to a better looking 
giant, the public conviction that 
the Minnesota Valley Canning Co. 
was actually the Green Giant Co. 


ager, Canadian Petrofina Ltd. 

Ed Urbins, P. A. Meyer & Sons, 
| Erie, Pa., was elected president of 
the affiliation, succeeding Gene E. 
McReynolds, Ontario Outdoor Ad- 
vertising, Toronto. Wilfred Searle 
of the Hamilton, Ont., club was 
| hamed vp, and Irene Wray, Breit- 
jhaupt & Milson agency, Toronto, 
was named treasurer. U. S. di- 
rector-at-large is J. Jay Fuller, 
Buffalo agency head; Betty Mc- 
Cracken of the Toronto Women’s 
Club is Canadian director. + 


Rumrill Moves; Changes Name 

Charles L. Rumrill Co., Roches- 
ter, N. Y., has moved to its own 
| building at 1895 Mt. Hope Ave. At 
| the same time, name of the agency 
|was changed to Rumrill Co. Inc. 
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American News 


Believed Folding 
as Distributor 


Last Minute News Flashes 


Taylor-Reed Corp. Is First Weaver Client 


New York, May 17—Pat Weaver’s Program Service today signed 
Taylor-Reed Corp. (for Coca Marsh and Q-T frosting, through Hicks 
& Greist) as the first participating sponsor on “Ding Dong School,” 


WPIX, New York, as the probable originating outlet (see story on 
Page 3). Specific stations were not “firm enough” to identify, despite : 
ane agreements. Several other advertisers are due to sign soon for| New York, May mag mg 
“Ding Dong.” Mr. Weaver also is expected to join forces with sid | Withdrawal yesterday by mn 
Caesar, who this week gave up a $100,000 annual contract with NBC | lishing Co. of its $15,000,000 su 

because the network wanted to reduce the number of his tv appear- |#84inst American News Co., re- 
ances. The comedian has been talking movies and tv with Mr. Weaver. | POrts persisted today that Amer- 


|ican was finished as a major na- 
Rudnick Leaves R&R to Join Maxon as Copy Chief 


| tional distributor. 
Cutcaco, May 17—George A. Rudnick, vp and copy chief of Ruth-| Asked to comment on the re- 
rauff & Ryan here, has resigned and wiil join Maxon Inc., Detroit, on 


ports, Herbert Frilen, vp at Amer- 
June 1 as copy chief, succeeding Spencer Hill. Following Mr. Rud- | sided gerd oy Mr apy at 
nick’s departure, R&R has made the following promotions: Jack Fried- Statribetin aiateienn op &. » ‘Then 
man, formerly assistant copy chief, to copy chief, and James Beards- 8 . 


: . 'make any kind of statement at all.” 
group heads. Mr. Hill reportedly has taken an executive copy post Sut Asvenveee Ase lencned 
that Ziff-Davis, The New Yorker, 
| Newsweek, and U. S. News & 
; : World Report re all preparin 

Cuicaco, May 17—Steuart H. Britt, who was vp and research direc- he Soom AC. = me 8 

- : is Ci tion Co. will pick 
year, and has since been administrative vp of Earle Ludgin & Co., is | - den ae Perea so 
forsaking the agency business to become professor of marketing at 24 and The New Yorker on July 
Northwestern University and also to become the first paid managing | 


> : P 13. Curtis has said it is not in- 
ie a Journal of Marketing, published by the American Mar- | eorested in handling a publishing 
e , 


house with multiple titles. That 
Gibson Refrigerator Names Brady Co. 


would exclude Ziff-Davis and 
GREENVILLE, MicH., May 17—Gibson Refrigerator Co., manufacturer | ae Pate agen ye Digna by oe 

of refrigerators, freezers, air conditioners and ranges, has named Brady since it already has signed News- 

Co., Appleton, Wis., to handle advertising and sales promotion of all week. a competitor. Pines Publica- 

its products. Brady Co. replaces Dancer-Fitzgerald-Sample, Chicago. | - 

Gibson becomes the fourth short-line appliance account in the Brady 


tions told AA, “We are with Amer- 
|ican as of today and anything else 
shop, the others being Hamilton laundry equipment, Signal fans and | 4 y e 
Mow-Master power mowers. 


we are thinking of we are not quot- 
able on.” 

Product Services Signs $10,000,000 Film Deal \@ Meanwhile, Dell Publishing 
New York, May 17—Product Services this week said it had signed| wich canceled its distribution 
a five-year $10,000,000 tv film contract for four clients, two of whom ‘contract with ANC on April 23, to 
are new to the agency. The advertisers are Glamorene, Bymart- |}. effective June 23, yesterday 
Tintair and (the new clients) Harriett Hubbard Ayer and Technical | announced discontinuance of its 
Tape Co. They will pay the film distributors for the feature movies | monopoly action against American 
and half-hour series secured from several companies and use the | ang its subsidiary, Union News Co. 
film to barter time from more than 100 tv stations. 


|Dell was moved to bring suit, it 

s said, because ANC reacted to the 

McGraw-Hill Shifts Publishing Assignments  conaciiadien Salen ta aaatine Dal 

New York, May 17—Shelton Fisher, publisher of Power and Fleet | publications off its newsstands. 

Owner, will also become publisher of Electrical Merchandising July 1.|  Yesterday’s announcement said 
H. W. Mateer continues as publisher of Nucleonics and Electronics. In | the suit had been “discontinued, 
addition, L. N. Rowley, editor of Power, has been named associate pub- without prejudice, by agreement 
lisher of that magazine. All are McGraw-Hill publications. between the parties, settling their 


s resent difficulties.” Dell said that 

Western Printing Plans to Buy Kable Printing ANC hed naveed “ib Gander Sell 
Racine, May 17—Western Printing and Lithographing Co. is plan-|qistribution services on all Dell 
ning to buy Kable Printing Co., Mount Morris, Ill., which prints about | titles and publications until the 
135 magazines, including Confidential and Family Circle. Holders of | termination of distribution agree- 
two-thirds of Kable’s stock already have approved Western’s offer of | ments between the parties, and the 
$3,948,932. Kable’s 1956 sales were about $14,000,000. Union News Co. agrees to continue 


‘The Influential’ Is ‘SEP’s’; Other Late News ee ee 


e After a $250,000 teaser advertising campaign, The Saturday Evening 
Post officially confirmed May 17 that “The Influential” is the “special 
kind of Post reader.” On May 21, spreads in the New York Times, 
Herald Tribune, Detroit Free Press and Chicago Tribune will identify 
“The Influential” and announce the Post “influential” concept in mass 
media. 


e Grant Chamberlain has resigned as advertising manager of Charm 
to become a commercial flower grower in Florida. Street & Smith, 
which accepted the resignation “with regret,” said Mr. Chamberlain’s 
_ or will be named later. readjustment” for the magazine 


e North Advertising, Chicago, has been named to handle advertising | industry. He said “many independ- 
for Jewel Food Stores, a division of Jewel Tea Co., Melrose Park, Ill.| ent distributors would simply be 
The agency will handle tv and radio, will conduct a series of consumer | swamped by the magazine copies 
research assignments, and will consult on print advertising and special |they’d be asked to handle” and 
projects (the Jewel staff handles print). Christiansen Advertising | that this would mean that “some 
Agency formerly handled the account. 


e Charles F. Willis, who had been vp, director, and assistant to the | 
president of Ruthrauff & Ryan, New York, has resigned to become 
president of Alaskan Airlines. F. K. Beirn, president of R&R, said Mr. 
Willis will continue as consultant to the agency on a special assignment 
basis. 


e Colgate-Palmolive Co., New York, has named three product manag- 
ers, two marketing research managers and a packaging head as part of 
its reorganization. In the toilet articles division Marshall Ward has | 
been appointed manager of marketing research and G. D. Miles man- 
ager of packaging. The three product managers, also in this division, 
are Kenneth Arrington, Joe Demling and Richard Colgate. Mr. Ar- 
rington is handling Colgate dental cream, tooth powders and chloro- 
phyll toothpaste. Mr. Demling is handling all Lustre-Creme products | 
and Mr. Colgate the Cashmere-Bouquet line, Palmolive shave creams 
and Veto deodorant. In the household products division Frank B. Sat- 
terthwaite has been named marketing research manager. 


e Natt S. Getlin, formerly advertising director of the New York Post 
and recently consultant on advertising for the Philadelphia Daily News, 
has been named advertising director of the News. 


® Biggest surprise among the 
magazines now deciding to leave 
American was U. S. News, which 
only last week indicated that it~ 
alone among the major books re- 
maining with ANC—was “satis- 
fied” with the distributor. 

One magazine executive told AA 
that American’s end as a distrib- 
utor would result in “a period of 


| magazines are going to disappear.” 


ROGER H. BOLIN, formerly manager 
of general advertising of Westing- 
house Electric Corp., Pittsburgh, 
has been named director of ad- 
vertising, a new post. His succes- 
sor has not been named as yet. 


e Richard F. Sheehan, for the past five years advertising manager of 
the American Petroleum Institute, New York, has joined Gaynor Col- 
man Prentis & Varley as an account executive. 
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Weaver's Program Service Plugs 
Concepts He Deplored as Net Boss 


(Continued from Page 3) 

be a dark day for our country. 
And anyone who is for it and has 
to look at himself in the mirror 
after he’s loused up the television 
networks had better get an elec- 
tric razor. In case there’s any 
question, I will send him a 
straight edge” (NARTB conven- 
tion, 1955). 


Agency’s Role in Television 


e “On the show side at the agen- 
cy level, we expect to see the old 
pattern of agencies buying pack- 
ages from package sellers of all 
kinds (including us) to increase 
greatly agency participation in 
television. 

“For instance, any agency can 
honestly recommend to its major 
clients which can use daytime tv 
effectively (and that’s most of 


jthem) that they buy a position 
| in the major market plan and 
start now to find a hit” (Weaver 
prospectus). 


e “The advertising agency stands 
at the central controls of Ameri- 
ca’s economy. I do not fear for the 
results unless the agency is di- 
|verted to a side issue—program- 
|ming. . .” 

Television “is too great and no- 
ble and too promising an instru- 
ment to be allowed to grow like 
Topsy, buffeted by the impact of 
advertising buyers. 

“We determined what kind of 
service we could build with an 
advertising-supported structure as 
against the service that would be 
forced upon us if the _ pro- 
gram schedule were advertiser- 
produced. And we saw _ that 
the advertiser-supported medium 


> 


A ONE BILLION ONE HUNDRED SIXTY-NINE 
MILLION DOLLAR MARKET 


Just ONE 
medium 
covers 


KRON 


Biggest One 
Newspaper City 
in the Nation 


MEDIA COVERAGE OF AKRON METRO AREA 


Media 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


“CHRYSLER $85 MILLION 
Stamping Plant 
GENERAL MOTORS 
Euclid Division 


* ENTERPRISE MFG. CO. 

*B. F. GOODRICH 

*ALSCO 

*McNEIL MACH. & ENG. CO. 
*FIRESTONE 

*FIRESTONE STEEL 
*SEIBERLING 


*WORLD’S TRUCKING CAPITAL 


AKRON METROPOLITAN AREA—OHIO’S MOST 
CONCENTRATED AREA OF GREAT INDUSTRIAL NAMES 


*WEATHER-SEAL 
BABCOCK & WILCOX 
COLUMBIA-SOUTHERN CHEM. 
QUAKER OATS 
AMERICAN HARD RUBBER 
*MOHAWK 
*GOODYEAR 
*GENERAL 
*GOODYEAR AIRCRAFT 
*SAALFIELD PUBLISHING 
*ROBINSON CLAY PROD. 
*NATIONAL RUBBER MACH. 
DIAMOND MATCH 


* Indicates Main Plant and Offices 


AKRON BEACON JOURNAL | 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 


Board Stover Gobriel 


WHO’S CHICKEN?—Looking at their award-winning display at the 
“New Fashions in Chicken” program of the Poultry & Egg National 
Board are Fred Board, Starlac product manager, Borden Food Prod- 
ucts Co., and Paul Gabriel, Starlac advertising manager. Blanche 
Stover, food editor of Parents’, checks the display, which won the 
“Golden Egg” award given by Food Field Reporter. 


would give far greater service to 
all segments of the population, 
provide more usefulness to more 
advertisers and make innovations 
and changes easier in sustaining 
the medium’s vitality” (Louisville 
Advertisers’ Club, 1954). 


Sponsor Exclusivity, Frequency 


e Daytime attractions can be of- 
fered “at a cost to the advertiser 
that will bring back the great phe- 
nomenon of radio and early tele- 
vision—the program with a selling 
star presented exclusively by one 
product, or line or company—with 
frequency. . .” (Weaver prospec- 
tus). 


e “But if we are veering away 
from the radio pattern, where a 
sponsor programmed his own time 
—and we must if we are to con- 
tinue a great network service— 
what will be the new pattern? 
I think it is to be discerned 
in the shared-sponsorship shows 
that NBC pioneered in tv. . . 
“The great shows are based on 
the theory that if you spend mon- 
ey on the show and make it so 
good you can get a huge audience, 
then you can allocate the cost 
among several advertisers, which 
will reach more people more often 
(although with shorter sales mes- 
sages than if those advertisers had 
shows of their own) at affordable 
costs if that were possible. We 
proved you could get those great 
audiences, and our clients proved 


that our strategy would sell 
goods. . . 
“This is still an argument in 


| television circles, but my money 
|is on flexibility, novelty of pat- 
jtern and gradual movement to- 
| ward a magazine type of opera- 
tion” (Chicago Economic Club, 
1953). 


Sponsor Identification 


e “Advertisers or agencies will 
find Program Service a third force 
between network and national 
| spot to do any kind of complemen- 
| tary advertising—program adver- 
| tising with all the program associ- 
ation values; concentrated personal 


selling and program identification | 


with the client, low cost tonnage 


selling, but retaining personal sell- | 


ing through purchase of multiple 
participations in shows using star 
salesmen. .” (Weaver prospec- 
tus). 


e “Sponsor identification as an 
advertising tool is open to consid- 
eration. There is a notable lack of 
correlation between sales and 
sponsor identification” (In ADVER- 
TISING AGE interview, May, 1954). 


Desirable TV Programming 


available at Class C time charges 
of $10,000 a week for a five-a- 
|lweek schedule in New York, 
Philadelphia, Washington, Detroit, 
|Chicago, Milwaukee and Minnea- 
| polis: 


e The Weaver prospectus lists as| 


1. “Ding Dong School.” 

2. Audience participation shows 
with emcee salesmen—“Welcome 
Travelers,” “It Pays to be Mar- 
ried,” “Feather Your Nest,” “Win- 
ner Take All” and “Dollar a Sec- 
ond.” 

[Do these giveaway shows 
come within Mr. Weaver’s “living 
room toy” programming definition 
as set forth in an excerpt quoted 
earlier from an NARTB speech?] 

3. Personality shows. 

4. Serial dramas. 


s There was no word in the sales 
sheet about “Culture,” a very long 
program of symphony, ballet and 
opera, or “Controversy,” a discus- 
sion of major issues, two projects 
which he promised in his Seattle 
speech announcing his new tv 
venture a few weeks ago (AA, 
April 15). 

Mr. Weaver still is silent on the 
subject of what specific stations 
he can offer an advertiser; nor has 
he had anything to say about ad- 
vertiser support for his service. 


Ketchum, MacLeod Names Two 
Ketchum, MacLeod & Grove has 
appointed Douglas W. Courtlee Jr. 
head of its copy department and 
Robert F. Stanton an account ex- 
ecutive, both in the New York of- 
fice. Mr. Courtlee formerly was 
with Kudner Agency and Batten, 
Barton, Durstine & Osborn. Mr. 
Stanton previously was with 
J. Walter Thompson Co. and Albert 
Frank-Guenther Law. 


Advertising Age, May 20, 1957 


Old Gold Breaks 
National Ads for 
Its New Pack 


(Continued from Page 2) 
| cigaret.” 
Lennen & Newell is the agency. 


® Distribution of the new Old Gold 
filter pack has been completed in 
35 states, largely east of the Mis- 
sissippi and on the Pacific Coast, 
in an area which the company 
claims has 80% of the smoking 
population. Total national distribu- 
tion is expected by July. 

The new pack is the first basic 
packaging change since Old Gold 
cigarets were introduced 31 years 
ago. Lewis Gruber, president of 
Lorillard, describes it as “a major 
step in a comprehensive marketing 
modernization program affecting 
all the company’s major cigaret 
brands.” 

Simultaneously with the adver- 
tising campaign, an intensive mer- 
chandising and sales promotion 
program will be launched for max- 
imum display of the new package 
at point of sale. In designing the 
package and carton, a company 
spokesman said, special emphasis 
was placed on point of purchase 
appeal, because self-service dis- 
plays of cigarets in food, drug and 
tobacco stores, as well as vending 
machines, account for more than 
50% of all cigarets sold. + 


WATCH YOUR SALESMEN REAP 
EXTRA PREMIUMS EVERY TIME 
WITH HARD-HITTING VISUAL 
PRESENTATIONS THAT TELL 
THE WHOLE STORY FROM START 
TO FINISH DRAMATICALLY 
AND EFFECTIVELY 


PRESENTATION DESIGNERS ver 


ADV 


ERTISE IN 


2? 


No. 4 of a Series 


Roanoke is an IDEAL TEST MARKET 


Half-billion dollar market 


Population... 


“Golden Mean” cross 


section of the nation 


Employment... 
and growing 


@ Market Area... 


diversified 


self- 


contained, surrounded 


by mountains 


Newspapers... 


give 


unduplicated coverage, 
with combined readership 
of over 350,000. 


Result: Perfectly gauged, accurate tests of your campaigns. 


16 counties... 
a completely ~« 
independent market 


is 


~ 


Roanoke—Your key market in western Virginia 


ROANOKE 


covered exclusively by the 


A4 


46 E. 53rd St. N.Y. 22 © EL 5-5590 
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CAN YOU AFFORD TO BUY LESS THAN THE WHOLE FAMILY? 


The typical American family supported here on Pop- 
eye’s mighty forearm has a record amount of money 
to spend. And selling them can cost a record amount 
of money, too — unless you select an advertising 
medium that reaches them all — and economically! 


That’s why you'll find extraordinary value in a new 
study, “Basic Patterns of Sunday Newspaper Reader- 
ship.” It’s a penetrating new study that reveals new 
data of exceptional accuracy. It was prepared in con- 
sultation with the Technical Committee of the Adver- 
tising Research Foundation. It investigates adult and 
teenage readership thoroughly, simultaneously and in 
key urban areas of the country — more scientifically 
than any previous study. 


And the results are really amazing. 


For instance, the study finally proves that Sunday 
comics are the only newspaper supplement offering 
all-family reading in a most intensive sense, This ap- 
plies to men, women, boys and girls. It applies collec- 
tively and separately. It means that Sunday comics — 
to a degree unlike any other media — are actually read 
and absorbed by every member of the family who 
influences a buying decision. 


But you ought to see the study for yourself. The 
booklet, “Basic Patterns of Sunday Newspaper Reader- 
ship,” covers studies in Baltimore, St. Louis and San 
Francisco. Separate studies, #4 for Detroit and #5 for 
Washington, D. C., are also ready at this time and will 


be mailed upon request. Address the Plan and Re- 
search Dept. of PUCK, The Comic Weekly — or ask 
your PUCK Representative. 


THE COMIC WEEKLY 
63 Vesey Street, New York 7, N.Y. 
Hearst Bidg., Chicago 6 + Hearst Bidg., San Francisco 3 
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